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ABSTRACT
Tourism is considered a key industry for economic diversification in all three countries of the Southern
Caucasus. After decades of spatial polarization, the Belt- and Road- Initiative (BRI) offers a chance for many
rural regions in Azerbaijan to actively profit from rising tourism demand by linking local initiatives and
industries with tourism-related projects embedded in the BRI. Based on a mixed qualitative and quantitative
approach, the study is about to discuss the current state of challenges and opportunities for tourism- induced,
integrated regional development on the case of Azerbaijan with special focus on the obstacles for regional and
national destination competitiveness.
Keywords: Destination, Competitiveness, Belt- and Road-Initiative, New Silk Road, Azerbaijan
INTRODUCTION
The Ancient Silk Road (ASR) of the 1st century AD nowadays serves as a popular framework of
reference for big infrastructure development projects under the label of the “Belt and Road Initiative” (BRI) or
the “New Silk Road” (NSR; Wong and Lye, 2014). The BRI has been initiated by the Peoples Republic of
China in 2013. Since then, 123 countries officially joined the idea of linking countries along the ASR via several
infrastructure and development projects, for a great share: railways, harbours, roads, but also telecommunication
(Belt and Road Portal, 2019). Although no official plan exists that defines the single projects, certain corridors
are sketched between China and Europe, but also routes that include a Maritime Silk Road or a Polar Silk Road
through the seas (Wong and Lye, 2014; Deepak, 2018). The positive intention proclaimed by the Chinese
Government to increase the connectivity between countries in Central Asia, Caucasus and Europe (Zhang, 2016)
is discussed critically from a European perspective (Barisitz, 2017). Nevertheless, developing countries between
Asia and Europe see high potentials for economic development while acting as a transit country (Blanchard and
Flint, 2017:223). The degree of participation for transit countries so far remains uncertain in terms of limited
value for the domestic market and own production or missing participation in infrastructure construction and
planning (Pechlaner et al., 2019).
Although many issues remain vague, the introduction of new infrastructure should increase the
connectivity between certain countries or spots, as long as logistic services are operated upon it. One economic
sector that is likely to benefit specifically from infrastructure is tourism (Pechlaner et al., 2019). Coined under
terms as "New" or "Modern" Silk Road these initiatives revive the classic concept of cultural routes as multifunctional pipelines or corridors for transnational exchange of goods, people, ideas, knowledge and values (see
Zabbini, 2012:62). With the “UNWTO Silk Road Programme” on a global scale and the "Modern Silk Road
Route" (MSRR) on a regional scale, two major development projects in tourism referencing the ASR are
currently planned to be realized. Within the Trans-Eurasian-Corridor that links East Asia and Western Europe,
the Southern Caucasus can serve as a central hub. Infrastructure projects like the Baku-Tbilisi-Kars Railway
highlight the importance of this route and aim to improve logistics between Azerbaijan, Georgia and Turkey.
The "Modern Silk Road Route", conceived as a purely tourism-related project, is concurrently developed with
the BRI by a transnational consortium of tourist agencies and focusses on route development in Turkey,
Azerbaijan, Kazakhstan and Kyrgyzstan. Azerbaijan must therefore be considered a focal point for both Silk
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Road related initiatives with respective consequences for its economic development potential in general and its
tourism-related development in particular. A look on the geographic characteristics of the currently existing
system of Azerbaijani destinations, reveals that many of the countries' existing tourist regions will be directly
affected by both the tourism and non-tourism related projects in the framework of the BRI (Schuhbert & Thees,
2019). This raises the question what consequences there are to be expected for the country and more
specifically: in how far these initiatives may affect/be affected by the current state of competitiveness of
Azerbaijan as a tourist destination.
LITERATURE OVERVIEW
From the perspective of symbolic-constructivist and spatial-economic approaches, cultural
tourist routes such as the planned MSRR qualify as destinations of a higher order (Schuhbert & Thees, 2019).
The respective contributions address partially different conditions for this qualification but ultimately they
converge in the idea that tourist routes are products of spatio-functional networking processes among
destinations of different hierarchical status. While symbolic concepts describe the constitution of these systems
as the result of socio-psychological construction processes of visitors and suppliers/decision-makers, spatialeconomic theories in the traditions of Perroux (1967), Lasuen (1973) and Miossec (1976) conceive (systems of)
tourist destinations as networks of growth poles or regional-sectoral clusters with physical and mental
infrastructures as transfer media for tangible and intangible resources (see Porter 2008, Schuhbert, 2018). As the
spatial delimitation of this system is therefore dependent on the respective perception of individual visitor-types
and destination stakeholders, tourist routes are practically subject to the same blurred border- phenomenon as
usual lower order destinations (cmp. Pechlaner, 2002:2; Asero et al., 2015:751) This in turn aggravates the
constitution and strategic positioning of these destinations as a "spatial competitive unit" in the market (cmp.
Bieger, 2008:56).The high level of internal complexity in these multi-destination-systems (Schuhbert & Thees,
2019) represents a special challenge for strategic destination-development and -management. Over the past two
decades, a substantial amount of strategy-theoretic literature has been produced on this subject (see Fischer,
2009:17-29 for a partial overview).
In the past decade, resource-based approaches (RBV) such as the study by Fischer (2009) have
become quite influential in the modelling of destination competitiveness, this especially applies to contributions
from the Relational-View (RV). This view follows the argumentation that the major source for competitive
advantage of destinations lies in their (dynamic) capability to establish internal and external network-relationships that are configured in such a way, that an optimal balance of variety and integration of complementary
collective resources is facilitated. Actor-centric approaches to destination competitiveness can be considered
complementary to the approach of the RV as they i.a. describe the composition of destination networks (in terms
of diversity of participating partners and competences) as a major factor. From the perspective of the Actorcentric Institutionalism Approach, competitive advantages described by the RV are therefore bound on the one
hand to an adequate (political) pressure on the destination actors and on the other hand to a common orientation
on networking potentials. Arguing from the perspective of constructivist system-theory, Schuhbert (2019) links
these compatible orientation patterns to the various corporate and regional "competitive cultures" of destinations, emphasizing the empirically tested role of organisational culture for the competitiveness of individual
tourist companies and destinations. The market-based approach in the tradition of contributions by Porter
(2008) and others, is frequently described as a counter-approach to the RBV and related concepts, as major
sources for competitive advantage are located here in the capacity of entrepreneurs (and also on an aggregate
level: of regional-sectoral clusters) to segment the market for the best conditions to successfully position
product-market-combinations. Here, the best conditions are usually provided by those segments that offer low
levels of competitive pressure and strong demand-sided growth dynamics. Over a considerable amount of time,
first or early movers can build up competitive advantage for example via isolation-barriers towards competitors.
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Fig. 1. "Diamond" model of destination competitiveness, as conceived by Pechlaner (2002:10)
As Schuhbert (2019) points out, the aforementioned approaches are not mutually exclusive and share a
lot of logical interfaces. The conceptual framework of Porters approach to cluster competitiveness, also known
as the "Diamond", has therefore been influential for a multitude of studies on destination competitiveness (cmp.
Fischer, 2009:96; Ritchie and Crouch, 2003:14-16; Pechlaner, 2002).
METHODOLOGY
Its wide appreciation as an analytical tool for destination competitiveness - even across the various
instances of strategy theory - also qualifies Porters "Diamond" as a framework for the analysis of the current
competitive state of the destination of Azerbaijan as this approach supports the systematic identification of
shortages and potentials that may be influenced by the Belt and Road Initiative. While the Diamond shows
considerable advantages in the identification of factors influencing the creation of value (the main indicator for
the measurement of competitiveness), the methodical operationalization of the approach is subject to scientific
discussion. A partial template could be found in Freyers (2011:308) analytical architecture for the assessment of
strategic advantages in tourism marketing that shall be applied in the following in a strongly condensed form.
As a primary data source for analysis, established ranking instruments of the World Economic Forum
(WEF) shall be used, that are basically in line with the "Diamond" logic but are also subject to its various
conceptual shortages, especially with respect to socio-psychological factors (see Bathelt and Glückler 2012:
247). To compensate these shortages, a combination of qualitative and quantitative approaches seems apt for
this purpose, as it keeps up with the WEF methodology, which also relies on mixed methods. The assessment of
the research question shall be built in the following upon a short review of the latest WEF rankings in reference
to the "Diamond". The rankings will be complemented by a GABEK-analysis of 15 expert interviews, realized
in summer 2018 in the Republic of Azerbaijan with representatives from the private (tourism and tourismrelated) sector and public sector. The semi-standardized guideline-interviews were generally based upon the
dimensions of the Diamond but also integrated a qualitative, socio-psychologically oriented guideline-concept.
The analysis of the transcribed materials aimed at the isolation of mental maps/engrams associated with the
opportunities and challenges around the New Silk Road initiatives, as these aspects are major parts in any
strategic analysis concept (cmp. Freyer, 2011:308-316). To this end, a coherence-analysis was performed by use
of the software WINRELAN (see Zelger, 2002:73-93). Identified key engrams associated with opportunities and
challenges are depicted in fig. 2. They represent basic hypotheses of the interviewed actors on strengths,
weaknesses, opportunities and threats with regard to the BRI and MSRR initiatives in a condensed form and
therefore provide aggregated information on actors’ perceptions on the specific interactions of the "Diamond"
components on the case of Azerbaijan
ANALYSIS
On the role of state: most WEF indicators standing in relation with the order-political
function of the Azerbaijani government (cmp. Pechlaner, 2002:71) are located in the (upper) middle field of the
ranking. The general institutional and tourism-related business environment as well as health-, security- and
education policies have been substantially improved in the past years but the macro-economic framework
conditions have suffered during the recent oil crisis. As a consequence of the accompanying devaluation of the
national currency, the destination has gained comparative cost-advantages in the service-sector (see also factor
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conditions). Simplification of visa-procedures has improved the openness of the system but open trade policies
are still in deficit (WEF, 2017a:13, 90-91; WEF, 2017b:54-55).
Interview partners noticed the improvements on several occasions, but a critical consensus lies in the
perception that the business environment requires further development for an optimal exploitation of the
BRI/NSR potentials. On the one hand, this concerns further liberalization of trade, especially in the field of Air
Service Agreements with international airlines, as flights are considered too expansive (especially in comparison
with Georgia comparative advantage in this field, see also tab. 1). On the other hand, continuing efforts are
demanded to simplify the border regimes and logistics at the transit to Georgia and other BRI/NSR partnercountries. In this context, the political problems between Azerbaijan and Armenia are frequently stated by
national and foreign tour-operators to be an obstacle, as the market potential for package-tours combining all
three countries of the Southern Caucasus is considered substantial. In addition, inbound tourism promotion is
seen as a major shortage compared to Georgia (see also tab. 1).
An inadequate tourism development policy that favours concentration of investments on
themetropolitan area of Absheron is also subject to criticism: "…not everything should be in the Baku city or
Absheron region, especially in the regions we need some support from the government side. To stimulate that
the entrepreneurs do their business there. Otherwise we cannot do something. [...] Azerbaijan GDP, almost 70
percent goes to the Absheron region, other 25-30% to other regions. It is not fair [...]. That is why we need the
development of the regions" (F25). The Belt and Road- or New Silk Road Initiativeis described here as an
opportunity to realign some of the economic growth from the Baku Metropolitan Area to the regions, to stop
spatial polarization and for optimization of trade, but also for cultural relationships with partner countries. To
this end, regional administrative bodies are seen in a responsible role, even though a too direct public
intervention in business processes is not supported (see also Schuhbert, 2019 and Karimov, 2015:49).

State
Business
environment
Prioritization of
T&T
International
openness

Rank A/G

Source

Factor Conditions

Rank A/G

Source

57/22

TTCI 2017

Natural resources

109/106

TTCI 2017

49/41

TTCI 2017

69/81

TTCI 2017

77/66

TTCI 2017

30/51

TTCI 2017

Health and hygiene
Safety and security

37/36
35/29

TTCI 2017
TTCI 2017

79/63
31/50

GCI 2017
GCI 2017

Institutions
Macroeconom.
environment
Higher education
&training

33/50

GCI 2017

Cultural resources
Human resources & labour
market
Financial market
development
Goods market efficiency
Ground &port
infrastructure

49/63

TTCI 2017

65/48

GCI 2017

68/87

GCI 2017

Related Industries
Local supplier
quantity
Local supplier
quality
Value chain breadth
State of cluster
development
Demand Conditions
Buyer sophistication

Rank A/G

Source

70/129

GCI 2017

49/115
31/75
35/127
Rank A/G
24/85

Air transport infrastructure 77/90
Tourist service
infrastructure
89/70
Market Structure,
Strategy, Goals
Rank A/G

TTCI 2017

31/66

TTCI 2017

GCI 2017
GCI 2017

Price competitiveness
Environmental
sustainability
ICT Readiness

81/42
50/67

TTCI 2017
TTCI 2017

GCI 2017
Source
GCI 2017

Market Size
Innovation
Business sophistication

63/100
33/118
40/99

GCI 2017
GCI 2017
GCI 2017

TTCI 2017
Source

Tab. 1. Rankings for Azerbaijan (A) and Georgia (G) of WEFs Global Competitiveness Index (GCI)
and Travel and Tourism Competitiveness Index (TTCI) aligned with dimensions of the "Diamond" (WEF, 2017
a & b)
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On Factor-Conditions: the rankings show a substantial improvement in the allocation-efficiency of
labour- and goods-market as a result of liberalization policies (see also Karimov, 2015:40). In combination with
progress in the education system, the hiring of qualified employees becomes easier for Azerbaijani tourism
companies but deficits in staff training undermine this success. As there are still high business costs especially
in the field of construction, insufficient access to venture capital and investment credits are a problem for many
tourism businesses, even though the rankings improved in recent years.
The problems of access to skilled labour and investment capital are also addressed in the interviews.
Comments underline that the availability of qualified staff does not keep up with the recently dynamic development of tourism demand and supply. As a consequence of the abovementioned fact, that tourist companies do
not substantially invest in professional staff trainings, a massive competition for skilled labour and high levels
of employee-fluctuation are observed: "…because I'm traveling Azerbaijan's regions for 4 years and
implementing these trainings, and especially the remote places and Ancient Silk Road places or Modern Silk
Road places, I see big, big problems in preparing, educating, vocational education of tourism people" (L11).
Inadequate access to bank loans, high interest rates, a lack of guarantees and funding lines (e.g. provided by
state) are described as major reasons for the insufficient availability of investment capital. The interviews
confirm that this situation is a strong burden, especially for young entrepreneurs1 - despite of the fact that the
quantity of tourism start-ups increased in recent years: "…for tourism as I know for now, there is no special
credits for tourism sector. There are some, how to say, some credits with low percentage[...] do you know the
percentage here? Bank percentage it is unbelievable for you, I do not know, you cannot imagine that. As I know
in Germany, two-three percent, but for here, 26, 25 sometimes 32 percent. It is a lot of money. In this case [...],
it is high risky; to earn money and to return this credit is impossible for us" (F42).

Fig. 2. GABEK model of main engrams connected to challenges and potentials of the New Silk Road
The infrastructural improvements have been noticed by the interviewees and are usually described as
opportunities for regional development (see also Karimov, 2015:49). This especially applies to the Baku-TbilisiKars Railway that was initially established as a major infrastructural component of the BRI:"… a lot of places
create an opportunity for the development of the tourism, so not only in Baku and region of Azerbaijan, but also
to Georgia, Russia and Turkey, with help of Baku-Tbilisi-Kars to Europe" (J13).
While the tourist service infrastructure, especially hotels and tourist agencies, has developed
quantitatively over the past few years, the over-proportional increase of demand resulted in overcompensation of
the newly created capacities. As a consequence, the supply of qualitatively diverse accommodation has been
described as a problem, especially in the regions (see also Karimov, 2015:52). This in turn results locally in high
occupation rates and limited competition (see below). The absence of outdoor-infrastructures and related
services has been criticized on the part of foreign tour operators but the potential to link the more developed
1
As Karimov (2015:45) states, even though national funds are available for support of entrepreneurs (such as the NFES, provided by the
Ministry of Economy and Industry), most small and medium enterprises in Azerbaijani tourism industry do not financially profit enough
from it to take private investments in larger scaled tourism development projects. This evaluation is also confirmed by the expert interviews.
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regional destinations of Sheki and Gabala with the Baku Metropolitan Area via BRI/NSR-related projects (such
as the MSRR), is highlighted by the agencies as well. The opportunity to link various and different cultural and
territorial identities in- and outside of Azerbaijan along the route is perceived as a necessary step towards
appreciation of cultural resources (cmp. tab. 1) on the one hand and towards economic network-creation among
existing tourist attractions/destinations on the other hand: "…because the better connections we have with these
countries, the better chances we have to establish different economical types. So, it's not going to be only about
tourism, not only about trading, it can be so much more. And again, for me, the major highlight is the cultural
exchange, the exchange between these countries which are part of it" (D31).
On Related Industries: the GCI rankings in table 1 indicate a considerable degree of diversification
and sectoral value-chain-development in the Azerbaijani economy. But these figures can be misleading when
taking into account, that the lion share of the economy (more than 80% of economic activities in 2012) is
attributed to the oil-sector - concentrated on the Absheron peninsula. As a consequence, economic
diversification is rather limited in the regions, even though foreign and governmental investments substantially
increased here between 2003 and 2013 (see Karimov, 2015). Other industries with relevance (e.g. as suppliers)
for tourism such as the construction business, the agribusiness, cultural facilities, information and
communication, retail trade and financial services (see Freyer, 2011:25), have substantially profited from the
State Development Programs of the past 15 years (Karimov, 2015:44-49). Anyway, those regions that are
supposed to be directly affected by tourism-related BRI/NSR-projects, such as the MSRR, usually belong to
those parts of Azerbaijan2 with still only a very low share of industrial production and therefore show an even
lower level of economic diversifica-tion in comparison to other regions. Value-chain linkages of core tourism
providers such as accommodation, tour operators, entertainment- and transport companies are usually strongest
with national energy and food suppliers (Schuhbert & Thees, 2019). Regions with substantial agricultural
productivity and -output, such as the Sheki-Zaqatala Economic Region could therefore profit from Silk Roadrelated extension of inter-sectoral value chains with tourism - especially as silk production is among those
manufacturing industries that have been re-cently revived in the region (Karimov, 2015:42; expert
interviews).As a consequence, many interview partners see primarily agriculture, trade and logistics as most
profiting industries of the BRI/NSR besides tourism: "…I want to remind you that tourism gathers together a lot
of branches of economy. Firstly transportation, as I mentioned earlier railways, ships, buses, planes. Secondly,
food industry can be improved. We can give example of organizing restaurants and such places. Tourism
industry can open new work places. New guides also can work in these new places. As you know there are
tourism departments in higher education institutions are operating in this regard" (J65).
On Demand-Conditions: as the TTCI and GCI rankings are primarily supply-oriented, few
information is available on demand conditions from this source. In line with Porters (2008:190-192)
argumentation, the sophistication and diversification of customers in psychographic dimensions such as needs,
previous experiences, attitudes, values, knowledge, expectations and resulting consumer behaviour serves as a
main catalyser for the upgrading of business processes that may result in an increase of competitiveness. In this
respect, high consumer sophistication levels expressed in the GCI (see tab.1) point to favourable conditions in
Azerbaijan in this regard. In the case of tourism demand, a study by Arnegger & Mayer (2015) on the incomingsegment revealed a beginning shift of the pleasure periphery of major Western European and Eastern (mostly
China and India) source market towards the Southern Caucasus, resulting in a 22% increase of tourist arrivals
since 2012. The incoming tourists are mostly characterized as well educated, travel-experienced consumers of
middle age with high requirements in the fields of price-service-relations, security, comfort, service quality,
variety of tourism attractions and activities (with a focus on culture/sightseeing) as well as with a focus on
sustainability (Arnegger & Mayer, 2015: 32-34, 46 et sqq.). A more psychographically oriented study on the
domestic-segment in the destination of Guba-Xachmaz (Schuhbert, 2018) revealed a substantial experienceorientation in combination with interest in historical themes among the Azerbaijani population, which opens up
potentials for internal demand on NSR-related cultural tourist routes (see also Schuhbert & Thees, 2019). A
limitation lies here in the fact, that neither the incoming- nor the domestic tourist groups make extensive use of
package-products limiting the scope of potential value chains and managerial influence on user experience.
Even though the BRI/NSR has currently only minor influence on the travel motives of incoming
guests, a rising interest is noticed in the expert interviews as a result of marketing efforts from tour operators
and partial projects such as the MSRR. Their exact share is difficult to calculate, but as only 10 % of the
incoming guests use to leave the Baku Metropolitan Area (Arnegger & Mayer, 2015; Karimov, 2015:49), it
must be very limited. A consensus on the ideal-typical profile of the BRI/NSR-related incoming guests reads
like this: "…it will be mostly cultural. And ages will range from 44-65. Something like that, because those are
the people that actually are interested in the history and they would like to have that experience. That is a slow
2

Here primarilythe Sheki-Zaqatala and Mountainous Shirvan Economic Regions.
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past tourist. They slowly enjoy the ride. I had those tourists before from Paris. They were like relax don’t tell me
too much. Just tell me what is most important. Let’s cook and eat and drink wine.[...] Those are the people who
come maybe five times a year. First to discover, second to live it for themselves.They will refuse the program,
they will say: let me just go back to the places I was one year before and see maybe something new and discover
for myself" (I52).
Against this background, New Silk Road travellers are expected to be looking for an authentic
combination of sensual and learning-experience with a holistic interest in rural everyday-lifestyles (local arts
and crafts, agriculture etc.), outdoor-activities, culinary and events. The comfort requirements (see above) are
expected to be on a moderate level for this visitor group. Especially for visitors from neighbouring countries, the
discovery of common cultural roots and cultural diversity are seen as major catalysers for experience value
alongside the NSR.
On Market Structure, Strategy and Goals: as the levels of innovativeness and business sophistication are constantly on the rise in Azerbaijan’s GCI-rankings over the past few years, a basic mechanism for "upgrading"3of the countries' general economic system seems to be in place4. For the case of the Azerbaijani
tourism sector, the contributions by Schuhbert (2019) and Schuhbert & Thees (2019) point to only a moderate
alignment of tourism businesses to competitive business strategies. A majority of tourism companies show a
rather conservative, introverted entrepreneurial attire within the framework of their corporate cultures. Where
competitive strategies apply, competition is less oriented on price but on quality and regional product innovations of lower scale due to financial problems (see above). Strategic networking is concentrated on transregional relationships between regional destinations and the Baku Metropolitan Area as a means for improvement of access to state- of-the-art knowledge. In general, cooperation is but rather limited due to a prevailing
opportunistic action-orientation, inadequate strategic and entrepreneurial vision and a lack of strong public or
private tourism associations in the regions (cmp. literature review). Public institutions are furthermore reluctant
to take investments into regional network-development and destination management.
Accordingly, the discussion of NSR-related challenges on the part of the experts concentrates here on
the nature of competition and the lack of coordination and collaborative promotion. Thus, a main reason for
relatively moderate levels of competition among the hotels is seen in the overcompensation of increases in
supply by demand, resulting in pricing advantages and reduced competitive pressure on part of the hotels: "...but
people coming even the hotels are mostly full, they do not think about to be member of some association or to do
something else for their future, for their businesses" (F19).Even though competitive pressure is currently
perceived low in accommodation and other tourism industries, sectoral diversification is constantly on the rise
with shrinking margins for the evasion of competition: "…every tourism agency had their own market focus and
it was all very diverse. On the one hand,it’s okay because there are not many overlaps as with many competitors
for each market. But on the other hand the country didn't [...] have a clear vision and a policy. So it wasn't a
one way - one policy for development, which is now changing" (D52).
DISCUSSION
The analysis of the four dimensions of the "Diamond" shows that Azerbaijan’s tourism-system indeed
offers valid potentials to make use of tourism- and non-tourism related BRI/NSR-projects within the TransEurasian Corridor when it comes to overcoming the system-inherent obstacles for the development of destination competitiveness. Although local effects of the BRI for transit countries are difficult to evaluate at the
moment (Pechlaner et al., 2019), accessibility, variety and costs of supplier inputs (e.g. construction materials,
food, arts & crafts, outdoor and event equipment etc.) and production factors (capital, skilled workers, technologies etc.) are most likely to be improved for those regional tourist destinations that are supposed to be spatially
linked to BRI-embedded itineraries such as the MSRR. Regional-economic growth can be stimulated by extension of the existing, but so far very limited, linkages between tourism and related industries at the local, regionnal, national and transnational level. This may widen up the input-sources, stimulate economic diversification
and reduction of imports on the long term. Apart from the role of the BRI/NSR as pipelines for factor- and
input-provision, the infrastructural component of the BRI offers a basis for export-diversification in tourismand non-tourism related terms.
Facing all these opportunities, the question remains if the rural tourist destinations of Azerbaijan that
are directly affected by tourism-related BRI/NSR projects, such as Sheki, Zaqatala, Gakh, Gabala or Ismayili,
are indeed prepared to make full use of these potentials. If the future proves that indeed mostly (foreign and
domestic) experience-oriented cultural tourists are the main user group of general and tourist infrastructures
associated with the New Silk Road, service quality will pose a much higher obstacle for the competitiveness of
these destinations as it is today. As studies from the German market show (Rudolphi, 2007), related customers
satisfaction requires high levels of professionalism in the staging of experiences and theme-marketing. This in
3
See the discussion on the general role of "upgradings" for regional and national competitiveness in Porter (2008) as well as for tourism in
Schuhbert (2018) and Schuhbert & Thees (2019).
4
Compare the general criticism by Krugman (1994) in Ritchie & Crouch (2003).
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turn relies on optimal coordination and networking among destination service providers (including public
stakeholders), community spirit and profound creative-, entrepreneurial- and planning-capabilities (see literature
review). The results of this study locate the primary challenges in these points. A successful use of the BRI/NSR
in the sense of making tourism a tool for regional economic development in the Southern Caucasus is therefore
fundamentally bound to the establishment of institutionalized structures for strategic destination management at
the local, regional, national and transnational levels. A first approach on the transnational level has already been
made with the establishment of the MSRR-consortium (see above). This could be further professionalized into a
transnational destination management organization following the example of the RETOSA in Southern Africa,
the ETC or the Caribbean States. Downstream from the macro- to the micro-level and vice versa upstream, an
integrated infrastructure for destination management could facilitate the spawning of further economic corridors
and embedded tourist-routes from the main BRI/NSR to other regions of the Southern Caucasus and Azerbaijan
(such as the already well developed region of Guba-Xachmaz). This would indeed qualify tourism as the
primary catalyser for rural economic development that it is supposed to be (Karimov, 2015:39).
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ABSTRACT
The role of national culture in management comes from Hofstede (1993) and since then organization
phenomena have been studied cross-culturally in a wide variety of areas. In the case of human resources
management practices, evidence suggests that are differences between the United States and Europe (Brewster,
2007) and this calls for caution on applying USA-developed theories, models and scales to the European
context. In line with this rationale, the objective of this study is to explore the application of Dawson et al.’s
(2011) hospitality culture scale to the European context. The instrument was designed to measure both
organizational and individual attributes that can be used to determine if a person is a match to the culture of the
hospitality industry. The organizational factors in the original scale include management principles, customer
relationships, job variety, and job satisfaction. The six personal factors are principles, propitiousness, leadership,
risk taker, accuracy, and composure. The application of the scale to a convenience sample of 52 hospitality
master students in Portugal, revealed good reliability scores - 0.89 for both the organizational factor and
personal attributes scale. The overall score for personal characteristics was 5.10 and for organizational factor
was 4.82. These scores are lower than that achieved by Dawson et al’s (2011) in their American study, which
were 5.81 and 5.09 respectively. All items related to the organizational culture revealed factor loads above 0.60.
However, the attribution of each item to a factor was different than that of Dawson et al’s (2011) study. In the
case of personal attributes, all factor loadings were above 0.55 and, as in the case of the organizational factors,
attribution of items to factors are also different than that of the original study. Results suggest that the scale
might be applicable to the European context - at least to the Portuguese context, with some adaptations and that
these companies show significant lower results in terms of hospitality culture than their American counterparts.
However, in this study sample size constitutes a significant limitation that must be overcome with further studies
with a larger dataset.
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ABSTRACT
Airbnb has grown very rapidly over the past several years, with millions of tourists having used the
service. The purpose of this study is first to review the relevant academic literature and second to investigate
Greek traveler’s perceptions and motivations for using Airbnb. The study involved an online survey completed
in 2018 by 260 travelers in Greece. An exploratory factor analysis identified three motivating forces for using
Airbnb: Functional value, Social value and Economic value. Various practical and conceptual implications of
the findings are discussed.
Keywords: Airbnb, sharing economy, motivation, Greek travelers
INTRODUCTION
According to the ethos of sharing economy (Guttentag, 2015) everyone could rent out additional
unused space in their home to tourists and give them the kind of personal experience that would allow tourists to
truly appreciate a city and its residents. Nevertheless, the key characteristic of sharing economy is to provide
economic opportunity for the individuals to exchange their underutilized assets with strangers through
intermediaries that match supply and demand in an efficient way and with the help of information technology
(Petropoulos, 2017).
Airbnb, one of the most successful examples of sharing economy platform, promotes that so many
advantages andbenefits of this sharing ethos exist for both tourists and hosts. The main benefits have to do with
earning money in a flexible way and help strengthen local economies, enable travelers to feel home away from
home, exchange experience with locals and be part of local community around the world, provides adventure
and a unique home access. However, is often criticized by regulators and policy makers. Is Airbnb a sharing
economyor rental economy? As the crisis opened opportunities for new forms of mutual aid and sharing,
enterprises such as Airbnb saw the opportunity to monetize them and profit.
AirbnbCompany was founded very recently, in 2008. For the first three years the growth was limited
but after 2011 the rate of growth for the company is increasing rapidly(Griswold, 2018). Airbnb had 140,000
guest arrivals in 2010, while the guest arrivals in 2013 reached 6 million and in 2018 increased to 200 million
(Molla, 2017; Team, 2018; Airbnb, 2019). Airbnb currently operates in more than 81,000 cities and 191
countries, with a total of over 3 million accommodations and over 200 million guests (Airbnb, 2019).

24

The rise of Airbnb and other peer-to-peer short-term rental services within the sharing economy
represents a transformative innovation within the tourism accommodation industry. While it remains a topic of
considerable debate, traditional accommodations increasingly are viewing Airbnb as a significant threat (e.g.,
Martin 2016).
The purpose of this study is a better understanding of Greek travelers’ knowledge and perceptions
about Airbnb, the sources of information that they use, their motives and their perceptions according to their
demographic characteristics.
LITERATURE REVIEW
The growing popularity of Airbnb has resulted in an emerging body of literature examining the Airbnb
phenomenon as a whole and tried to describe this phenomenon and its impact on destinations, on tourism sector
along with thetraditional hotels (Zervas et al., 2014).
The main focus for most studies is consumers’ motivations for choosing Airbnb (e.g., Bardhi and
Eckhardt, 2012; Belk, 2010, 2014; Botsman and Rogers, 2010; Lamberton and Rose, 2012; Hamami et al, 2016;
Gutentag et al, 2018; Amaro et al, 2018). According to the literature, people engage in the sharing economy
practice, mostly either for economic benefits such as cost saving or value for money (Nowak et al. 2015;
Tussyadiah 2015) or for social benefits such as desire for social interaction and live like a local (Lamb 2011;
Quinby and Gasdia 2014; Botsman and Rogers, 2010; Guttentag, 2015; Lamberton and Rose,
2012;Stors&Kagermeier, 2015; Tussyadiah, 2015). Household amenities and space were also top motivations
found by Quinby and Gasdia (2014). Authenticity also has been highlighted by several studies (Guttentag, 2015;
Lamb, 2011; Nowak et al. 2015; Guttentag et al., 2017), who found it to be one of the strongest motivations,
while Tussyadiah (2015) and Tussyadiah and Pesonen (2016) and Hamari et al. (2016) positioned such
interaction separately, as enjoyment from using Airbnb.
In a recent study, Guttentag et al. (2018), grouped the motivations that lead consumers to choose
Airbnb according to five factors: Interaction, Home Benefits, Novelty, Sharing Economy Ethos, and Local
Authenticity. The same survey categorized consumers in five groups and analyzed the profile of each group. So
the first category includes Money Savers which are people who are attracted by the low price of
accommodation, the second category includes the Home Seekers were particularly attracted to Airbnb by
household amenities, large space, and the homely feel that Airbnb accommodations can provide, the third
category includes consumers who want to live as locals by offering them a local experience, the fourth category
includes Pragmatic Novelty Seekers, people who want to combine innovation with the benefits of homes, while
the last category includes Interactive Novelty Seekers, people who resemble with the third category, they can
stay in common accommodation, their travels are short and have relatively little experience from the
company.Amaro et al. (2018) using data of German and Chinese Millennials found economic benefits to be of
far lesser importance than had other studies. Motives to use Airbnb were driven, first by subjective norms, then
an affinity for Airbnb’s unique and varied listings, positive attitudes towards online shopping and at the end
perceived economic benefits.
Customer-perceived value and value co-creation have received also considerable attention in the
hospitality management and marketing literature (e.g., Ranjan and Read, 2016; Xu et al., 2018).Lee and Kim
(2018) surveyed users’ perceptions of Airbnb’s brand personality and found highest agreement with the
dimensions of exciting, sincere and competent (rather than rugged or sophisticated), and with the traits of
original, friendly, up-to-date, unique and reliable. The authors additionally found that such perceptions were felt
more strongly by users exhibiting higher levels of Airbnb involvement. Yang et al. (2018) surveyed Airbnb
users and found that guests’ trust in the Airbnb brand was fostered by their trust in individual hosts (which in
turn was fostered by interaction with hosts), hosts’ perceived credibility (based on reviews), perceived
emotional bonding with hosts, and individual listing attributes. Finally, Stollery and Jun (2017) surveyed South
Korean Airbnb users and found value perceptions of Airbnb were positively influenced by monetary savings,
hedonic benefits and novelty (but not social interaction), and were negatively influenced by psychological risk
(but not performance risk, physical risk, or time risk).
Other factors such as insecurity, uncertainty or perceived risk (Mao &Lyu, 2017), distrust
(Tussyadiah&Pesonen, 2016a), and unfamiliarity (Tussyadiah&Pesonen, 2016a) also seem to play an important
role in the same context (Liang, 2015).
In order to achieve economic and social benefits, peers evaluate one another through reviews written
by prior users, which is an indication of what generates users’ trust, which leads to their actual participation in
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the sharing economy (Ert et al., 2016; Finley, 2013; Zervas et al., 2015).Thus, studies on a trust and
reputationmechanism among participating members in the sharing economyenvironment have become
unavoidable (Ert et al., 2016; Finley, 2013;Zervas et al., 2015). Finley (2013) highlighted that trust and
reputationare influential factors within a provider-receiver relationship. Moreover,recent studies on trust in an
online sharing platform found thatinformation provided by a service owner, such as real photos and self
uploadedinformation, influences users’ trust building and decisionmaking processes (Ert et al., 2016; Zervas et
al., 2015).
Liang et al., (2016) extend the research on consumer repurchase intention, perceivedvalue, and
perceived risk into the realm of the peer-to-peer economy, specifically in the contextof Airbnb. Lee and Kim
(2018b) surveyed USA Airbnb users and determined that both perceived hedonic value and utilitarian value
positively impacted satisfaction, which in turn positively impacted loyalty, plus hedonic value (but not
utilitarian) had an additional direct impact on loyalty.Although the majority of Airbnb loyalty studies have used
satisfaction as an antecedentof loyalty, several have not. For example, Liang et al. (2018b) found use of
electronic word-of-mouth, price sensitivity, perceived value and perceived risk all significantly impacted
repurchase intentions, with the latter two constructs also acting as a mediator for the initial two constructs and
for perceived authenticity. Additionally, Mao and Lyu (2017) surveyed USA Airbnb users with constructs based
on the Theory of Planned Behavior and Prospect Theory, and found repurchase intentions were most strongly
impacted by attitudes, which were themselves most strongly impacted by unique experience expectations.
Subjective norms also exhibited a direct positive impact on repurchase intentions, yet perceived behavioral
control did not. Finally, Lalicic and Weismayer (2018) surveyed Airbnb users and found Airbnb loyalty was
significantly impacted by the host’s service quality and the enjoyment of social and authentic experiences, but
was not impacted by perceived economic benefits or lack of risk.
Concerning Greek consumers’ perceptions about Airbnb, there is a very limited number of
studies,mainly reviewing the relevant literature (Varsaniset al., 2019and Beliaset al., 2019) or a study of
Lemonis (2015) whose center of research is Airbnb hosts and how they manage their homes as an enterprise, by
interviewing 15 hosts. He concluded that both monetary and social resources motivated host
engagement.Varsaniset al., (2019) focus on the Effect of Airbnb in the Greek hotel industry’s consumption and
competition, while Beliaset al., (2019) focus on the factors which differentiate Airbnb from traditional
hotels.The present research, therefore, provides a valuable contribution to this area of inquiry by focusing
onGreek travelers’ knowledge and perceptions about Airbnb, the sources of information that they use, their
motives and their perceptions according to their demographic characteristics.
METHODOLOGY
Data Collection and analysis
This is an online survey via an online questionnaire with 260 respondents in Greece. Particularly 118
men and 142 women of various ages from 18 years oldand above. The study involved an online survey that took
place with Google Formsfrom 4th of December 2018 until 13th ofJanuary 2019. The answers were anonymous.
The questionnaire contained different scales to measure the variables, which were adapted from
thework of several authors. All items were measured using a five-point Likert scale where 1indicated ‘Strongly
disagree’ and 5 indicated ‘Strongly agree’.SPSS analysis was employed to answer the research questions
guiding this study. An exploratory factor analysis was run on the Airbnb perceptions and motivations to identify
underlying factors.
Characteristics of the overall sample can be observed in Table 1. Female respondents consisted 54.6%
of the sample.The most respondents (27.7%) belonged to age category 25-34 years old. Over half of the
respondents (73.5%) had an undergraduate or postgraduate degree.Also 37.7% of them were state employee. In
terms of annual income levels, 28% of the sample earned 10.000 euros or less, 36.5% between 10.001 and
20.000, 20% between 20.001 and 30.000 and only 15.5% more than 30.000euros. Ιt is worth noting that 70%
(N=182) of the respondentsknew the platform airbnb. Τhe main reason that travelers didn’t use Airbnb platform,
was that they prefer organized travel via an agency 27.6%. Finally, 21.9% of respondents thought that Airbnb
was not safe.
Table 1
Demographics of participants and their Airbnb experiences.
Demographics
percent
Frequency
(n=260)
age%
Gender
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Female
Male
Age
18-24
25-34
35-44
44-60
>61
Level of education
High school or less
University / college
Graduate / professional
Annual income level
-10.000 euros
10.001-20.000
More than 20.000
Annual travel
1-3
4-8
More than 8

54.6
45.4

142
118

21.2
27.7
20.8
21.9
8.5

55
72
54
57
22

26.5
52.7
20.8

69
137
54

38.0%
36.5%
25.5%

99
95
66

7.7%
70.4%
21.9%

20
183
57

Table 2
Perceptions of Greek travelers about Airbnb
Sources of information about Airbnb platform
Agree and strongly agree (%)
Friends
63.6
Internet
66.8
Traditional Media (TV, radio, magazines
13.4
and newspapers)
Motives for using Airbnb
Agree and strongly agree (%)
Value for money
87.8
Autonomy
74.4
Household amenities and space
56.1
Safety
58.8
Authenticity (live like a local)
41.4
Perception about Airbnb procedure
Agree and strongly agree (%)
Fast
70.7
Restful
63.4
Easy
59.7
Factor Analysis
A total of 24 variables correlated, were showed to be appropriate for factor analysis. The Kaiser–
Meyer–Olkin measure of sampling adequacy had a very high value of 0,779, using Rotation Method: Varimax
with Kaiser Normalization. The final three-factor solution was very clean and explained 62,48% of the total
variance.The results revealed three factors that describe travelers’ involvement with Airbnb:
- Functional value (variance 34.75%),
- Social value (variance 14.88%) and
- Economic value (variance 12.80%).
For the first factor: Functional value (ease of use, quick, restful and entertaining procedure,many
choices, convenient location),Cronbach’s alpha was 0.899 (N=182), explained a large share of the variance
(34,75%).According to our results Greek travelers believe that among the benefits of using Airbnb, they can
easily navigate to the Airbnbplatform, they can search for travel destinations quickly and rested all over the
world. It is easy to find accommodation and entertaining, while travelers have a larger variety of choices and in
more convenient areas in a city.
For the second factor, Social value (safety, live like a local, autonomy, more space, appropriate for
families, friendly, homely)Cronbach’s alpha was 0.794 (N=182), explained a variance of 14.88%. It seems that
there is a group of travelers that are motivated mainly by the fact that they feel safe from the use of Airbnb, they
feel that the accommodation is attractive and autonomous and they have the opportunity to live like locals,
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which means that they will have ‘real’ experiences and not touristic experiences when staying at an Airbnb
place (local experience with a non-touristy neighborhood). In this group however there are travelers that want to
travel with their families and they usually face space restrictions in traditional hotel accommodation.So they
want to feel like their home, having their normal everyday habits, in a friendly, family home.
For the factor related to Economic value (value for money, cost saving), Cronbach’s alpha was 0.856
(N = 180), explained 12.80% of variance.The cognitivetradeoffbetween the perceived benefits of the offering
and the monetary cost for using it. The significance of the cost saving features, thereby suggesting that
economic appeal is a factor driving consumers' use of peer-to-peer accommodation.
DISCUSSION AND CONCLUSION
Several findings emerged from this study for future theoretical development efforts in the sharing
economy literature. Price value wasinfluential in determining how travelers perceived Airbnb as an alternative
accommodation. Specifically, in contrast to Hamari et al., (2016) that showed that economic benefits had no
significant influence on attitude toward collaborative consumption, our findings demonstrated the significant
effect of price value. Results are in line with previous researches: low prices (Tussyadiah, 2015) and perceived
value (Mao &Lyu, 2017), that motivated travelers to choose Airbnb.
Some special features of travelers such as home benefits, security and authenticity were largely
consistent with previous works in the Airbnb (Guttentag, 2018). The above motivations focus on Airbnb’s
practical benefits.
There are several limitations to this study, beginning with the sample size, and the number of used
motivations, while constraints should be also added to the research.Clearly, additional understanding of this
growing sector and its new consumers is necessary through future research so as to continuously refine both
product offerings and management practices.
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ABSTRACT
Purpose: The aim of this study is to figure out the role of female entrepreneurs in hospitality industry.
It tries to understand the main motivations, skills, characteristics and related challenges of female hospitality
entrepreneurship.
Design/methodology/approach: A literature review covers the sub-topics of female entrepreneurship
in hospitality industry, motivations of them to start a business in hospitality, challenges they face and overall
advantages and disadvantages of female entrepreneurship in the industry. Qualitative research takes place
following the literature review section of the study.
Expert information on the research topic is gathered from the in- depth semi structured interviews that
are conducted with the female entrepreneurs who operate as travel agency managers, restaurants owner and
managers and small hotel owner and managers.
Findings: Female entrepreneurs are the women who plan to start up the business, organize it and
manage it. They are creative, innovative individuals who can work independently but also as collectively as a
member of a team. They aim individual economic freedom as a prior goal but also aim social aspects as creating
job opportunities for others. They tend to be social entrepreneurs since their secondary motivations are towards
social benefits.
The Research limitations/implications: First limitation of the study is the time and sample size
limitation related to the study. In addition, since it is an ongoing study sample size is a limitation and will be
increased as the study continues on.
Since qualitative research data is used for this study, for further studies application of a quantitative
research on the same topic and problem statement is recommended.
Originality/value: The analysis of female entrepreneurship in the hospitality industry emphasizing the
underlying motivations.
Category: Conceptual paper/Qualitative research with in-depth semi structured interviews
Keywords: Female entrepreneurship, Hospitality industry, women entrepreneurs
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ABSTRACT
Based on Greek Investments in South East Europe (SEE), the objective is to present an alternative
conceptual framework that drive firms from tourism industry to invest in a country, with use of pull/push
taxonomy. Final target: To create a flexible policy making tool that helps industry/firm decision making and
development strategy. Mainstream theories and those from emerging markets cannot explain adequately the
pattern of the Greek Foreign Direct Investments. e.g. the case of Greek Outward Foreign Direct investment
Tourism (OFDI). The conventional FDI pull factors (e.g. strategic asset seeking), have been well researched.
However, push factors (e.g competitive pressures) especially in specific industries (e.g. Tourism) have been
underexplored in literature. So, we need an FDI framework (inward or outward) able to describe and categorize
all these phenomena and understand further Tourism industry, firms and investments. Pull factors are host
market features that attract foreign investors e.g (Geographical Proximity, Financial Incentives provided by the
Host Market, Financial Incentives provided by the Home Government or other Regional Institutions, Business
Linkages, Positive Demand Conditions, Lack of Competitive Pressure, Asset Acquisition, Institutional
Specificities). Push factors are defined as all those negative pressures in the home market which force the
company to internationalize in order to survive. (Increased Competitive Pressures, Adverse Demand Conditions,
Increased Production/Services Costs in the Home Market, Adverse Institutional Environment). Hence, a
framework of push and pull factors seems suitable to explain when FDI at industry or firm level in Tourism
explains whether the strongest pull factors lead to “expansionary” FDI (firm advantages & positive home market
conditions) or the strongest push factors lead to “escape” FDI (forced internationalization, weak firm advantages
& negative home market conditions). Greek case is a suitable for testing this framework because it integrates
characteristics from both developed and emerging economies and allows a holistic conceptualization of the
push-pull framework. A joint push and pull model and the scores of specific variables could explain which
factors are important for the FDI behaviour in Tourism. This framework could apply also in many other
research areas. Based on a taxonomy between pull (advantages) and push (disadvantages) variables we can
create models that examine simultaneously all these cases. The above rationalization could provide us with a
flexible policy making tool that will help us both with decision making and development strategy for Tourism
Industry and firms.
Key Words: FDI, Outward FDI, Greek Investments in South East Europe, tourism industry, push and pull
factors, “expansionary” FDI, “escape” FDI, forced internationalization, FDI policy making-tool.
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ABSTRACT
Besides waffles, ‘Manneken Pis’ and the Grand Place, the Brussels Capital Region boasts another
remarkable heritage: Art Nouveau. However, it concerns a specific type of heritage that is scattered throughout
the region and appears to be fairly unknown by visitors. This research explores the application of a themed
landscape approach in order to map and overcome issues regarding the management and sustainability of
heritage sites. The study combines the point of view of both visitors and stakeholders related to the policy
regarding Art Nouveau and aims to deliver a methodology that transcends a purely qualitative discourse.
Key Words: Art Nouveau, Brussels, Landscape, Tourism potential, heritage
INTRODUCTION
When asked about the planned tourism activities, Brussels’ visitors seldom mention the Art Nouveau
heritage as demonstrated by this research’s survey. However, the Brussels destination management organization,
further referred to as DMO, still claims the title of ‘European capital of Art Nouveau’ although the region is
confronted with a fragmented Art Nouveau heritage that is scattered throughout the city. The latter is reinforced
by the large number of present actors, objectives, interests and power relations. Furthermore, it is questionable
whether it is recommended to further stimulate the commodification of vulnerable heritage such as Art
Nouveau. The lack of common ground between heritage/architecture and tourism creates an extremely
precarious situation. The application of a themed landscape approach, however, may trigger the development or
further utilization of the tourism potential and creates an opportunity to strengthen the common ground between
a landscape-centered approach or heritage perspective on the one hand and a tourism-centered approach or
tourism commodification perspective on the other hand. Partly derived from the conceptualization of geotourism, this research marks an impetus in the creation of an integrated, multidisciplinary framework that fosters
the consistency of the heritage. It enables one to shed a distinct light on the unique Art Nouveau patrimony
whilst allowing to address and overcome the hurdles concerning overtourism, simplification, and fragmentation
of management.
The subject is approached from two angels that are being compared afterwards: the perspective of the
visitors of the City of Brussels on the one hand and the point of view of the policymakers involved with Art
Nouveau on the other hand. The first research question relates to whether or not the Brussels’ Art Nouveau can
be considered a tourism-themed landscape. Secondly, it is examined whether this patrimony encompasses
tourism potential and in the case of present tourism potential, whether this is fully exploited. Based oninsights
gathered via 105 surveys and 5 in-depth-interviews, our research reveals discrepancies regarding perspectives of
visitors on the one hand and those of policymakers on the other hand. The latter state that the tourism potential
of the Brussels’ Art Nouveau is fully exploited in addition to the realization of this patrimony’s integration
within a tourism-themed landscape. The visitor, however, claims the opposite while additionally revealing some
areas of concern. This research provides an impetus to contextualize and evaluate a valuable heritage within an
urban environment from a touristic perspective. Additionally, the integration of a landscape approach, allows
one to map distinctive perspectives, attitudes, and visions shaping the environment.
Therefore, our recommendations stimulate a holistic and inclusive strategy aimed to provoke social
awareness towards cultural patrimony.
Moreover, the suggestions may contribute to the visitors’ tourism experiences whilst keeping in mind
the carrying capacity of the patrimony. If one manages to overcome the aforementioned obstacles, our study can
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create a momentum for the destination to possess a heritage that comprises regional, national and even
international touristic recognition and reputation.
LITERATURE REVIEW
Landscapes
Landscapes imply the total spatial and visual entity (Naveh and Lieberman, 1994; Glikson, 1965) and
form a holistic network of natural physical and socio-cultural elements that are intertwined, interact and evolve
(Burmil and Enis, 2004; Edensor and Kothari, 2004; Stoffelen and Vanneste, 2015). It is an artificial concept
that integrates several functions, meanings and aspects (Antrop, 2006 in Stoffelen and Vanneste, 2015; Burmil
and Enis, 2004) and allows to combine and interpret the qualities of the past, the present, and the future.
Furthermore, it expresses local identity and offers points of reference to visitors (Antrop, 2006 in
Stoffelen and Vanneste, 2015; Markwell et al. 2004). A landscape is a product of continuous dynamic
interaction between natural processes and human activity and is simultaneously produced and consumed by
different stakeholders on different locations and levels (Stoffelen and Vanneste, 2015). Consequently, a
landscape is never neutral as it contains multiple socially constructed mental or symbolic layers and cultural
images with intangible meaning and content (Isachenko, 2009 in Stoffelen and Vanneste, 2015). Because of its
pluralistic and diversified nature, it is crucial to acknowledge and involve all relevant types of stakeholders and
networks, their type and power during the creation of a landscape as well as to lead and plan the landscapes’
development (Aitchison et al.
2000; Jansen-Verbeke, 2009). The inherent balancing act of power will determine the intensity and
direction of the benefits of commodification (Stoffelen and Vanneste, 2015). Therefore, it is necessary to
understand and map all hidden processes and determinants that shape and influence the landscape. Keeping the
latter in mind, a landscape offers a framework for an inclusive, integrated and holistic approach for a diversified
and heterogeneous system in which a touristic dimension exists.
Tourismscape
The integration of a touristic dimension within a landscape implies the creation of a tourismscape.
However, research regarding this matter remains fragmented as there is a lack of an integrated and
multidisciplinary framework that creates a common ground for both landscape and tourism. A tourism-centered
perception highlights commodification for tourism goals and allows to create a recognizable, homogenous and
harmonious destination image (Aitchison et al. 2000; Ringer, 1998; Saarinen, 2004; Stoffelen and Vanneste,
2015). A focus on this approach may result in the alienation of users and the landscape from sense and meaning
and may trigger possible conflicts. A landscape-centered approach, however, highlights sustainable conservation
and preservation of the landscape’s resources whilst prioritizing the tangible and physical elements of the
landscape (Aitchison et al. 2000; Stoffelen and Vanneste, 2015). Within this approach, the complexity of the
tourism perspective is minimalized. One way to create common ground and dialogue between these two
perspectives can be derived from the conceptualization of geo-tourism as shown in figure 1 (Stoffelen and
Vanneste, 2015). Another parallelism substantiating the use of this conceptualization is the tension between the
architectural focus on cultural, physical and tangible aspects on the one hand and the field of tourism on the
other hand (du Cros and McKercher, 2001). Although the stakeholders and contexts are diverse, existing
elements and fields of tension are similar. Both landscapes and architecture are considered to be vulnerable,
whilst lacking common ground and a shared framework withtourism.
Figure 1 The conceptualization of geo-tourism as an approach for the integration of fragmented
research regarding interactions between landscape and tourism (Stoffelen and Vanneste, 2015)

When merging tourism, the architectural heritage and the landscape aspect, the model allows to create a
continuum between the characteristics and distinctive features of both the tourism-centered and landscapecentered approach. However, a symbiosis between conservation and preservation of the heritage and tourism
development is not guaranteed (Ashworth, 1988) but through the integration of the complex present interactions
between the two perspectives, it is possible to reduce differentiation. Tourism possesses the power to shape the
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landscape and its internal processes through the constitutive force. Furthermore, tourism can function as an
intermediary in the creation of spatial and mental layers active within the landscape (Isachenko, 2009) while
commodifying and institutionalizing the local resources for the use of tourism. Through the link with political
ecology, the political, economical, social and physical layers are involved (Douglas, 2014 in Stoffelen and
Vanneste, 2015). A critical asset of the conceptualization is the integration of the sense of place and the different
inherent meanings, recognized by acknowledging the active power relations and linked stakeholders. Hence
reducing possible latent conflicts and empowering the implementation of relevant network structures. Moreover,
the reflection upon tangible elements within the landscape stimulates a structuring role within the process of the
creation of a sense of place and the tourism product. A heritage site is not a stand-alone entity but a system
situated within a broader whole, inducing flows, power relations and individuals. Deconstructing the content of
the landscape and the possibility to discover and acknowledge the context, enhances the interpretation of the
heritage (Markwell et al. 2004) and thus, the tourism product.
Urban Landscape and themed landscape
An urban setting is a space where constructions predominate and activities, functions and people are
interwoven and grouped. It can consist of significant historical stratification combined with cultural and natural
values (UNESCO, 2011; Van Mechelen, 2006). The urban landscape possesses performative, architectural and
tangible aspects (Edensor and Kothari, 2004) which are the foundations for the creation of the thematization of
the landscape. Thematization implies the meaningful positioning of a destination through a theme (Sternberg,
1997) that potentially incorporates points of reference and the landscape’s distinctive identity (Aitchison et al.
2000). Furthermore, it is an opportunity to link the past with the present in an innovative manner while
stimulating future development within the themed landscape (Aitchison et al. 2000). Themed urban landscapes
can link the elements of heritage throughout the cityscape (Markwell et al. 2004). Including architecture as a
central theme within a landscape, stimulates the urban identity as well as the protection of the heritage through
the positioning within a sustainable cultural context (Prentice, 2001). The latter needs to be an inherent part of
the tourism strategy (Savage et al., 2004). Architecture as a tourism product may also provoke cultural
appreciation and is linked to authenticity, participation, encounter and the need to understand (Prentice, 2001).A
themed landscape is not merely a sum up of the present historical elements (Ashworth, 1988).
Selection, interpretation and packaging are crucial in the creation of a themed tourism product
(Markwell et al. 2004) as well as permeability through gateways, legibility, signage (Tiesdell et al. 1996;
Aitchison et al. 2000), planning and organization. It is therefore important to find the balance between a
condensed and manageable theme versus the several present layers and subtleties (Ashworth, 1988). The
composition of the content is a crucial aspect as it must include present narratives, perspectives and
interpretations (Markwell et al. 2004; Dove, 1997; Prentice, 2001). Failing to acknowledge all stakeholders
involved increases the risk to present a simplified and selective thematization and will result in a lack of sense of
place and community (Markwell et al. 2004).
Because of the uniqueness and the specific identity of the urban landscape, it is not possible to apply a
‘one size fits all’ blueprint regarding the development of the tourism product.
However, once a well-thought-out tourism product is in place, tourism may function as an instrument
for regional social and economic development through thematic landscapes (Stoffelen and Vanneste, 2015). It
can stimulate the rediscovery of architecture as well as making the intangible visible (Aitchison et al. 2000,
Lasansky, 2004; Ockman, 2004). Furthermore, the importance of thematic landscaped has been underpinned by
UNESCO through the admittance of cultural landscapes with heritage as a central thread on the list of World
Heritage Sites.
Tourism Potential
Besides the exploration of the themed landscape approach, this research also presents a quantitative
part to examine the tourism potential of the tourism-themed landscape and more precise, the value of heritage
for tourism. Therefore, a combination of the Du-Cros Model (du Cros, 2001) and the Tourism Potential Audit
Tool (McKercher and Ho, 2006) has been examined. The Du-Cros model and the accompanying Tourism
Potential Audit Tool, consisting of measurable criteria (McKercher and Ho, 2006) allow quantifying the
presented framework as well as the abstract matter regarding landscape, architecture and tourism. This may
facilitate in finding the balance between preservation and commodification of the cultural resources. The model
and audit tool allow one to make the market appeal dimension as well as the robusticity aspect of the heritage
tangible. The latter quantifies conservation management, cultural values and the physical carrying capacity. The
market appeal dimension directly measures product values and experience related values. Based on the attained
scores per dimension, the model and tool allow to plot and position the landscape and its content. The specific
positioning is linked to a related adequate management strategy to attain a long term sustainable heritage site
development. The lack of a present dimension regarding stakeholders, partnerships and power relations is
compensated by the integration of the conceptualization of geo-tourism.
Art Nouveau
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The subject of thematization throughout the tourism landscape would be Brussels’s Art Nouveau
heritage. This expressive and artistic style emerged in the late 19th century and is considered as a response to the
spirit of the time (Howard, 1996; Krastins, 2006). The founding of Belgium in 1830 led to a specific context in
which this style developed. Therefore, the Belgian style Art Nouveau is characterized by a certain sense of
optimism, softness but is at the same time vivid, cosmopolitan and energetic.
OBJECTIVES OF THE STUDY
This study aims to present and explore the (themed) landscape approach as a new management model
for heritage within tourism. The model is applied to the case of Art Nouveau heritage in Brussels and unites
both quantitative and qualitative aspects. This innovative perspective is introduced in order to create a more firm
and common ground between heritage and tourism on the one hand and between a firm landscape centered
perspective and tourismscape centered approach on the other hand. Consequently, this may lead to an optimal
balance between conservation and commodification. By verifying this approach in the creation of a holistic
network, one of the objectives of this research is to try to strengthen the attitude that visitors and tourism should
be treated as allies regarding the conservation of heritage. Additionally, to be able to present a suitable
methodology that unites conservation, valorization and participation by amplifying the active role of both
policymakers and visitors. By gaining insight into the way visitors experience the potential of a tourism product
and which elements are of importance for the audience, valuable knowledge is created for DMO’s in the journey
to construct qualitative tourism. Lastly, this study intends to transcend a purely qualitative discourse through the
modeling of tourism potential, including strengths and weaknesses. The implementation of a themed landscape
approach also has the dual objective to increase the consistency of the heritage while developing its level of
experience for tourism.
METHODOLOGY
The methodological part of this study contains two main components focusing on visitors and
policymakers related to the Brussels’ Art Nouveau. Firstly, a mixed methods survey integrated the perspectives
of both visitors of the city of Brussels as well as policymakers. The quantitative part consists of a survey for the
visitors and was available in French, Dutch and English. By means of keywords, 105 respondents were asked
whether or not they perceive the Brussels’ Art Nouveau as a touristic themed landscape.
Furthermore, it was questioned what the possible (dis)advantages of such touristic themed landscape,
applied to the Art Nouveau heritage, could be. Subsequently, a principal component analysis was carried out in
order to examine whether or not the visitors distinguished notions regarding touristic themed landscapes versus
urban themed landscapes. A rotation on 5 variables emphasized potential correlations. This allows one to
evaluate the set of measurable criteria and to find out which variables are relevant to the visitors in evaluating
the tourism potential of the Art Nouveau heritage. Linear associations were reviewed to examine whether or not
the prior visitation of the Art Nouveau heritage is related to the perception of the heritage as a landscape and its
tourism potential.
Part two of the survey inquired the tourism potential of the Brussels’ Art Nouveau and was called ‘the
quick round’, confronting the respondents with 20 statements using a five-point Likert scale. The presented
statements, as well as the plotting of the scores of the Art Nouveau heritage, is based on the model and
measurable criteria as presented respectively by Du Cros (2001) and McKercher and Ho (2006). However, to be
as tailored for the specific context as possible, some adjustments were made to the measurable criteria as well as
a reinterpretation of the Du Cros (2001) model. The questions were translated to match the Brussels’ Art
Nouveau framework and the main dimensions were separately presented by a matrix to avoid the balancing out
of significant differences. Furthermore, instead of 3 possible matrix scores (Low – Mediocre – High), a
categorization of 5 possible scores was introduced, thus allowing a very detailed positioning, resulting in a
specific interpretation and linked strategic recommendations. A third adaption concerns the mapping of social
interactions as presented by Jansen-Verbeke (2009) to complement the conceptualization of geo-tourism
(Stoffelen and Vanneste, 2015) and the measurable criteria (McKercker and Ho, 2006).
The main qualitative part of the research consists of 5 semi-structured interviews in French and Dutch
with expert stakeholders related to the policy concerning the Brussels’ Art Nouveau. These respondents were
first asked to complete the survey after which they were confronted with the results from the survey completed
by the respondents. Subsequently, discourse analysis, as well as a reconstruction of actors, processes and power
relations, were carried out.
FINDINGS & DISCUSSION
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Regarding the first research question, the study shows that visitors do not consider the Brussels’ Art
Nouveau heritage as an urban-themed landscape nor as a tourism-themed landscape. However, they do consider
it as a part of the urban identity. On the other hand, stakeholders related to the policy do consider the Brussels’
Art Nouveau heritage as an urban and tourism-themed landscape. Furthermore, the study revealed existing
correlations between (no) prior visitation of Art Nouveau heritage and whether or not it is perceived as an
urban-themed landscape. The same correlation applies to the perceived level of tourism potential of the
heritage. Two principal components explain 73% of the total variance, which resulted in two factors after
rotation. This implies that the visitors made a clear distinction regarding the notions used to describe tourism
and urban- themed landscapes. Furthermore, it clarifies the possibility to engage in the further development of
the tourism- themed landscape approach as a management strategy.
21% of the respondents who already visited the Art Nouveau heritage did this by means of a guided
tour or walk throughout the city demonstrating the need of an approach that manages to position the heritage as
a coherent whole within the touristic field. Of the visitors who did not visit the Art Nouveau heritage (yet), 30%
stated that they did not know it, whereas 23% does not consider this specific heritage as being typical to the city
of Brussels. 82% of the visitors believe that the Brussels’ Art Nouveau heritage possesses of potential for
tourism. This result is endorsed by the popularity of the guided Art Nouveau tours provided by an association of
Brussels residents. These thematic and guided tours are by far the most in demand. However, 59% of the visitors
state that this potential needs furtherdevelopment.
The interviews, surveys and following discourse analysis revealed a discrepancy between the
promotion of the Art Nouveau legacy as a tourism product and the representation of this heritage ‘in the field’.
Considering the Art Nouveau heritage is embedded in a specific time and space-related context, the promotion,
however, prioritizes the so-called Art Nouveau headliners increasing further fragmentation and simplification of
the narrative. The latter may reinforce the visitor's perception that the heritage is scattered throughout the city.
The applied adapted Tourism Potential Tool revealed that visitors believe the Brussels’ Art Nouveau heritage
consists of high physical and cultural values implying they consider it as being robust. Furthermore, the market
appeal dimension obtained a high score although a distinctive gap has been reported between the cultural values
and the organization of the tourism product based on those cultural values.
This can be linked to the issue of the fragmented promotion. The latter is also revealed by the mediocre
scores regarding product values as this dimension extensively questions the organization of the promotion.
Furthermore, the visitors addressed the need for more qualitative interpretation and increased emotional
attachment. However, the question arises whether or not this tourism potential needs to be developed to the
fullest extent possible as the risk of overexploitation or simplification of the narrative could be a threat for this
particular heritage. Crucial factors that, amongst others, determine the success in the creational process of a
themed landscape are the level of cooperation and the type of information flow. In the case of the Brussels’ Art
Nouveau, there is no or hardly any, cooperation between the municipalities whilst the necessary bottom-up
information flow, gathered by organizations active in the field, gets lost in the process. Furthermore, the
importance of tourism as an asset is underestimated by the formal institutions and the road towards the
realization of tourism potential differs substantially between public and private organizations. This results in a
serious mismatch of information. The fragmentation and differentiation of actors may hinder the further
development of the Brussels’ Art Nouveau as a touristic themed landscape. The way the organizations in the
field sense and observe Art Nouveau as a tourism product differs radically from the decisions put in place by the
region and its DMO. The lack of a formal or informal platform reinforces this mismatch of perspectives while
hindering any possible form of coherence between actors.
CONCLUSIONS & RECOMMENDATIONS
Although the interpretation and content of a themed landscape are subjective, the landscape itself plays
a crucial but indirect role in the regional social and economic development through tourism. Because of its
multiple functions and characteristics, the landscape serves as a suitable framework to examine the tourism
dimension and to take into consideration elements that could have been overlooked. However, there is no onesize-fits-all approach when it comes to applying a (themed) landscape perspective. Implementing a themed
landscape approach implies more than merely adding up similar elements. It requires engagement, stakeholders,
narrative, planning and a holistic approach. The lack of the integration of a landscape approach may result in the
lack of coordination, structured network actors and systematical dialogue whilst increasing further simplification
and fragmentation. This may hinder the positioning of the heritage in a broader context. Integration of such
approach may respond to the problematic subject of the Art Nouveau heritage not being considered as typical or
known to the visitors.
This study revealed the existing discrepancy between different crucial stakeholders regarding the city’s
Art Nouveau heritage. The applied landscape approach allows us to reveal these discrepancies as well as to find
a method to integrate several perspectives. The discrepancy in promotion of the Art Nouveau heritage hinders a
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unified positioning. Consolidated promotion must focus on the heritage from a themed landscape approach
while using the significance and meaning of it as a starting point. Furthermore, existing available information on
the subject needs improvement. Promotional campaigns must be subject of the high cultural values of the Art
Nouveau as well as respond to its extravagant visual nature. These actions may trigger the alignment of multiple
stakeholders perspectives while helping to spread the visitors geographically. Thoughtful promotion may also
increase public awareness regarding this cultural heritage. In doing so, both dimensions will reinforce each other
and the inherent value of Brussels Art Nouveau heritage for tourism will furtherincrease.
Furthermore, the study reveals that the Brussels Art Nouveau heritage possesses of tourism potential.
However, the latter requires further development through management measures that take into account
the specificity of the landscape and the heritage itself. The need for more qualitative interpretation and
emotional attachment can be dealt with through the integration of an Art Nouveau experience center where
tourism can take on the role of educator and raise awareness about the particular context. Integration of specific
visitor management measures and indirect selection of visitors based on the desired level of intensity of their
visit can positively benefit the carrying capacity of the heritage as visitors get spread throughout space due to
the scattered heritage. This will reduce the risk of simplification as well as reduce pressure on the touristic
highlights, as the Art Nouveau narrative will be embedded in a broader package with particular attention for
history, social, political and economic characteristics of the region. Furthermore, this set of measures may
trigger increased cooperation between different stakeholders and reinforces local embeddedness whilst
acknowledging and integrating the complex interactions between tourism and landscape features. In order for
the visitor to be able to critically analyze the proposed interpretations of the tourism-themed landscape, it is
necessary to include different narratives and perspectives and to translate them in an integrated manner to an
interpretation that embodies several present identities. This reinforces the acknowledgment and involvement of
the local community whilst stimulating local awareness and sense of place.
The Brussels’s DMO is the crucial actor that has inherent power to act as a mediator and in setting up a
network structure that functions regional, federal and even supranational while offering support and
development to the private organizations in the field that shape the tourism offer. Additionally, it needs to
ensure the financial support of investors, while operationalizing the tourism strategy and opening up dialogue to
guarantee efficient and effective information flows. There is a need of in-depth and frequent dialogue, enabled
by an embedded and institutionalized network structure that functions based on a holistic and inclusive strategy
concerning the Brussels Art Nouveau and that strives towards a well thought-out and sustainable tourism. The
integration of a well thought-out and inclusive tourism strategy can increase public awareness and the further
embedding of the place-related meanings into the regional role. As long as there is a lack of a unitary strategy,
the Brussels Art Nouveau heritage cannot be seen as a coherent system. Consequently, it will remain fragmented
and fairly unknown tovisitors.
Applying the landscape approach combined with the adapted measurement of the tourism potential has
proven to be an effective and comprehensive method to contextualize heritage within a broader framework
whilst reducing the risk of simplification of the narrative. Additionally, it creates an impetus in finding the right
balance between commodification, valorization and conservation. Furthermore, adapting the landscape approach
to a specific context allows one to verify and acknowledge all crucial stakeholders while working on common
ground between parties. Future research can further develop this approach by involving residents, apply the
landscape approach on other heritage contexts and refine specific management measures following the tourism
potential score.
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ABSTRACT
Kazakhstan has developed a system of specially protected natural areas (SPNA) which encompasses the
most important habitats. The system includes 117 protected areas covering 24.5 million hectares (8.9 % of the
country's area), including fourteen state national parks. They are designed to preserve and restore the unique
natural areas that have a special ecological, scientific, cultural and recreational value. Six national parks are
located within insular low-hummocky tracts of the steppe zone; one is located in the semi-desert zone; and the
rest in the desert area in the medium and highland areas with pronounced altitudinal zoning. National parks thus
cover a wide range of landscapes. 19 of the 25 are classified as areas of national importance.The article analyzes
the potential possessed by the national parks of Kazakhstan to contribute to the development of ecological tourism.
It is shown that the diversity in terms of their landscape and biology is associated with the particular nature of the
natural and climatic conditions found in the zones of high altitude. Demographic analysis shows that there is
potential for growth in terms of the economically active population. Within or in close proximity to national
natural parks, the number of those who are economically active stands at 1021 thousand; but less than five percent
of this number take part in the development of ecological tourism. 150 existing ecological routes are the main way
in which tourists become familiar with the typical and rare landscapes, natural features and picturesque landscapes
of untouched nature within the national parks.
Key words: ecological tourism, national natural park, tourist route, Kazakhstan
INTRODUCTION
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Tourism is one of the fastest growing and profitable sectors of the world economy. According to the WTO,
tourism accounts for about 10% of the world's total product, 30% of exports of services worldwide, 7% of world
investment, 10% of jobs and 5% of all tax revenues (Information on the development of ecotourism). The tourism
industry has a synergistic effect and contributes to the development of many sectors of the economy, including
transport, communications, services, and consumer goods. International experience shows us that ecological
tourism is developing dynamically, mainly within specially protected areas. The percentage of eco-tourism as part
of the GDP of the developed countries ranges from 0.4 to 5.8%. (China — 0.4%, Germany — 1.2%, UK — 2%,
USA — 1%, France, Italy — 3%, Spain — 5.8%) (Information on the development of ecotourism).
Kazakhstan has significant prior conditions and resources important for the development of ecological
tourism. These are the unique natural diversity and recreational resources located in the four protected areas in
the northern part of the country. The "State Program for the Development of Domestic and Foreign Tourism for
2019-2025" is aimed at the active development of tourism in Kazakhstan (
Decree of the Government of
the Republic of Kazakhstan 2019). In addition, the legislation of the Republic of Kazakhstan has been amended
to simplify the procedures for financing infrastructure development activities within the protected areas. The
development of ecological tourism has also been facilitated by master plans for the development of the tourism
infrastructure of the state national natural parks (hereinafter natural parks), which define the main functional
zones, including the zones of tourist and recreational activities (Information on the development of ecotourism).
Kazakhstan’s favorable geopolitical position and high potential for the development of ecological tourism is
reflected in the indicator within the global competitiveness Index of Travel and Tourism, where the country is
ranked 30th out of 136 by the number of natural world heritage sites ( Traispaeva, 2017).
The aim of the present research was to assess the possibilities for the of development of ecological tourism
within the natural parks of Kazakhstan, which occupy 2.67 million hectares (10.9 % of the area of protected areas)
(Consolidated analytical report 2018). To achieve this aim, the following tasks were undertaken: an assessment
of the current state of and natural resource potential of the natural parks; and an assessment of the economically
active population and the availability of infrastructure for the development of ecological tourism within the natural
parks.
MATERIALS AND METHODS
The initial data for the assessment of the natural resource potential of natural parks of Kazakhstan was
drawn from an analysis of the published data on the natural resources and biodiversity of the national parks of
Kazakhstan (
Bayanauyl natural park; Buiratay natural park; Burabai natural park; Kokshetau natural park;
Karkaraly natural park; Katon-Karagai natural park; Sharyn natural park; Tarbagatai natural park; Altyn Emel
natural park; Sairam Ugam natural park; Ainabekova, 2015; Lvovich, 1984); the available thematic maps
(Consolidated analytical report, 2018); statistical information (Consolidated analytical report, 2019); and the data
from field studies carried out by the authors during 2016-2018. Established methods (analysis and synthesis; and
data synthesis) were used to assess the development of ecological tourism within the natural parks. An evaluation
of the network of Kazakhstani nature parks included an analysis of how far area of the nature parks coincides with
latitudinal climatic zonation (Consolidated analytical report 2018) and altitudinal zonation (National Atlas); the
uniqueness of the natural environment and biodiversity; and population characteristics together with the capacity
necessary for the development of an ecotourism infrastructure (Ministry of culture and sport). Based on the
interpretation of Landsat-8 (Landsat) and Sentinel (Sentinel) satellite images using ENVI 5.7, produced by
Planet.com (Planet.com), an analysis of the how far the natural parks coincide with latitudinal climatic zones was
carried out. Based on the processing of geographical information drawn from topographic maps and satellite
images, the Sentinel of Spatial analyst module of ArcGIS program created digital models of the relief of the
natural parks, which allowed the absolute level of the altitude zones to be determined.
Due to the fact that ecological, educational, scientific, recreational and tourism activities are all allowed in
natural parks, analysis of the population included working age in the context of administrative units: districts and
rural districts (Ministry of National Economy). To clarify this, spatial sampling was employed within a 50kilometer buffer zone around the natural parks. This was carried out by means of the ArcGIS 10.6 program and
based on the available vector maps and statistics (Ministry of National Economy). In general, an assessment of
the current state of the development of ecological tourism within the natural parks and the prospects for future
expansion was undertaken which took into account the climatic features of the parks; the socio-economic
conditions of the surrounding administrative-territorial units; and an analysis of the existing ecological tourist
routes.
RESULTS AND DISCUSSION
The natural parks of Kazakhstan are the state organizations which have the purpose of preserving biological
and landscape diversity; and promoting the use of unique natural areas and objects in the protection of nature and
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for the purposes of ecology, education, science, tourism and recreation (The Law of the Republic of Kazakhstan).
In 2018, out of 24 558,0 thousand hectares of all the types of specially protected areas of Kazakhstan, 2 667,8
thousand hectares (10,86 %) were consisted of natural parks, including twelve parks of national and two of
regional importance. The first park to open was the Bayanaul Nature Park in 1985. During 1996-98, four more
parks (Ile-Alatau, Altyn-Emel, Kokshetau and Karkaraly) were opened. However most of the natural parks have
been created in the last 20 years due to the urgent need to preserve the unique landscapes and biodiversity of the
arid ecosystems in the context of climate change and human impact (figure 1) (Ministry of National Economy of
the Republic of Kazakhstan).
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Figure 1: Dynamics of growth of areas of national parks relative to the total area
of protected areas of Kazakhstan, %
Most of the natural parks have been created in areas with predominantly mountainous (73.4% of the area
of all parks), low-hill-low-hill (15.9%) and low-hill (5.9%) relief, which is characterized by a vertical belt. The
location and main characteristics of the natural parks of Kazakhstan are given in table 1. The Sharyn natural park
consists mainly of a flat denudation relief and occupies 4.8% of the area of all the natural parks in Kazakhstan.
Due to the fact that landscape and biological diversity largely depends on vertical zonation, erosion of the terrain
and exposure of the slopes, a current digital model of the relief of natural parks has been created (figure 2). Based
on the analysis of the digital terrain model, the absolute marks of the location of the high-altitude zones of the
natural parks have been clarified, with the largest number of high-altitude zones characteristic of the natural parks
in the mountain areas: from semi-desert to – steppe, forest-steppe and forest-xerophytic-meadow-nival-subnival.
In the steppe zone of Kazakhstan, between latitude 49°and 51°20' North and longitude 68° and 87° East,
there are the following natural parks: Kokshetau, Burabay, Bayanauyl, Buiratau, Karkaraly and Katon-Karagay.
Their natural complexes with characteristic island coniferous and mixed forests and lake systems differ sharply
from the surrounding steppes. Natural parks are confined to the low-hill, low-hill and mountain ranges of
Northern, Central and Eastern Kazakhstan and are located at absolute levels from 167 to 4506 meters. Depending
on the amplitude of the absolute heights, they are allocated from two to six high-altitude zones, from the steppe
and forest-steppe (represented in all national parks of the steppe zone) to the forest, xerophytic-meadow, tundra
and nival zones. The natural features of these parks include the presence of lake systems or individual fresh
mountain lakes mainly of tectonic origin. The river network consists of mostly small, often temporary rivers, with
the exception of Katon-Karagay Park, through which flows the river Buqtyrma, the right tributary of the river
Ertis.
In the semi-desert zone of Kazakhstan, between latitude 43°and 43°40' North and longitude 78°30' and
79°20' East, sits the Sharyn natural park. Its peculiarity is its location within the denudation reservoir plain, cut
through the valley of the River Sharyn - the left tributary of the large river Ile. In the desert zone of Kazakhstan,
spatially between latitude 40° and 48° North and longitude 69° and 86° East, there are the following national
parks: Sairam Ugam, Ile-Alatau, Kolsay Kolderi, Altyn Emel, Zhongar Alatau and Tarbagatai. They are confined
to the middle and high-mountain systems of southern and south-eastern Kazakhstan, located at absolute levels
from 347 to 4567 meters. Depending on the absolute heights within them, there are from two to seven high-altitude
zones, from desert, semi-desert, steppe and forest-steppe (represented in all national parks of the desert zone), to
forest, xerophytic-meadow, tundra and nival zones.
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Table 1: The main characteristics of the natural parks of Kazakhstan
307,65

473 – 2916

That is, the foothills of the mountain systems are located in the zone of deserts and semi-deserts, which are
replaced by higher belts of steppes, forests, Alpine tundra and the nival belt with glaciers. The natural features of
these parks include the presence of a dense river network and in some parks lake systems of predominantly
tectonic origin. These are unique natural parks within which there are almost all natural landscapes existing in the
Northern hemisphere.

Figure 2: Examples of digital terrain model of natural parks in Kazakhstan

2500
2000
1500
1000
500
0
KatonKaragai

Zhongar
Alatau

Altyn
Emel

Ile Alatau

Kokshetau

Kolsai
kolderi

Sairam
Ugam

Tarbagatai

Burabai

Sharyn

Karkaraly

Buiratay

The
number of
species of
higher
plants

Bayanayul

number of species

Within the high-altitude zones, there are characteristic flora and fauna. These zones are rich in rare species.
Comparative quantitative analysis of the species of biota of the Kazakhstani snatural parks shows a greater variety
of higher plants, compared with the variety of species of vertebrates. A greater number of species of higher plants
and vertebrates is confined to the natural parks of the mountain ranges of the south and east of Kazakhstan: the
Altyn Emel, the Tarbagatai, Sirumugai, Ile-Alatau and the Katon-Karagay (figure 3). This feature is associated
with both the natural resource conditions of these mountain systems and the increasing anthropogenic impact,
which determines the anxiety factor for vertebrates.
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Figure 3: Total number of species of higher plants and vertebrates within the natural parks of
Kazakhstan
The biological diversity of natural parks is characterized by the presence of rare and relict protected species
included in the Red Book of Kazakhstan. The analysis of their distribution, taking into account the area of natural
parks, shows that the largest indices of valuable protected species are characteristic of the natural parks of the
island low-mountain-shallow massifs, i.e. Karkaraly, Burabay, Tarbagatay and Kokshetau (figure 4).
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Figure 4: Index of valuable species richness of species of higher plants and vertebrates of natural parks of
Kazakhstan
This feature is associated with a number of factors. First of all, there has been a larger study of these parks
and a longer history of development of these areas, which has affected the presence of many relict species of flora.
Natural parks are located within 21 administrative districts of 6 regions of Kazakhstan. The total population of
these areas amounted to 1 932.3 thousand people as of 01.01.2009, of which 52.8 % is economically active
(Ministry of National Economy). Most of the population, including the economically active areas of the Sharyn,
the Il-Alatau and Altyn-Emel natural parks, is located in seven districts of Almaty region. The existing potential
of the economically active population will contribute to the development of eco-tourism in terms of providing the
necessary infrastructure (guest houses, food points, organization of hiking, cycling and horse-riding routes) with
human resources.
CONCLUSION
The natural parks represent landscapes of three natural zones and six high-altitude zones and create a
reliable basis for the active development of ecological tourism. They have unique natural resources, diverse
landscapes and a rich diversity of flora and fauna. The national parks have 150 routes that introduce tourists to
typical and rare landscapes, natural monuments and picturesque landscapes of an untouched nature. In 2018, the
number of visitors to the national parks reached 1.2 million people, which is 0.45 people/km2. The indicator is 23 orders of magnitude less than the number of visits to protected areas in countries such as China, Australia.
It has been shown that for the more active development of ecological tourism there is a considerable
natural-resource potential, and also resources in the economically active population. At the same time, it is
necessary to strengthen the educational work of the national parks with the local population in terms of promoting
environmental management, biodiversity conservation and the possibility of participation in the development of
eco-tourism. It is also necessary to strengthen the monitoring, protection and educational activities of the national
parks and conduct research in terms of assessing the impact of climate change on landscape and biological
diversity.
There is an urgent need to fill the lack of available relevant and systematic information on resources,
environmental routes and the related infrastructure of national parks in terms of the development of eco-tourism.
The existing national parks are scattered and contain little data; often there is no cartographic material; and there
no translation into English. In these conditions, it is necessary to create a specialized information system for
national parks, with comprehensive information, environmental routes in 3D format and the ability to book tours
online.
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ABSTRACT
The exploratory study of tourism, with its special and alternative aspects, gave the possibility of
highlighting many fields of everyday life which can be established as important and valuable financial and
cultural resources for a tourist destination. One of these is the sector of agri-food. Following the current trends,
the field of agri-food has achieved notable development as a touristic resource, especially in regions where local
agri-food dishes have been included by Unesco in the world’s intangible cultural heritage of humanity. Thus, it
is linked to the gastronomy of an area and it is inextricably tied to the alternative form of cultural tourism.
Consequently, based on agri-food we designed a qualitative field research for the island of Rhodes, where we
document not only the potential, the trends, the initiatives, but also the weaknesses, and the shortages that are
associated with the promotion of rhodian agri-food, and we suggest actions for its successful implementation as
a touristic and cultural resource. The results of the interviews conducted with key-informants are presented.
Finally, directions for the professionals are proposed, and opportunities for academics open a new research field.
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INTRODUCTION
Agri-food, especially that which is connected to gastronomy, has successfully been transformed into a
touristic and cultural resource in many regions worldwide, as it is inextricably interwoven in the customs, the
traditions and the habits of a place which contribute to its national and cultural identity and uniqueness. In
Greece, a lot of effort has been put to promote agri-food through tourism in many ways and programs,
concerning either the standardization of agricultural products or the use of them in the tourism sector and in
hotel restaurants.
In this paper we explore the importance of agri-food as a touristic and cultural resource on the
island of Rhodes, which is the biggest in the South Aegean Region and is the Gastronomic Capital of Europe for
2019. Through qualitative research we record the trends, the initiatives, and also the weaknesses and the
omissions that are related to the promotion of rhodian agri-food and we suggest actions and steps for its
successful use as a touristic and cultural resource.
Approach of the study
The local gastronomy is an inextricable and important part of the culture of each region, and the
gustatory experience is a “pleasurable” one, which enriches the tourist experience (Stebbins, 1997). The issue of
agri-food is multileveled, and it is connected to specific local products and ways of production, as well as to the
culinary and wine-making tradition of the area. Taking the above into account, this research aims to locate the
specific elements that highlight agri-food of an area as a touristic and cultural resource, which will upgrade its
tourist product enriching it and rendering it more competitive. More specifically, we will study the local agrifood of Rhodes, which is the biggest island in the South Aegean Region, and we will record the views of
specific groups, people and organizations that are involved in the tourism sector and are connected to agri-food.
The primary qualitative research will be conducted in the form of structured recurring interviews to key
informants chosen through a vast spectrum which covers issues related to production, gastronomy and tourism.
The aims of this study are, on the one hand, both to assess agri-food and corroborate the mutual
expectations of the organizations and the people involved in it, to understand if the local agri-food of Rhodes
can become a touristic and cultural resource, and also to discover ways to enrich and give prominence to it, and
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on the other hand to detect opportunities for the development of the rhodian agri-food as a touristic and cultural
resource.
THEORETICAL BACKGROUND
The contemporary concept of Agrifood
The concept of “agri-food chain” has been used to express various and different concepts, ideas and
methodologies making it hard to find a simple definition. Initially, we need to examine the frame within which
this concept is used. For instance, from a socioeconomic point of view, agri-food is a system which brings
together economic and social organizations that participate in coordinated activities which add value to a
specific commodity or product, starting from its production and going all the way until it reaches the consumer.
The agri-food chain includes the suppliers and services, as well as the processing, the industrialization, the
transport, the supply and other forms of support such as financing (Bjorkhaug et al, 2018)
Agri-food can, also, be defined, from an entrepreneurial aspect, as an institutional configuration for the
strategic planning, the management of policy, the dialogue and the building of consent among the interested
parts, or as a social contract which the government, the private sector and the society at large establish short
term or long term, and in the end the long term commitments for the overall development of a particular chain of
agricultural products of nutrition (Fischer et al, 2010).
Already the definition of agri-food as a process, from the production until the consumption of a
commodity, attests to its cultural aspect. There are a number of production stages which are linked to local
customs, one of the most obvious being the harvesting of grapes for making wine (Sidali et al., 2013). All the
above lead us to the conclusion that agri-food is defined as the total of agri-food chain, which entails the
collaboration and the cooperation of all the parts involved, the agriculture and the agrarian environment, – the
supply of the raw material and the primary production, so that the raw material can reach, in its initial or a
processed form, the table of the consumer – tourist or the consumer – local resident.
Agri-food as a cultural and touristic resource
While the main objective of the travellers is not to participate in agri-food tourism, all tourists should
get a taste of the food of each country (Yun et al.,). It is believed that the cultivation, the selection, the
preparation, the production and the consumption of food was an expression of social culture, because the
production of food wasn’t only meant for consumption, but it included rites, activities and aesthetic aspects. The
study of nutritional geography, connected to agri-food and its dimension as a cultural resource, accentuates the
relation between the people and the place, the geographical diversity and the influence of this geographical
environment to the culture of food (Xue-Cai, 2006).
However, according to Massimo & Mollica (2003), turning an entity into a cultural resource, a
commodity and finally a product, requires a developmental process. Based on that, the existing cultural entity is
evaluated by specialists taking into account cultural and environmental criteria and it is transformed into a
cultural resource available to residents and tourists. Then, the protection procedures, for its conservation and
inheritance, transform it into a cultural good and lastly its sustainable cultural management turns it into a
cultural product.
Therefore, the inextricable link between tourism and culture is undeniable. Culture adds a special
identity to the people of a country making them unique, which is the element that attracts the future visitor
(Boniface, 1995).
Good practices at international and national level
The overview of international bibliography has garnered a variety of practices for the promotion of
local agri-food to a cultural, touristic resource. More specifically:
The gastronomic cultural routes is a system which represents a complete and thematic touristic offer,
which is defined by one or more routes in a specific geographical area with a lot of products or tourist sites such
as restaurants, which are mentioned in the tourist guides and revolve around different qualities of a specific dish,
food or type of food generally, and events or gastronomic activities. Essentially, this is a complex thematic offer
for the tourists. Information about other sights can be given along this route (Marinescu, 2014), so the tourists
remain in the area longer, compared to places where only one type of sight is presented. The Wine Routes in
Europe (Council of Europe) are a characteristic example. The wine tourism includes visits to vineyardswineries, festivals and wine exhibitions. There is the factor of wine tasting and/or experiencing the
characteristics of a vine area (Hall, 1996). The strategic advantage is that wine is defined as a “territorial
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intensive product” and the products are recognized by labels of quality and seals that protect their identity. Such
a characteristic example is Argentina (Latin America), where a drastic turnaround took place in the 1990’s,
when a “quality above quantity” approach was adopted, and it resulted in a shift from “bulk wine” for the
domestic market, to wine of high quality for the demanding export markets (Miremont, 2000).
Certification of businesses of local gastronomy and products. Italy is one characteristic example, with
the “Italian Hospitality Seal” Marchio Ospitalita Italiana (IS.NA.RT., 1997), which certifies Italian restaurants
that make use of authentic Italian recipes using authentic Italian products, and meet specific requirements of
quality, service and decoration. The reason that makes it special is that the certification doesn’t only apply to
businesses that are active within the boundaries of Italy, but also endorse businesses with Italian food around the
world. The program was created by Unioncamere (Union of Italian Chambers of Commerce) in collaboration
with FIPE – Italian Association of Restaurants and Bars – and the operational support of ISNART (National
Institution Of Touristic Research), in order to make the Italian agri-food a touristic and cultural resource, to
conserve the traditional recipes, to promote agricultural products and food, thus enhancing the image of the
italian restaurants. Products – symbols in different countries. In the case of Campania which produces wine for
the last 1500 years (Unwin,1996), a law was established which defines the wine making regions and thus they
are characterized as a region of protected designation of origin.
The products - symbols. The Arabic coffee (genosity) is the basis of hospitality in the 4 arabic
countries (United Arab Emirates, Saudi Arabia, Oman and Qatar). Measures have been taken in education for
the conservation of culture of coffee (Unesco, 2015) using official methods of teaching for the skills needed to
prepare and present it. Another example of a product – symbol is the neapolitan “Pizzaiuolo”. It is the process of
making a pizza where the pizza maker (pizzaiuolo) is an active link of the society to the cultural heritage he
possesses, as a connoisseur of this process. The families in Naples try to recreate this ritual at home and to learn
how to reinvent this art. Every year the Association of Neapolitan Pizzaiuoli organizes courses and seminars of
teaching the production technique, and, at the same time, they educate people about the history and the tradition
of the ritual. The Italian Ministry of Agriculture (politicheagricole) assists them as far as the promotion and the
expansion of this tradition is concerned.
In the case of Greece we can detect some effort of adopting good practices in the level of central
management, regional management as well as the private sector, like the ones following:
Following the initiative of the ministry (Rural Development and Food), there is an increase in
PDO and PGI products. Under the regulation 2081/92 The European Union has established the protection of the
designated origin of agricultural products. PDO (Protected designation of origin) is the name of a region or a
country that is attributed to a food or an agricultural product which comes from this area, the environment
(terroir) of which shapes its particular characteristics, along with the human factor. Compared to PDO, PGI
(protected geographical indication) is not closely related to the geographical area of origin. It is enough that it is
linked to it in, at least, one stage of production.
Since 2000 the Ministry of Tourism of Greece has endorsed the special “Greek cuisine” quality label, a
program which certifies every tourist business that can offer a satisfying level of dishes of Greek Cuisine to
tourists, combined with an equally satisfying level of the overall dining services.
A more recent initiative (2016), by the Ministries of Rural Development and Tourism, is the Open
Winery Label (ΣΕΟ). This gives to the wine making businesses, after they meet the law requirements, the
possibility to upgrade the wine tourism services, so that they can receive this label and offer a unique life
experience to the tourist.
At the same time in Greece, the initiative of the Regional administration in collaboration with local
authorities led, as a good practice, to the establishment of “Agri-Food Partnerships”, which endorses
certifications for local products and local cuisine (Crete, South Aegean Region, etc.)
These years we see an increase in the initiatives of highlighting the greek gastronomy by professional
administration of tourism. The Hellenic Chamber of Hotels launched the Greek breakfast in 2010. The aim of
this program is to expand the tourists’ awareness of the Mediterranean nutrition, by enriching the traditional
breakfast with greek agri-food products and also local dishes that are served in the hotels around the country.
Another such initiative came from the Hellenic Confederation of Tourist Accommodation Entrepreneurs which
in 2016 started the “Breakfast basket”, with the aim of connecting the primary sector with the availability of the
product in the guest reception area in the touristic region. The particularity of this program lies in the fact that,
although the visitor tastes similar products with the same gastronomic identity in every region of Greece they
stay in, the “basket” gives off an “aroma” and a local flavor. Due to the different preparation of a product in
every region, the guest discovers its local heritage.
QUALITATIVE FIELD RESEARCH
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The case study of Rhodes
The research method followed is the primary qualitative exploratory research of our field in order to
collect qualitative data for the phenomenon of agri-food in Rhodes, and more specifically to record and present
the ones that highlight the agri-food in Rhodes as a touristic and cultural resource. Also, to generate the views of
the groups of people who are involved in this dual field of agri-food and tourism (research phenomenon). The
tool used was the semi-structured interviews with key - informants.
Methodology of field research
The research was conducted on the island of Rhodes and its aim was the agri-food of the region. As a
sample we used the capital of the Dodecanese, the island of Rhodes, with key - informants involved in the sector
of agri-food and tourism. For the best selection of qualitative data we chose a sample of 31 people which was
divided in seven (7) categories. Producers and trade union representatives, cooks - chefs, Region, Municipality
authorities, tourist agents and tour operators, State bodies (Ministry of Tourism, National Tourism
Organization), Cultural organizations and museums and finally hotel managers and rental owners. Their ages
range from 30 to 75 years old, 25 being men and just 6 being women. Their experience in the field is the
following: 5-10 years (2 people), 11-20 years (8 people) and beyond 21 years (21 people).
RESULTS
The stakeholder perception of agri-food
The tourist is willing to come to a tourist destination and taste traditional specialities which are
inextricably linked to its customs and its culture. The target is, after they leave, to search for these products and
order them so as to relive this gastronomic experience in their own place and to become ambassadors of the
agri-food of the region.
Tourism can be characterized as “transferred consumption”, because through agri-food we aim to
create attractive destinations that will increase the numbers of tourists – consumers. Instead of exporting the
agri-food products abroad to be consumed, we have the tourists come to our region to consume them. Thus,
agri-food achieves a “particular export”. Agri-food is, therefore, an increasing asset for tourism and is connected
to the primary, the secondary (development of products) and tertiary sector of production, creating a chain, for
the successful function of which every link needs to be strong.
The stakeholder perception of Rhodes’ agri-food
The research showed that agri-food is an experience and is recognized mainly as an important touristic
resource. Also, it complements the touristic experience of visitors in Rhodes by enriching it, and it can also be
the main incentive for a small market of special culinary tourists (the study showed that a small percentage will
prioritize agri-food when they choose the island of Rhodes). Although there has not been put emphasis on the
matter by the people involved, agri-food has a lot of potential and it should be addressing specific groups in the
market (segmentation group) for the successful touristic development of Rhodes. The wealth of agri-food in
Rhodes is the climatic and environmental conditions, the soil, the subsoil rich in nutrients, the microclimate of
every region, the products inextricably linked to the traditions, the lack of industrial pollution. It is, therefore,
one of the main touristic resources and can operate in collaboration with other activities.
The main exported products of the island of Rhodes are the wine and the olive oil (a while ago). Today,
melekouni is promoted as the product – ambassador of agri-food in Rhodes, and because of its ability to evolve,
it could become the symbol of the culinary brand name of the island. However, one product is not enough for
the island to acquire worldwide fame. Other traditional products are needed, so as to offer a variety of them and
as a result to upgrade the touristic product. The effort to promote the local agri-food is mainly led by the South
Aegean Region and the Municipality of Rhodes, in collaboration with all the associated local authorities
(chambers, cooperatives, citizen groups)
The Rhodian agri-food is acknowledged as a cultural resource but mainly as a touristic one. The
primary sector is the weakest of the agri-food chain of Rhodes (small properties, low production, high
production cost, unused land, lack of know-how, non-existent cheese-making production, no infrastructure,
inadequate training). Besides, the touristic monoculture has deprived the primary sector of resources (financial
and human ones). And although cultural clubs and events highlight our traditions, the lack of a coordinating
body for agri-food issues, is recognized to be the main cause for the low level of promotion of local products.
Swot: Analysis for the possibilities of Rhodian agri-food to become a cultural and touristic
resource
Strengths
The prospects of rhodian agri-food that will ensure its establishment as a cultural and touristic resource
are multiple. The advantages are that the island has a favorable climate and environment, a suitable soil –
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subsoil, diverse landscape and rich history as well no pollution. At the same time, the variety of cultural
influence (Turkish Occupation, Knights, Italian Occupation) is evident while there are products – symbols
which are renowned and with potential to evolve, such as Melekouni. Another positive aspect is the
acknowledgment of the importance and the perspective of growth that the agri-food, and the various territorial
and management resources, hold.
Weaknesses
Initially, the touristic monoculture has deprived the primary sector of resources (financial and human
ones). At the same time the small lots, the small production with the high cost, the unused fields and the
inability to process, pose a significant obstacle. The situation is further burdened by the lack of a coordinating
body specialized in issues of agri-food, the small percentage of renowned local products as well as certified
ones, the lack of awareness and lifelong learning and of course the people in Rhodes relying on the traditional
tourist product.
Opportunities
Opportunities are multiplied these days and they ought to be taken advantage of. They are the increased
number of visitors (money-tourism.gr, 2018) in Rhodes, which also increases the consumption, and, also, the
preference of the tourists for agri-food and the discovery of traditional flavors. It is clear that the appointment of
the South Aegean Region as the culinary capital of Europe for 2019 is a great opportunity, while we cannot
underestimate the effort and the good practices implemented in a national level, as well as the opportunities of
financing and the transfer of know-how.
Threats
The threats are associated with the gastronomic competition coming from the Eastern Mediterranean
and the opening of markets, the increase in imported goods, the expansion of all inclusive units and mass
tourism.
DISCUSSION OF FINDINGS
Opportunities – directions – proposals
Judging from the above, it is essential to proceed to a realistic assessment of the potential of the island
of Rhodes. There must be a call to all the stakeholders, to list all the local products that are produced on the
island and then decide what can be produced and in which quantities. The local administration has to study
“good examples” of other regions which have succeeded in agri-food. It is deemed necessary to create a unit of
agro touristic accommodation and of cultivated areas open for visits and, also, to position the local products
prominently in the shops. An Agri-food partnership across the South Aegean Region is also needed with many
stakeholders being involved (EXR, Municipality, Region, chambers, associations, educational institutions,
entrepreneurs and associations). The common strategic orientation for the agri-food sector and the linkage with
tourism (creating clusters of producers with horizontal and vertical relationships in order to create groups that
will produce cooperative and targeted PDO and PGI products), as well as to have an “agreement of cooperation”
of the producers with the hotel managers and the owners of restaurants, so as to absorb all the local products in
fixed prices, will be very advantageous for the island’s perspectives. The stakeholders who need to be involved
in the agri-food chain for the fruition of the endeavor are the EXR (Rhodes Association of Hoteliers), the
Municipality, chambers, cultural clubs, tourist schools, universities, all business owners, unions (chefs,
producers etc.) Rhodes Managers Association. In the case of Rhodes the whole island needs to be involved. The
municipality and the South Aegean Region lead the effort in close cooperation, with the municipality being the
realization body and the region being the coordinating body.
It would be noteworthy tο organize actions (Act Local) and to establish agreements so as to absorb and
promote the local products through tourist businesses and residents. At the same time, it is imperative to train
the producers so as to realize that through the certification and standardization of goods, it will be possible to
develop the primary sector (promotion of cooperative awareness and a cooperation culture, for issues
concerning certification and standardization) and the parallel Marketing initiatives starting with the appointment
of the South Aegean Region as the culinary capital of Europe for 2019). It is undeniable that the rhodian agrifood, with Melekouni, its product - symbol, should assume a central role, combined with the expansion of the
certified rhodian gastronomy products.
The “Greek Breakfast” (Hellenic Chamber of Hotels - ΞΕΕ) and the “Breakfast Basket”(Hellenic
Confederation of Tourist Accommodation Entrepreneurs - ΣΕΤΚΕ) are the vehicles through which we can
promote and highlight the local agri-food of Rhodes. We need to establish the necessary mechanisms to promote
cooperation and incentives to support the primary sector. Based on the above we conclude that initially we need
to enrich the agri-food of Rhodes and separate it from mass tourism. The existing data prove that the conditions
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don’t allow a gastronomic tourism in Rhodes, however they can act as an element of enrichment for the touristic
product.
Future research
The composition of the triplet, that is, the search for bibliographical references (secondary sources), the
presentation of best practices at an international and national level, and the case study of Rhodes, offers
satisfying answers to the research questions.Another limitation is that there is no measurable targeting to
evaluate the effects of agri-food actions.If it were possible to collect, record, codify, analyze and evaluate
arithmetic data, all these elements would be information and documentation tools that would support
development policies (national and regional), as well as assist quantitatively research on the region's nutrition.
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ABSTRACT
Using the Region of Western Greece as a case study, this paper illustrates, and comments upon, the
ways in which newly dynamic regions plan their public tourist promotion policies in the middle of their
transition to becoming a more popular destination. Taking into consideration the important role of Regional
Governments for the development of tourist promotion policies in Greece, this paper offers a comprehensive
analysis of the Strategic Tourism Promotion Plan 2019- 2021 and its aims, and identifies at least two critical
supporting interventions, namely a) new tourist promotion tools for the support of mass and special tourism in
the region, and b)an emphasis on high value digital services that target both tourists and tourist opinion makers
(journalists, bloggers, but also tour operators and agents). This analysis can be of interest to policy makers and
entrepreneurs in tourism sector aiming to use a comparison and assessment tool for their policy decisions, as
well as future researchers focusing on public sector tourism promotion policies, since very few similar analyses
exist, especially in a country of high importance for world tourism, such as Greece.
Key words: regional tourism, promotion policies, destination marketing, strategic planning, regional
government
INTRODUCTION
Since the burst of economic crisis in Greece in 2008-9, tourism has probably been the only sector in
which the country could hope in order to ease the effects of recession. Indeed, the tourist sector in Greece
increased its percentage contribution to GDP from 16% in 2010 (start year of the economic crisis) to 27,3% in
2017 (InSete, 2018). In this respect, tourism promotion has been (and still remains) particularly important for
Greece, as it aims to maintain its place dynamism and even increase it. According to Molina and Esteban
(2006), tourist promotion as a strategy reflects a mid- and long- term investment aimed at building up a
consistent and credible destination identity. As such, tourist promotion strategies are at the center of
Government activity. In the case of Greece, according to "Kallikratis" Program (Law 3852/2010, Government
Gazette 37A / 2010), regional governments, as second level local organizations, are the main actors for tourism
planning, development and promotion at their administrative territory.
In the Region of Western Greece, these tasks are performed by the Department of Education, Culture,
Sports, Tourism and Employment, and particularly by the Division of Tourist Strategy Planning (Presidential
Decree 132/ 2010 as published in Government Gazette 27A/ 2010 as revised in Government Gazette 4309B/
2016), which performs the following duties:
i.
the elaboration of programs for tourism planning, development and promotion of the
Region, in cooperation with the Hellenic National Tourist Organization and the Local Authorities of the Region,
ii.
the provision of an opinion according to article 29 of 2545/1997 Law, on the designation
and delimitation of Integrated Tourism Development Areas (POTA)
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iii.
the development, within the framework of the development programs, of a plan to tackle
the effects of climate change on tourism.
In the Region of Western Greece, tourist activity has never been at the epicenter of local government
priority. For many years, the number of tourists in the area remains relatively stagnant, with minimum effects to
the local economy. Indicatively, from 2010 to 2017, employment in tourist sector in Western Greece ranges
between 6,2 and 9,7 per cent, whereas the national average was between 14 and 19,8 per cent of the total
economy (Hellenic Statistical Authority, 2017). Additionally, according to the Hellenic Hotels Association
(2017) between 2010 and 2017, only one 5 stars hotel investment took place, whereas the majority of new hotels
were four and (mostly) three stars. Hence, it could be argued that Western Greece's tourist product has not yet
been competitive enough to attract the required private investment. Several factors may have contributed to this,
such as the economic crisis, the delay in the completion of public infrastructure, the lack of economic
orientation towards the tourism industry by local political elite and local entrepreneurs, the non-competitive
state owned airports or the lack of infrastructure in the ports, e.g. for docking cruise ships.
From 2010 to 2016, the total number of bednights spent on the Region of Western Greece, recorded a
significant increase only with regards to foreigners (38.91%) while, the overnight stays by the Greek nationals
decreased by 10.45%, mainly due to the economic crisis experienced by Greece (Hellenic Statistical Authority,
2017). Between the three prefectures that consist of the Region of Western Greece, i.e. Achaia, Ilia and
Etoloakarnania prefectures, an unequal tourism development may be observed. More precisely, according to the
Greek Chamber of Hotels (2017), most of the hotel units are located within Achaia, whereas most of the rooms
and beds are located in Ilia. In addition, one can not overlook the fact that unique five stars hotels are only
located at Ilia, while their total number remains low, only four five star hotels. Most hotel units are two stars,
followed by three and four stars respectively.
According to Pastras and Bramwell (2013), the government‟s involvement in tourist
destinations‟ promotion, through regulation, mobilization and guidance is an important research theme
in the tourism literature. This paper aims to analyze and evaluate the new three year tourist promotion plan of
the Region of Western Greece as it was approved by the Regional Council at the end of 2018, clearly, indicating
the important role of the Regional Governments in Greece in tourist promotions policies because of regulation
and funding capacity. The next section offers a literature review on tourist promotion policies worldwide and in
Greece particularly. Then the details of the Strategic Plan are analyzed with an aim to identify goals and actions
that the Region of Western Greece will adopt during the period 2019-2021. A strengths – weaknesses –
opportunities - threats (SWOT) analysis is performed in order to analyse the internal and external environment,
and thus to demonstrate the region‟s competitive position. Finally, some policy recommendations are presented
as a way to further enhance tourist promotion of Western Greece Region.
This work can be of interest to policy makers and entrepreneurs in tourism sector aiming to use a
comparison and assessment tool for their policy decisions. It could also assist future researchers focusing on
public sector tourism promotion policies, as very few similar analyses exist, especially in a country of high
importance for world tourism, such as Greece. Another point of interest has to do with the fact that the above
public tourist promotion policy analysis concerns the Region of Western Greece that is among the leading actors
in relation to the rapid upheavals that are in full swing, on the map of the most popular destinations within
Greece. By this way, policy makers and academics are able to see how newly dynamic regions are planning
their public tourist promotion policies in the middle of their transition of becoming more popular destination.
LITERATURE REVIEW
Tourism promotion policies have grown substantially and have become a key point of tourist industry
(Young, 1999; Hughes, 2002). As a result of the increased worldwide tourism competitiveness, promotion
policies have been placed into research perspective, although not to a great extent. There are different factors
related to macro and micro political and economic environment that lead towards the increased role of
marketing tourist locations. In this respect, political conditions (i.e. whether political leadership favors such an
initiative) are especially important in planning and executing the right promotion policies (Ooi, 2002).
Since 1980 and onwards, we have witnessed the distribution of power in the so called Western World
from central to local governments, as a result of democratization enhancement inspired by the neo-liberal
political ideology of that era and the expansion of globalization; such distribution of power included also
tourism policies. Examples from different countries, such as New South Wales (Dredge, 2001) Spain (Baidal,
2004) and New Zealand (Shone and Memon, 2008) put tourist promotion (and marketing) policies into the front
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line of the new tasks undertaken by local governments. Special forms of tourism, such as heritage or wine
tourism, have become especially important elements for the development of tourist promotion policies (Hall and
Mitchell, 2000; Bessiere, 2013).
Market demand and supply have long been acknowledged as important factors for the distribution of
tourist flows. Thus, Dwyer and Forsyth (1992) developed a model of tourism demand and supply arguing that
tourism promotion policies benefit the countries, whereas Smeral (2006) examined the necessity of tourism
promotion policies from a market-oriented perspective concluding that it is both proper and useful for the state
to involve itself in tourism policy. With the development of technology, and especially internet, digital tools of
promotion emerged dynamically as an effective way to promote tourist places. Kozak et al (2005) analyzed the
promotion of the Mediterranean areas over the Internet acknowledging the importance of IT to increase
competitiveness. Nevertheless, they argued that launching a Website is not enough on its own for having an
active marketing activity.
As far as Greece is concerned, lately, there is some literature that identifies and analyses tourist
promotion policies developed by different levels of Government. Most of this work uses a strategic approach to
evaluate and recommend new policies towards further tourism development. Within this respect, almost all
papers identify the key role of the State, through funding and regulation, in increasing the competitiveness of
Greek tourism through promotion. More precisely, Andriotis (2001), focuses on the island of Crete in order to
evaluate the policies and plans for tourism development providing, at the end, some recommendations for the
future tourism development of the island. More recently, Stratigea and Katsoni (2015) examined the internal
(i.e. of the Region on Ionian Islands) and external environment for the development of a methodological
framework for guiding strategic decision-making towards a more sustainable development of the Island of
Lefkada.
The emergence of new special forms of tourism also provoked research in order to examine the way in
which continental areas in Greece can attract significant tourist flows. In this respect, Iakovou et al (2009)
presented a strategic methodological framework for the development of gastronomic tourism in the Greek
Region of Central Macedonia that has all the potential to strengthen local economic activity and regional
development. Additionally, Vasiliadis et al. (2016) focused on the Region of Thessaly in order to synthesize and
present all the principal cultural resources that exist and remain unexploited by proposing a strategic plan of
cultural tourism promotion. Another major contribution is that of Sotiriadis and Varvaressos (2015), who
evaluated the Greek experience as a whole, suggesting that traditional tourism focus on themes like Sun, Sea,
Sand and Sex, lack an effective strategic planning thus resulting in a decline of Greek tourism competitiveness
during the last decades. The two authors argue that one of the main causes for this result is that public sector
hasn‟t effectively played its role as regulator, coordinator, infrastructure provider and promoter of the touristic
destination.
METHODOLOGY
In order to present, analyze and evaluate the Strategic Tourism Promotion Plan 2019- 2021, as
approved by the Regional Council of Western Greece in September 2018 (Decision 150/ 11.09.2018), this paper
adopts a strategic analysis approach, which includes:
i. a comprehensive analysis of the strategic tourism promotion plan
ii. the identification of new tourist promotion tools for the support of mass and special tourism in the
Region of Western Greece
In order to examine the internal and external environment of the region with respect to its touristic
potential, we first offer a SWOT analysis. Guided by this analysis, we then identify and propose two critical
interventions, namely: a) specific measures for the promotion of mass and special tourism in the Region and, b)
the emphasis on high value digital services that target not only potential tourists, but particularly, tourist opinion
makers (journalists, bloggers, but also tour operators and agents). Some related challenges are then highlighted
and discussed.
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DEVELOPING THE 2019- 2021 STRATEGIC TOURIST PROMOTION PLAN
The Region of Western Greece never had, so far, a coherent medium-term tourism promotion strategic
plan. During the last eight years of operation, tourism promotion policies were not assigned to any specific
department; they were pursued through sporadic initiatives of the political leadership. It was not until early the
2017 when the Division of Tourist Strategy Planning was created that was finally clearly stated by the political
leadership that there will be a specific unit responsible for the planning and implementation of tourist promotion
policies.
Following the practices of other similar departments of Regional Governments, it was decided in the
mid 2018 to develop a three years strategic plan of tourist promotion for Western Greece that would be funded
by European Structural Funds. The total amount of funding for the particular three year planning was one
million Euros. As this was the first time that such a plan was about to put in place, the political leadership of the
Western Greece regional government decided to hold public consultations with the main stakeholders of
tourism, namely: investors/entrepreneurs, individual users/small travel agencies, tour operators but also
municipalities in all three prefectures that consist Western Greece. Incorporating the insights gained from these
public consultations, the Tourist Strategy Planning Division developed the 2019- 2021 Strategic Plan of Tourist
Promotion Policy that aimed towards an overall support and promotion of tourism in Western Greece.
STRATEGIC ANALYSIS OF THE INTERNAL AND EXTERNAL ENVIRONMENT
SWOT is a useful tool for understanding the internal and external environment for a tourist destination,
generating valuable insights with regards to the positioning of a region of a country in a specific development
framework. Table 1 below summarizes the indentified strengths, weaknesses, opportunities and threats of the
Region of Western Greece as a tourist destination utilizing a number of data from several sources. For example,
a major source of information was the Hellenic Statistical Authority (ELSTAT) which gathers information on
Greek regions in relation to their economic and social performance. Another source of information was the
commissioned report of the Greek Tourism Confederation (SETE) that was delivered to the Region of Western
Greece with regard to the potentials of its current tourist business environment and the tourist promotion tools
and policies that the Regional Authority should develop. Public consultations involving main stakeholders of
tourism, such as investors/entrepreneurs, small travel agencies and tour operators, as described earlier, were also
a valuable source of insight. Finally, data were also extracted from INSETE Intelligence and their openly
available Statistical Data for Regions, as well as the Greek Ministry of Transport and Commercial Shipping for
information related to the seasonality of flights and ship embarkments.
Table 1
SWOT Analysis for the Region of Western Greece
STRENGTHS
1. Accessibility infrastructures (airports, ports,
highways, railways)
2. Two (2) Cruise Ports
3. UNESCO World Heritage Sites
4. Increase of the Western Greece‟s tourist
product attractiveness
5. A significant number of rooms to rent as an
alternative means of hosting
6. A rich historical, cultural and architectural
reserve

WEAKNESSES
1. The Western Greece Region consists of
economically and geographically
heterogeneous regional units
2. Lack of five stars (luxury) hotel facilities
3. Seasonality of arrivals
4. Short duration visits
5. Lack of training for staff working in tourism
businesses

OPPORTUNITIES

THREATS

1. Increase in tourist traffic from new and
emerging markets
2. Increasing demand from the Greek market
3. Increase in tourism employment
4. Increasing importance of the tourism
industry to local economic activity
5. Increasing demand from emerging markets
(China, India, South Korea)
6. Western Greece is transformed into a
holiday destination

1. Macroeconomic environment and political
instability at national level
2. International relations
3. Global economic environment
4. Delay in the completion of public
infrastructure
5. Lack of orientation towards the tourism
industry by local entrepreneurs and political
leadership
6. Lack of hospitality culture by locals

Based on the SWOT analysis and after extensive consultations with the Region‟s administrative and
other policy maker officials, the three years strategic plan on tourism promotion aimed at the overall
strengthening of the available tools and the “presence” of the Region of Western Greece in different targeted
actions by expanding its footprint and visibility abroad, as well as in Greece. This would allow the strengthening
of the positive prospects that have been created in the
Region by the infrastructure projects that have been completed and those that are to be implemented in
the next few years. Another positive aspect of the above actions is the fact that they are relatively low- cost
actions, hence a large number, achieving this way a multi-dimensional tourism visibility and, at the same time,
reducing the efficiency risk. In addition, these actions could target tourists from a wide range of age, as well as
countries with which the Region of Western Greece has air links.
Overall, insights form the SWOT analysis suggest that the Region of Western Greece should capitalize
on its strengths, taking advantage of its rich cultural element (e.g. is the place where Ancient Olympia is found)
as well as its size and good transport infrastructure that make access easy. On the contrary, most of the threats
the region is facing are mostly related to the national macroeconomic and policy environment, rather than to
endogenous weakness of the Region per se.
PROPOSED ACTIONS AND POLICY RECOMMENDATIONS
The new initiatives developed for the 2019-2021 Strategic Plan of Tourist Promotion for the Region of
Western Greece aimed towards the adaptation of a more dynamic intervention regarding promotion, as well as
the addition of countries from which tourists visit Western Greece, and particularly the Balkan countries, since
the completion of two main national roads, i.e. of Olympia and the Ionian Roads offered easy access. At the
same time, the Strategic Plan identified a need to target more distant markets such as China and strengthen the
digital portfolio of the Western Greece Region, for example by creating virtual reality tours of places that are
considered of high tourist interest within Western Greece or by developing the tourist website for mobile phones
and tablets.
A brief synopsis of the proposed actions proposed through the Strategic Plan of Tourist Promotion for
the period 2019-2021 is provided in the next table (Table 2).
Table 2
Proposed actions for the tourist promotion of the Region of Western Greece
Action 1:
Participation in International
Tourism Exhibitions and
Events

This is probably one of the most traditional ways for promoting a
tourist location. However, despite the fact that modern digital media gain
ground in public‟s preferences as a mean of information, it still important
to participate in events that define trends and policies (e.g.
World Travel Market in London- United Kingdom).

Action 2: Special
This action involves the hosting of potential visitors and actors
Promotion Events abroad and influencing the tourist market
within Greece

Action 3:
Participation in B2B
Workshops and Business
Presentation Trips

The aim is to participate in B2B workshops and events in order to
present the destination of the Region of Western Greece to different actors
of tourism industry ( e.g. tourist agents and journalists) in targeted markets
abroad and domestically, aiming to promote the available portfolio of
tourism products and cultivating a solid relationship with other
professionals.

Action 4: Offline
Marketing

This action refers to promotion activities designed for press,
radio and television media.

Action 5: Online
Marketing

The purpose of this action is to update and upgrade the content of
digital tourism promotion strategies of the Western Greece Region, such
as its existing tourist website, as well as the creation of new modern tools
for attracting visitors both from Greece and abroad.

Action 6: Production
This action concerns the production and printing of old and new
and printing of brochures and brochures and digital tourist promotion material for the needs of the
digital tourism promotion
exhibitions and other marketing actions.
material

Action 7: Photo
shooting

The purpose of this action is to enrich the "bank" of photographs
for use by the Region of Western Greece organization, but also available
to other opinion makers.

Action 8: Video
The purpose of the videos and advertisement spots will be to
production and advertisement visualize the special nature and characteristics of the Region of Western
Spots
Greece.
The purpose of promotional gifts, which should refer to the
culture or tradition of Western Greece area, is to cover the need to supply
Action 9:
and / or design special souvenirs targeting two separate groups of visitors:
Promotional gifts
(a) professionals such as journalists, tour operators, etc., and (b) official /
honorary guests, conference guests, etc.
Action 10:
Promotional album

Action 11:
Development of digital
marketing tools

In an effort to strengthen public relations and to promote the
authentic hospitality spirit of the area, it was decided to create a luxurious
album that will function as a commemorative gift offered to distinguished
visitors of the area.
The purpose is to use popular digital tools, familiar to the
younger and middle ages in order to promote the Region of Western
Greece as a destination. Such tools can include mobile applications,
virtual tours of emblematic monuments and buildings in the area, the
creation of a central digital repository of documents, files and multimedia,
etc.

From the presentation of the above actions it is evident that the exploitation of technology is a priority
of the Western Greece‟s tourist promotion policy for the years 2019- 2021. This is not by accident, since
technology is nowadays a key factor for the tourism industry in order to gain competitive advantage and provide
local economic benefits (Stratigea and Katsoni, 2015). Increasing competition between countries, regions and
localities brings IT solutions in the forefront of the competition for more advertising and publicity. One of the
key points of modern tourist is his ability and tendency to be very well informed about a specific or multiple
touristic sites. The easiest the access of information for a location, the more likely this location will be chosen as
a holiday destination.
Nevertheless, there is still some emphasis to more traditional tools of marketing, such as participation
in tourism expos. Most importantly, however, there seems to be a great need to enrich the available promotion
tools that will allow a better and more complete presentation of Western Greece to opinion makers, but also to
the public itself.

CONCLUSIONS
The above analysis indicates a clear direction by the Region of Western Greece to invest new
technology in relation to the marketing tools that is planning to use in the next three years, without, at the same
time, ignoring old traditional methods to tourism promotion (i.e. international tourism expos or TV and
magazine advertisement). Nonetheless, a striking point of the Region of Western Greece‟s strategic plan is the
lack of any prevision for collaboration and unity between different bodies of the public sector (e.g.
municipalities or chambers of commerce). Having said that, the successful implementation of the above
analysed plan creates all the conditions for the Western Greece Region to become an identifiable tourist
destination, attracting investments and creating favorable economic conditions for the local population while
respecting and protecting the natural environment and the people (residents and visitors) from mass tourism,
creating the conditions for a standard example of 365-day tourism.
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ABSTRACT
This research study is to discover local experience toward CBT. Mainly focus on local participation to
the three pillars goal of sustainable tourism development (financial, social and environmental aspect) and local
experiences regarding tourism management. This research reports on a qualitative approach that explored the
perspective of 48 CBT destination representatives. It is found that CBT in Thailand are used interchangeably
with village tourism and homestay. The local community has a major role in implementing CBT. This included
tourism revenue that remained in the community but still not a significant income for them. This paper argues
that CBT is not the final answer for rural development in developing country like Thailand as it is expected to
be.
Key words: Community-based Tourism, Thailand
INTRODUCTION
Community-Based Tourism known as CBT is a popular form of rural development aimed in achieving
social, environment and financial sustainability, known as sustainable development (Arce, 2003; Okazaki,
2008). CBT has recently been portrayed as ‘gaining popularity regarding a strategy for environmental
conservation and social inclusion’ and given the presence of various projects on CBT around the world
(Baktygulov and Raeva, 2010: pp3) especially, CBT in developing countries. Likewise, Thailand is a middleincome country (United Nations, 2012). The projection of CBT development has been attempted for almost 30
years, from the beginning of alternative tourism form, previously known as “sustainable tourism”, “green
tourism”, and “ecotourism”. Thailand has responded to global call for a “better tourism development form”.
Since the development of CBT, governments, development agencies and NGOs have placed significant
emphasis on this development model as part of the strategies for conservation of natural resources and
development in Thailand (Nitikasetsoontorn, 2015). So far, CBT has been promoted in terms of academic
research, government policy and public organization in building local community involvement and addressing
their potential on CBT development.
The focus on CBT has become more intense since the establishment of the Ministry of Tourism and
Sport in 2002, there are Provincial Office representatives located in every province. This government unit is
mainly responsible for supporting specifically with the local in the rural area in terms of sport and tourism.
Therefore, the “must-have” policy for rural quality of life development is to promoting CBT model into local
villages in Thailand. Implementing CBT into local village with respect to financial advantage that comes to the
local directly, whilst equally balancing environment and society (culture) in the sustainable way. Additionally,
As the country is usually being successful of tourism domestically and internationally and a highly tourismintensive economy (Wattanakuljarus and Coxhead, 2008), therefore, tourism is seemed a practical development
tool for local level.
In building local capability for CBT, government has subsidized CBT project through its
representative, officials are searching for possibility and giving academic support, training and workshop.
Additionally, some other government units are involving community tourism as a key activity supported
particularly in rural area i.e. Community Development Department on the project called “Nawatwithi”. This
project is in line with One Tambon One Product (OTOP) project which was initiated in 2001 across all regions.
This requires a transition of OTOP market in local economy to the demand driven local economy which can be
done through turning local charms, wisdom, way of life, culture and creativity into income, making it worthy of
tourist visit and expenditure (Community Development Department, Ministry of Interior Government, 2018).
Thailand Community Based Tourism Network Coordination Center has its role to help facilitating market
access. Department of Industrial Promotion with the mission of Creative Industry Village (CIV), objective is to
enhance community product’s value and creativity and tourist experience. Obviously, tourism is playing

significant role in rural development with different strategy to engaging community. Although tourism revenue
statistical record showed 267 billion baht on March 2018 risen from the same period of time in 2017, at 12.21%
(Government Saving Bank Research, 2018 ), there is no specific statistical record on income generated by CBT
activities in Thailand, which show how much locals earn from being hospitality in the CBT in particular.
Using CBT as a form of development
Understanding the side of local people, they are agricultural-based society, religion-rich oriented, lowlevel income and low-tourism knowledge background, especially of the tourism service industry. It has been
discovered by many previous researches that a number of rural areas, which held CBT lack the knowledge,
infrastructure, policy and financial support etc., (Nyaupane et al, 2006), Additionally, research on earlier studies
focus on comparative study, successful cases, and lesson learn from a single CBT destination. Over 20 years,
not every CBT is successful nor sustainable, even the successful CBT in Thailand, namely Mae Kum Pong
village in Chiang Mai city, taking almost 20 years to the point, which becoming more favorable for tourists both
domestic and international tourism. Thus, is it necessary to have tourism in the village? It is a very simple
question by questioning whether is it important to be CBT? This research study is to discover local experience
toward CBT, interpretation toward the tourism form, understanding the link between CBT and sustainable
tourism. The study will take an overview of CBT representative from each community, which claimed they are
CBT. This research reports on a qualitative approach that explored the perspective of 48 CBT destinations,
hoping for the holistic overview of present situation and local understanding of the CBT approach.
LITERATURE REVIEW
Community-Based Tourism (CBT)
CBT is a sub-specialty of tourism that started to emerge in the late 1970s and early 1980s (Mtapuri et
al.,2015). It is a possible solution to the negative effects of mass tourism in developing countries, and was, at the
same time, a strategy for community organization in order to attain better living conditions (López-Guzmán et
al., 2011). Globally, within the general tourism sector, CBT is protected and supported by global agencies and
national organization level, such as the World Tourism Organization. CBT objectives mainly are poverty
alleviation, social and economic development, conservation of natural and cultural resources, and a high-quality
visitor experience, should be noted. (Equation, 2008:62, Manaf et al., 2018). CBT is alternative form of tourism,
which means to be sustainable tourism development. It is considered to provide some unique opportunities for
communities. CBT is also recognized as one approach that emphasizes empowerment tourism (Esteban, 2011;
Purbasari and Manaf, 2018) Community empowerment are corelated in the sense that if a project or initiative is
externally controlled, then that control translates to loss of community power (Mayaka et al, 2019: p179). CBT
is tourism tool which is not only offered financial benefits, but also enhancing local engagement in tourism
planning and development. Local members are believed to be the owners and decision makers in tourism
management for the benefits of their communities. Hence, CBT considers community at the center of all
activities and resources (Manaf et al., 2018).
Additionally, CBT is based on the active participation of the local community. The term “community
involvement”, often used interchangeably with the term “participation” (Mayaka et al, 2019: 178-179). In other
words, CBT typically refers to a type of small tourism enterprise that is owned and often operated collectively
by a group of locals (Ashley,2006; Boonratana, 2010), and aimed both economic and social development
(Ashley,2006). Concept of CBT implemented by communities in Thailand is said by Boonratana (2010) are still
unclear, as followed
“Nonetheless, in actual practice, any form of tourism in Thailand that is associated with local and/ or
indigenous communities is regarded as CBT and/ or community-based ecotourism, regardless of the community
participation in the development and management, or of the benefits to them (Blackstock, 2005; Boonratana,
2009; Goodwin and Santilli, 2009); and homestays are likewise regarded as CBT (Boonratana, 2009; Goodwin
and Santilli, 2009 in Boonratana, 2010)”
Previous studies of CBT have diverse results in different locations worldwide with a number of unique
interests. Many studies looked at how CBT contributes to the area, which mostly found positive financial benefit
(Nchor and Agbor, 2018; AdarshaBatra, 2014; Wattanakuljarus and Coxhead,2008; Sebele, 2010), promoting
full awareness of cultural conservation (Rojchanaprasart and Tongnunu,2013) , creating job (López-Guzmán et
al, 2011; Sloan et al,2014) , and benefiting to local indigenous people ( Sloan et al, 2014; Suansri, 2014). On the
other hand, negative impacts are found as greater dependence on tourism activities, diminishing authenticity
(Kontogeorpoulos, 2013), benefits were very small amount comparison to what local has dedicated to tourism

activities, income was distributed unequally, more use of energy, more use of land (Rojchanaprasart and
Tongnunu,2013). These results are inevitably denied that uncontrolled tourism development can lead to over
consumption due to more tourists. CBT is basically managed by a group of local members which possibly may
not include all the local residents in the destination (Boonratana, 2010), benefits could merely go to the local
who works with tourism activities. As a result, some studies focused on level of local participation/engagement
(Arnstein, 1969, Nchor and Agbor, 2018, Patel et al., 2016), for example Park et al., (2018) studied People
Democratic Republic of Laos community, found that participation has been classified to 3 group: active
participation, passive participation and non-participation. Whilst participation is a fundamental concept of
success CBT. In the development of criteria to assess the success of CBT, widespread local engagement is
adopted (Muallidin, 2007; Rocharungsat, 2008) to fulfil the gap of inequality.
According to Rocharungsat (2008), based on his research results in several Asian countries, indicated
the criteria of good CBT practice is widespread community engagement, good tourism management, internal
and external partnership, uniqueness of attractions, equal benefit distribution, and well-maintained
environmental conservation. However, this study argues that those scholars’ criteria are exogenous. The success
factor criteria are not the check- lists which could fully assure the success of every CBT destinations. For
instance, studied by Kontogeorgopoulos, et al., (2014) showed the three success factors about Mae Kum Pong
village, Chiang Mai city, Thailand, fortunate geographical condition, external support and transformational
leadership. At the same time, studied success factor of Sam Chuk and Klong Suan markets by
Nititkasetsoontorn (2015) found that the most important factors of Sam Chuk market and Klong Suan markets
are participation in decision making processes, local ownership and collective responsibility. Whether CBT is
exercised completely, it is said that many destinations in Thailand is knowingly or unknowingly not conforming
to the concept and principles of CBT, also managed and developed by a few members of the community or by
external businesses with little or no participation from the local communities (Boonratana, 2010). According to
Suansri (2004), conclude the CBT concept use and associated terms as complex and confusing in Thailand.
Regardless of complicated interpretation, implementing community-based tourism in practice and
success stories remain rare worldwide. (Manaf et al., 2018; Kontogeorgopoulos ,2005). Previous studies found
limitations of implementing successful CBT, such as training need from private and public sector (LópezGuzmán et al, 2011), lack of financial resources (Nyaupane et al, 2006; 18) infrastructure to knowhow,
limitation of cultural kind (Tosun, 2000), public administration conflict (Nyaupane et al, 2006), additional
policy instrument (Wattanakuljarus and Coxhead (2008),the need to increasing local involvement (Sebele,
2010), building trust to reduce negative impact on local attitude (Park et al, 2018). Consequently, tourism is
seemed to be very difficult for many reasons. Given community members a chance to share their lives with
tourists, the villagers must learn how to serve tourists’ satisfaction along their day to day activities. As it is
believed that CBT tourists are the quality tourist and prepare to pay extra. Little evidences show local
understanding of CBT to be limited, for example, Pookaiyaudom (2012) studied tourists in Pai district,
Thailand, found tourists have difficulty in understanding the concept of CBT. Whilst locals are still struggling
on how to survive from poverty, they have to improve tourist attraction along for the unpredictable visit and
revenue. According to Wattanakuljarus and Coxhead (2008), studied Thailand tourism as a belief that tourism
growth will improve income distribution to relatively low-skilled labor. Their finding is revealed that tourism
growth is not the answer for development policy, saying that the poor derive a substantial fraction of their
income.
METHODOLOGY
This research is based entirely on qualitative method. It is designed to understand the locals ‘attitude
and provided insight information regarding current CBT on local lives. Semi-structured face to face and
telephone interview were chosen as the most appropriate form of gathering primary information. These
techniques are opened discussion of a topic. The survey approach included purposeful sampling. The key
informant was approached by telephone with reference from the local official staff. Data collected was
thematically analyzed, then were gained insight by group discussion with some CBT members.
Interview in the local and official dialect, lasting 30 to 45 minutes. These interviews were completed in
2018, o fthe 50 CBT contacted, 48 interviews were carried out. 5 research assistants with tourism background.
The interview was based on 16 questions about CBT related principally to the economic, socio-cultural and
environmental impact of the tourism in the village. Qualitative thematic analyses is widely used in social science
research, not only tourism, and appropriate for the current exercise which is concerned with the personal
reflections and thought of respondents.

RESULT AND DISCUSSION
Understanding of CBT concept
Locals were asked what they are doing about tourism in their villages and do they understand the type
of tourism, called “CBT”? It is found that, imported activities taken in village are perceived as CBT e.g.
homestay, local guide workshop, skill training, or only having local product developed and selling in the
community, these can be said that it is CBT. Moreover, many projects hosted by several national government
organizations are aimed to be tourism destination. These official projects are called different names, some
focused at people knowledge learning first, another focused at local products, whilst other focused at attraction
improvement. The locals, then, view new things taking in community as CBT. In terms of CBT conception,
many Of the respondents clearly defined CBT, they viewed CBT as local owner, local production, homestay,
local benefit ,and cultural and environmental conservation through local management, which is in accordance
with previous finding of Boonratana (2010),who studied 10 CBT best practices in Thailand and found CBT was
confusing in use and interpretation.
Understanding the role of local community
Locals expressed that they have the right to manage their village and also own the area where they were
raised. Since the tourism projects taken at their place, they participate and join the group as they see good future
of local developments. They are involved as a group member of tourism development committee. They have
fairly managed to deal with benefit, natural resources and people. They see themselves as a main actor, but still
have help from outsider e.g. non-profit organization (NGO), local government unit and private sectors.
Implementing CBT
It is found that respondents are struggling on how to manage tourism sustainably. As result above, any
tourism mode taken in community, locals are perceived as CBT. Although they know their right to deal with
resources, they are challenging the possibility to maintain the tourism activity and resources sustainably. They
want to find a way to preserve natural resources, but don’t have new technique in conserving. Locals learn how
to improve CBT from experience. It is discussed as followed
At the beginning
Locals found difficulties on starting CBT, most cases are introduced to tourism development as their
areas are resourceful and having tourism potential. They were, then, educated by government several times, to
believe that communities can be developed to be CBT. On the other hand, many rural areas are initially engaged
from a few people in the village and taking a while to get more members in the group. Leadership plays a
significant role in starting and gaining cooperation from outsider, whilst, members in the community, who have
no support from the leader, found it harder to move step by step. As local government is also significantly
influential on project progression. Community leader can bridge local government, outside support, but it is a
hidden benefit between them. CBT begin a project from a group of members (Boonratana, 2010), who mostly
see personal and public benefit to the community.
Operations
Since the tourism has been taken in the area, communities always have new problems. Mostly found
tourism marketing has not gone directly to the right tourist target. They usually get customer via local
government connections e.g. group visiting. These group of tourists are only interested on buying local product
and leave. They are not actually participated what locals have to offer e.g. learning local wisdom, learning local
production process, staying overnight. Of 48 CBTs, only little numbers of CBT, which can be accommodated
fully tourism service: homestay, dinner, experience and attractions. However, many of them are happy about
local products developed via the tourism project. Making another chance for increasing revenue via selling their
products, thought there were not sufficient tourism numbers visiting their places. Locals find their way to sell
their product not only in the place.
These become the reason why tourism income is not making a huge amount to serve better quality of
life (Rojchanaprasart and Tongnunu,2013). However, community surrounding is simultaneously developed into
clean area and manageable. Rural people are united and enjoyed working as a group. They work hard to
overcome benefit distribution. As a result, they work under the CBT committee member for trust and credibility
(Ashley, 2006; Boonratana, 2010). However, income is partially gone to public improvement. Tourism
development helps community members living in harmony and contributing to village benefit.
Sustainable CBT?
CBT is expected to be environmental, social and financial balance. Interviewing key informants has
discovered little possibility for sustainable management. Although, CBT members are understood the objective

of CBT, the problem is that financial aspect is always first priority they mentioned for good CBT impact (Nchor
and Agbor, 2018; Batra, 2014; Wattanakuljarus and Coxhead,2008; Sebele, 2010), whilst social and
environmental issue are depended on economic factor. Locals are poor, in many cases, they hope that tourism
could contribute better life. Environmental benefit is mentioned about how it is improved, they basic treatment
is making clean and sorting garbage. Protection of deforest, slash and burn are not mentioned clearly. Social
perspective showed lack of understanding how to balance future impacts from tourism, nevertheless, they feel
very good about social harmony at the present. Cultural performance and traditional lifestyle are preserved.
However, they would only understand that CBT could help making more income and peaceful life by using
resources and beauty surrounding. The link between finance, society and environment is least understood, this
because many villages are needed more ecnomomic stability.
Tourist
In terms of being CBT service provider, locals are trained to prepare for a visit. They experienced
overnight tourists. They, therefore, face some problems hosting visitor. Particularly, CBT is a main policy
conducting with locals but the expected target is still disappeared. As the key informants mentioned, tourist
always ask for things that would never have in the place. Tourist don’t study what the CBT is like. Tourists keep
complaining the way the local treat as local life. Tourist are not interested exactly what community have. They
only need a place to sleep.
They do need quality tourist who wish to have experiences. True tourist who comes for learning and
staying with the villagers. However, good tourist usually come from international tourists. As a result, tourists
do not understand the CBT form of service, which is accordance with previous finding by Pookaiyaudom
(2012), studied Pai district in Thailand and found tourist lack understanding of CBT concept.
CONCLUSION AND IMPLICATION
This research findings show the current situation of 48 CBTs in Thailand. As government has
employed local development policy through CBT practice. As hope that it is the most effective to develop three
bottom lines of sustainable tourism. At the same time, rural communities implementing CBT are struggling to
achieve long term improvement. Gaining small amount of tourism income, but they are happy to do as other
advantages such as social harmony, better clean environment and conserving traditional way of life. Although,
environmental aspect cannot be clearly defined how to improve it sustainably. Moreover, tourist satisfaction is
difficult to cope with. This research is in accordance with Wattanakuljarus and Coxhead (2008) that tourism
cannot contribute to sufficient finance. In addition, tourism aspect is to deal with other factors rather focus on
community product, selling and marketing in particular. This study is suggested that, policy-maker should focus
only within community resources and people living in as the most important issue. Tourism may be not the best
answer for many rural areas right now.
Additionally, tourists cannot understand the CBT mode of service, this would make interesting
challenge for policy- maker, how to educating tourists understanding toward CBT and differentiating from other
tourism modes in particular.
ACKNOWLEDGEMENT
This paper was support by Nong Khai Business School (NBS), Khon Kaen university, Nong Khai
campus.
REFERENCES
Arce, A. (2003). Value contestations in development interventions: community development and sustainable
livelihoods approaches. Community Development Journal, 38(3), 199-212.
Arnstein, S. (1969) A ladder of community participation, American Institute of Planners Journal, 35, 216–224
Ashley, C. 2006. How Can Governments Boost the Local Economic Impacts of Tourism? The Hague:
SNV. Baktygulov, S. & Raeva, R.(2010). Creating Value for All: Community-Based Tourism. New
York: United Nations
Development Programme.
Batra, A. (2014). Floating markets: balancing the needs of visitors as a tourist attraction and locals way of life.
A case study of Talingchan Floating Market, Bangkok Thailand. International Journal of Hospitality &
Tourism Systems, 7(2).
Boonratana, (2010). Community-Based Tourism in Thailand: The Need and Justification for an Operational
Definition. Kasetsart Journal. (Soc. Sci) 31 :pp 280 - 289

Community Development Department, Ministry of Interior Government. (2018). Retrieved from
http://nawatwithi.com/en/projects-background/
Government Saving Bank. (2018). Industry Update. Retrieved from
https://www.gsb.or.th/getattachment/75c08f31- a88f-4518-bd5920b073e9ad43/6_travel_12_61_detail.aspx
Kontogeorgopoulos, N., Churyen, A., & Duangsaeng, V. (2014). Success factors in community-based tourism in
Thailand: The role of luck, external support, and local leadership. Tourism Planning & Development,
11(1), 106-124.
López-Guzmán, T., Sánchez-Cañizares,S. & Pavon, V. (2011) Community - based tourism in developing
countries: A case study. TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL
OF TOURISM
Volume 6, Number 1, Spring 2011, pp. 69-84
Mayaka, M., Croy, W. G., & Cox, J. W. (2018). Participation as motif in community-based tourism: A practice
perspective. Journal of Sustainable Tourism, 26(3), 416-432.
Manaf, A., Purbasari, N., Damayanti, M., Aprilia, N., & Astuti, W. (2018). Community-Based Rural Tourism in
Inter-Organizational Collaboration: How Does It Work Sustainably? Lessons Learned from
Nglanggeran
Tourism Village, Gunungkidul Regency, Yogyakarta, Indonesia. Sustainability, 10(7), 2142.
Mtapuri, O., Giampiccoli, A., & Spershott, C. (2015). Community-based tourism research in academic journals:
A numerical analysis. African Journal for Physical Health Education, Recreation and Dance, 21(2),
688-705.
Nchor, A. A., & Agbor, C. O. (2018). Local communties attitudes and perceptions towards community based
tourism in Iko Esai Community, Cross River State, South East, Nigeria. Int J of Res–Granthaalayah,
6(1), 69- 79.
Nitikasetsoontorn, S. (2015).The success factors of community-based tourism in Thailand. NIDA Development
Journal. 55(2), 24-58.
Nyaupane, G. P., Morais, D. B., & Dowler, L. (2006). The role of community involvement and number/type of
visitors on tourism impacts: A controlled comparison of Annapurna, Nepal and Northwest Yunnan,
China. Tourism management, 27(6), 1373-1385.
Okazaki, E. (2008). A community-based tourism model: Its conception and use. Journal of sustainable tourism,
16(5), 511-529.
Park, E., Phandanouvong, T., & Kim, S. (2018). Evaluating participation in community-based tourism: a local
perspective in Laos. Current Issues in Tourism, 21(2), 128-132.
Pookaiyaudom, Gulapish (2012) A Comparative analysis of international and domestic tourists' perceptions of
community-based tourism: the case of Pai, Thailand. Doctoral thesis, University of Central Lancashire.
Pookaiyaudom, G. (2013). The integrated learning of community-based tourism in Thailand. Procedia-Social
and Behavioral Sciences, 106, 2890-2898.
Purbasari, N., & Manaf, A. (2018). Comparative Study on the Characteristics of Community-Based Tourism
between Pentingsari and Nglanggeran Tourism Village, Special Region Yogyakarta. In E3S Web of
Conferences (Vol. 31, p. 09007). EDP Sciences.
Rojchanaprasart, N. & Tongnunu, P. (2013). Coastal Residents’ Perceptions of the Impact of Community-based
Tourism. Nida development journal, Vol.53, No 4.
Sebele, L.S. (2010) Community-based tourism ventures, benefits and challenges: Khama Rhino Sanctuary Trust,
Central District, Botswana.
Sloan, P., Legrand, W., & Simons-Kaufmann, C. (2014). A survey of social entrepreneurial community-based
hospitality and tourism initiatives in developing economies: A new business approach for industry.
Worldwide Hospitality and Tourism Themes, 6(1), 51-61.
Suansri, P. (2004). Developing Tourism Markets for CBT in Asean. National Research Council of Thailand,
Thailand Science Research and Innovation (TSRI).
Tosun, C. (2000). Limits to community participation in the tourism development process in developing
countries. Tourism management, 21(6), 613-633.
Wattanakuljarus, A., & Coxhead, I. (2008). Is tourism-based development good for the poor? A general
equilibrium analysis for Thailand. Journal of Policy Modeling, 30(6), 929-955.

52. TRIPARTITE COOPERATION AMONG UNIVERSITY, INDUSTRY, AND CIVIC
ORGANIZATIONS IN DEVELOPING SUSTAINABLE DEVELOPMENT GOALS (SDGS)
THROUGH HERITAGE WALKING TRAILS- “EXPLORING TAINAN”
Hui-Wen Lin
Institute of Creative Industries Design National Cheng Kung University
Tainan, Taiwan
e-mail: hwlin@mail.ncku.edu.tw
ABSTRACT
Tourism can contribute to the achievement of the United Nation’s Sustainable Development Goals
(SDGs). Meanwhile,universities and academiain general are uniquely positioned to assist with the fulfillment of
the SDGs. National Cheng Kung University was established in 1931 and is situated in Tainan, the oldest city in
Taiwan. With roots stemming from Taiwan’s earlier know history, Tainan is an important city that demonstrates
the successful integration of historical elements from various periods. This study focused on an innovative
intercollegiate core course that was linked with local resources and the rich history of the city to spur
cooperation among academia and the public and private sectors in overseeing the operation of 12 heritage
walking trails showcasing a number of historical sites and developments in Taiwan, including archaeological
sites, aboriginal migration, Dutch and Japanese colonial history, industrial history, and traditional crafts. The
trails promote knowledge of Taiwan’s cultural heritage by including stops at a various types of sites such as
castles, ceremonial/martial/god/goddess temples, the remains of city walls/gates, important markets, a harbor, a
military site, a merchant hall, historic conservation zones, a holy palanquin, botanical parks, the old Tainan
Magistrate’s residence,and the prefecture hall, among others. Through the tripartite cooperation among the
university, industry, and civic organization, students in the course were provided with the knowledge, skills, and
motivation to understand the beauty and power of the historic city in an in-depth manner. The cooperation
further helped to achieve the goals of developing sustainable cities and communities, encouraging responsible
consumption and production, and strengthening private / public partnerships involving multiple stakeholders,
asstatedin SDGs 4,8, 11, and 12. Unlike in the case of some tourist attractions intended for the general public,
the aforementioned tripartite cooperation resulted in the development of heritage trails that effectively
redesigned and repackaged various existing resources to provide themed tours for freshman that allowed them to
access important knowledge, delivering evidence-based pathways and innovations to underpin the fulfillment of
the SDGs through cross- institutional and cross-sector cooperation between academia and industry.
Key Words: tripartite cooperation, heritage walking trail, Sustainable Development Goals (SDGs), historic city
INTRODUCTION
The UN Sustainable Development Summit was held on the year that marked 70 years since the United
Nations’ founding. This event led to the establishment of an agenda titled Transforming our World: The 2030
Agenda for Sustainable Development, which focused on the Millennium Development Goals that had yet to be
achieved. In consideration of the problems faced by our world, and in order to uphold equality and human rights
obligations, the agenda set out 17 Sustainable Development Goals (SDGs) and 169 targets that will serve as
guidelines for cross-border cooperation among member states up to 2030.
Since 2015, National Cheng Kung University (NCKU) has been working toward becoming a university
of excellence characterized by the attainment of its social responsibility and social influence objectives. To this
end, the university has established a number of basic objectives (i.e. the translation of high-end research, the
development of humane smart technology, the utilization of scientific research results to guide national policies,
the development of world-class industry-academia cooperation, the establishment of an entrepreneurial
ecosystem that aligns with national goals, and the implementation of global and local social innovations) with
the purpose of creating an all-rounded university of the future with respect to teaching, research, and social
responsibility. Furthermore, 2015 also saw the Taiwan-based NCKU assuming a key role in linking city to
industry.Given the university's location inTainan, a city with a rich heritage and unique historical status, NCKU
has been seeking to transform the city into a point of creative convergence for global talent. Universities are
often regarded as the ivory towers of learning (Omisore,A.G.,Babarinde,G.M.,Bakare,D.P.,&AsekunOlarinmoye,E.O.,2017) Innovative cooperation requires the interaction of agents from the environment,
knowledge generators, and innovation incentivizing policies (Oskar Villarreal & Nuria Calvo, 2015). Relatedly,
NCKU has been aiming at the fulfillment of SDGs for academia through developments in related policies. The

motivation for this study was to examine how an innovative course combined with heritage tourism could reveal
and illuminate cross- disciplinary and cross-sector collaborations. The research focused on two research
questions: (1) How did the planning and design of the university course connect to SDGs? (2) What special role
does a university play in a historic city, and what effect do heritage walking trails have on a city? The author
utilized a qualitative research method that included conducting indepthinterviewswiththreeparticipantswhotookontheroleofkeyplanners of the heritage walking trails. These
participants were a post-doctoral fellow in the NCKU museum, a professor in the university’s department of
history, and an in-house professional tour guide. The in-depth interviews were conducted during the period
when the heritage walking trails were being built and delivered between February and May and covered issues
relating to their operation, execution, and evaluation. The study utilized the qualitative data analysis software
NVivo 12 to answer research questions.
University’s Role in Promoting Tourism in a Historic City
Universities have been increasingly focused on developing specific missions integrating teaching,
scientific research, community services, social practices, and social innovation (Owens TL,2017; NCKU,2018).
Meanwhile, corporate and for-profit universities are beginning to emerge as serious competitors in the field of
higher education (Meister, 1998; Mowday, 1997). Although it is increasingly a matter of government policy to
encourage universities to raise private funds and generate multiple revenue streams from various sources, such
experimental pilot projects funded by the Ministry of Education, universities can also act as opportunity
providers and catalysts to deepen the understanding of implementation for affective and coherent policies
(Griggs DJ, Nilsson M, Stevance A, McCollum D, 2017), as well as analyze and enhance connections and the
cross-sector implementation of SDGs and associated trade-offs. (FadiEl-Jardali, Nour Ataya & Racha Fadlallah,
2018). With these goals in mind, the Ministry of Education awarded the Cultivation of Humanities and Social
Sciences Interdisciplinary Knowledge Application Capability grant to NCKU, which then led to the launch of
the LDT (Liberal Arts/Design/Technology) School pilot project. The project began with an organizational
system reform that served to overturn the traditional project operation model, such that actions can be taken in a
bottom-up manner, independently of the university's research centers, and teachers are able to independently
establish organizations and experiment with innovation models for humanities teaching. At the same time, the
university's president utilized the school's planning resources to develop the NCKU Humanities 10-Year Plan.
In order to achieve the objectives of this plan, students were deliberate
lybroughtoutofthecampusandencouragedtofocus on urban cultural tourism. This approach enabled them to care
for the city, the land, and the environment by first raising their environmental awareness and developing their
ability to connect social issues. NCKU's students mostly come from middle-class Taiwanese families, in which
parents generally emphasize the acquisition of
professionalknowledge,butneglectthesocietalconnectionsthattheirchildrenform.Asaresult,studentstendto
concentrate on their academic results, but fail to pay attention to or care about issues beyond their homes. They
are also often incapable of understanding or empathizing with the members of other social groups and social
classes.
In the face of a rapidly changing global landscape, it is necessary for us to confront the
abovementioned phenomenon at the higher education level. Universities need to look past the goal of improving
enrollmentrates,andinsteadfocusongoalsrelatingtoteachingandlearning,scientificresearch,andcommunity service.
In particular, SDG Target 4.7 directly calls for schools to introduce sustainability concepts (e.g., climate change,
human rights, and equality) into their curriculum design. For universities, the ongoing challenge lies in how they
should contribute to SDGs. In 1990, a number of university leaders signed the Talloires Declaration, which
defined the role of a sustainable university and set out an action plan for universities to promote sustainable
development (NCKU became a signatory in 2014). Independently implemented policies will not contribute to
the attainment of SDGs; instead, universities and their departmental units should work together in multiple areas
to develop robust education systems that increase the capacity of educational units. In a Global Education
Monitoring Report released by the United Nations Educational, Scientific and Cultural Organization
(UNESCO), Taya Louise Owens (2017) proposed that starting with regional cooperation is an effective strategy
for increasing the capacity of educational units, and that the establishing a regional cooperation models will
contribute to the attainment of SDGs.In response to global and social changes, universities could take lead in the
cross-departmental application of SDGs, so as to provide a priceless supply of education and research experts.
In order develop policies that align with SDGs, it is also necessary to incorporate local considerations into codesign and co-production projects, hence the importance of organization-based partnerships with respect to the
pursuit of SDGs within academic circles (Fadi El-Jardali, Nour Ataya & Racha Fadlallah,2018).
Development of SDG-oriented core institutional indicators by NCKU
In 2012, NCKU formulated a 20-year development strategy that covered the student population, human
resources, space utilization, financial resources, and organizational development, and aimed to transform NCKU

into a top university through the utilization of pooled knowledge, introspective reviews, and visionary planning.
NCKU contemplated and dedicated itself to its future development with SDG Goal 4 (i.e. quality education) in
mind. Since quality education is closely linked to the other 16 goals, the university's future development was
also guided by the need to address the real issues that we face, which requires the combined efforts of national
governments, global business networks, and non-governmental organizations (NGOs), so as to influence the
important policies, economies, budgets, and sometimes cultural factors of major countries. To this end, NCKU
proposed the pursuit of SDG-oriented institutional goals through the integration of school resources, and by
focusing on the following basic objectives, namely the translation of high-end research, development of humane
smart technology, utilization of scientific research results to guide national policies, development of world-class
industry-academia cooperation, establishment of an entrepreneurial ecosystem that aligns with national goals,
and implementation of global and local social innovation. Our study examined the integration of a city-related
general course with the Exploring Tainan heritage walking trails (which met SDG Goals 4, 8, 11, and 12), and
compared NCKU's efforts to achieve the SDGs with the development of institutional goals by university
departments. Furthermore, a comparison of aims for sustainable tourism (ASTs) and SDGs was also carried out,
in an attempt to explore how NCKU’s pursuit of SDGs in conjunction with its proposed introduction of an
innovative heritage walking trail (i.e. Exploring Tainan) can be further improved and adjusted, as well as
identify areas in which improvements could be made in order to achieve sustainable global tourism goals
(Table1).
Table 1
Mapping of SDGs with AST (Aims for Sustainable Tourism) and the NCKU institutional concept goals
for the development of SDGs. (Analyzed by author)

In Table 1, the solid-line ovals indicate the SDG content covered by NCKU’s institutional goals
(NCKU IGs), while the dotted-line ovals indicate the NCKU IG items that should be more closely aligned with
the SDGs. More specifically, the table shows that there is room for improvement with respect to the alignment
of NCK UIGs with SDG Goal 12 (i.e.ensuring sustainable consumption and production patterns), and also
highlights the efforts to cultivate employment quality and the lack of emphasis on biodiversity among the AST
items. The table also indicates that more could be done to strengthen and deepen efforts to achieve SDG Goal 11
(i.e.making cities and human settlements inclusive, safe, resilient and sustainable). This analysis should be
conscientiously studied since a university should ideally play a bigger role in addressing and responding to daily

living and residence-related issues. A university could help people to live better lives through research and
innovation, and this also represents an excellent opportunity through which it can connect its campus to the city.
In-depth interviews were conducted with three heritage trail planners, and with respect to the first
research question (i.e.how the incorporation of the heritage walkng trails into the university's curriculum design
aligns with the SDG core), it was revealed that the university was able to provide its teachers and students with a
real working environment in which knowledge could be applied and created, and that the city was able to serve
a key segment of its population by providing them with a “live” classroom. This allowed for academic
perspectives to be utilized in the thematic and systematic planning of institutional development goals and further
contributed to the pursuit ofSDGs.

Figure 1 Alignment of the SDG core with the incorporation of the Exploring Tainan heritage walking
trails into the university's curriculum design (results obtained via an NVivo analysis)
Figure 1 shows how the SDG core aligns with the incorporation of the heritage walking trails into the
university's curriculum design. As can be seen in the figure, the key connections that align the SDG core with
the values of the Exploring Tainan heritage walking trails include the need for the school's administrative
system to support these efforts, the confirmation of the university's status in the city (which also helped to
establish the importance of the university to the city), the utilization of the school's rich pool of professional
resources, and the university's role in enabling close cross-domain cooperation. With the university students
being the focus of teaching and knowledge transfer efforts for the Exploring Tainan heritage walking trails, they
were able to apply their creativity, skills, and discursive ability to convert the materials they had acquired from
doing the walking trailintoimportantcourseoutputssuchasdramas,apps,andliterarycreations, which can then be
"fedback"into the city. The heritage trail planners also played a pivotal role. They worked together to develop
the knowledge required to form themed routes, and demonstrated their understanding of the curriculum core by
transferring and disseminating this knowledge to the students. At the same time, these planners also worked
toward the school's institutional development goals, such that an alignment between SDGs and the goals of the
walking trails was achieved. More importantly, after the conclusion of the Exploring Tainan course, spillover
benefits can still be observed, as evident in students' ability to develop an expansionary knowledge system after
participating in the themed heritage trail. Both the students and planners considered this to be an important
benefit and output of the core curriculum. The figure also shows that it is easier for the general academic units
of a university to assume roles within the city. They can achieve this by working alongside the university's
interdisciplinary teaching units to enhance the value of specific application methods relating to SDG goals,
utilizing the route objectives set out by the school's curriculum planners, leveraging the support provided by the

school's administrative system, and establishing close inter-unit connections pertaining to teaching and
administration, so as to create a better alignment with the SDG core.
University’s Role in a Historic City
NCKU is located in the historic city of Tainan, which bears significance in terms of its culture, history,
and geography, as it was the gateway through which Taiwan entered the global trade system, as well as the site
of a rich variety of discoveries pertaining to prehistoric and aboriginal social activities and habitats, all of which
have given the city a unique history steeped in multicultural traditions. As a higher education institution that has
a strong science and technology background and is located in a culturally and historically rich city, NCKU seeks
to cultivate creative cross-domain talents who can adapt to the needs of society. The school believes in the
important concept of "Linking their students' education to their future lives." In this respect, the university can
be considered as an incubator for creativity, as well as the source of innovative energy in the field of humanities
and social sciences (NCKU, 2017). Being Tainan's first university, NCKU is located in the central region of the
city along its historical boundaries, hence the university's rich cultural history and important place in historical
discourses relating to the city. With the historic city receiving a growing influx of tourists and the 400th
anniversary of its founding fast approaching, the university had to look into how it could work more closely
with the city, and enable its students to work with the school's liberal arts teachers to plan culture- and historyoriented routes. Through these routes, new students were able to develop systematic, thematic, archaeological
thinking, and understand their city of residence on several differentlevels.

Figure 2 University's role in the city with respect to the planning of historical urban and themed routes
(results obtained via an NVivo analysis)
Figure 2 shows that the 12 trails that make up the Exploring Tainan heritage walking trails.These routes
were developed in accordance with the school's long-term institutional development goals and vision. In regard
to the planning of these heritage trails, the university served to provide a historical discourse of the city and
implement the practical Exploring Tainan trails (as achieved through trail planners (professors, postdoctoral
researchers,and resident guides) and trail guides), based fully on the unique qualities of the city as described
from a humanities perspective. These routes reflected the knowledge and information that the planners had
wished to convey,and students were subjected to post-design assessments in order to assess the benefits of such
courses.Worksheets and questionnaires were administered the students who attended these courses, with the

purpose of understanding their learning outcomes, opinions, and insights. The figure also shows that the
university's role in the city was to share and support local community resources, so as to effectively influence
the experience of walking a trail within the city. This also demonstrated the uniqueness of the city's role, that is,
the living history formed from Tainan's unique archaeological history, multi-religious landscape, and special
cultural heritage. These are inexhaustible resources that teachers and students could tap into to plan themed
trails that adhered to the school's core ideologies and de-tourism principles. The themed trails were planned and
designed with the intention of transferring knowledge and in alignment with the UN's SDGs. Professional interunit cooperation allowed for the expansion of knowledge and experience in areas such as interaction with and
care for the community's elderly, internalization, life sciences, architecture, food sources, geology, agriculture,
and technology. Furthermore, the figure also indicates that planning principles and conditions for the trails,
which encompassexperience-based learning and adjustments, the transfer and interpretation of historical
knowledge, the desired goals for the trails, logistical and scheduling arrangements, and the designing of
worksheets, all of which were crucial to the implementation of the 12 heritagetrails.
CONCLUSION
This study primarily examined the Exploring Tainan heritage walking trail, and proposed an innovative
model under which the university, industries, and civic organizations can cooperate together to develop heritage
walking trails that exemplify the spirit of urban walking trails and can be incorporated into the schools general
core curriculum. When implemented in alignment with the university's institutional development goals, the 12
routes (which were developed and planned through joint effort) served as an application of the UN's SDGs. The
trails brought together professional fields that would otherwise have little contact with each other (covering a
multi-faceted range of themes such as archaeology, history, ethnic groups, people, religious beliefs, cultural
heritage, architecture, agriculture, water conservancy, ecology, environmental geography, urban studies, and
industrial economy); and over the two-year period since 2018, a total of 6,000 first-year students have taken the
Exploring Tainan heritage walking trail course and gained a deeper understanding of Tainan as a result. Under
this innovative teaching model, the students are also given the freedom to select four major Exploring Tainan
routes and four minor Exploring Tainan routes (out of eight routes), which enable them to explore Tainan's
history based on their personal interests and from a multitude of perspectives. With respect to local social
influence, the 12 themed routes cover the Anping Old Fort, the Old Five Channels, and the Kabuasua Siraya
Village, thus allowing students to carry out an in depth examination of Tainan's historical context and cultural
beauty and help fulfill the university's social responsibility. During the actual participation process, the students
will get to hear the stories shared by members of local communities, which will guide their in-depth
observations and demonstrate the multicultural vitality of Tainan's many localities. In this manner, the city's
cultural resources have now been brought into the "people's classroom" to serve as live teaching materials that
offer a vivid glimpse into the lives of the city'sresidents.
The study revealed that the historic city of Tainan is a vessel of knowledge. Through the application of
the university's humanities-related expertise, and under the guidance of teachers from various professional
backgrounds, students are able to explore the city via the walking trails and engage in direct two-way
communication with local communities, residents, and organizations. The implementation of the trails also
contributes to the development of a sustainable city and community, allowing for the utilization of a rich pool of
academic and industry resources and helping the school to achieve quality education as an objective. The
tripartite cooperation model is an innovative model that involves inter-unit, inter-organizational, and
interdisciplinary cooperation. The works borne from tripartite cooperation extend beyond campus walls and into
the local city and community, and the vitality and value of the city's rich cultural heritage are highlighted
through the results achieved via tripartitecooperation.

Figure 6 Tripartite Cooperation among University, Industry, and Civic Organizations in Developing
Sustainable Development Goals (SDGs)
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15. PHILANTHROPY: EVIDENCE FROM SMALL RURAL TOURISM BUSINESSES
Christou, P.,
Hadjielias, E.,
Farmaki, A.
Papachristodoulou, N.
ABSTRACT
Philanthropy is characterized by its ambition to bring about social change, while it has received
increased consideration in current years (Nickel & Eikenberry, 2009). This increased attention may be justified
due to its positive impacts on organizations (Lee et al., 2014; Wang & Qian, 2011). Nonetheless, philanthropy
remains a largely unexplored concept with academics urging for further research to appreciate its motives and
dynamics (Von Schnurbein et al., 2016; Zhang et al., 2016). Besides, organizational philanthropy is narrower in
scope than CSR (Farmaki & Farmakis, 2018), while its voluntary nature is emphasized (Von Schnurbein et al.,
2016). Most importantly, given that its practice by organizations is often motivated by financial interest and
ricochet prospects, the underpinned “love towards the other” notion that the concept demands, is dubious
(Christou, 2018; Bremmer, 2017; Papadopoulos, 2014). Moreover, the essence of philanthropy deems it
unethical for organizations to benefit from philanthropy.
This is where this study now turns to. More specifically, the scope of this paper is to explore further the notion
of philanthropy while using as an appropriate context of small rural tourism organizations. In doing so, it aims
to provide deeper meanings of this concept, within a context that is appreciated for its anthropocentric character
(Christou & Sharpley, 2019). The study focused on tourism-related small organizations in the countryside of
Cyprus. A qualitative approach through the use of in-depth interviews with rural businesses owners, was
deemed most appropriate for examining the notion of philanthropy in detail. The views of a variety of owners of
rural tourism small establishments were represented, in an effort to construct a sample that represented broad
and holistic circumstances (Christou et al., 2018; Griffin, 2013). Questions were generated from a list of general
open-ended questions, allowing informants to elaborate firstly on their understanding of philanthropy; Secondly,
whether they practice it and if so how and towards whom; Thirdly, why they practice it, and finally what
challenges and obstacles they observe in their attempt to offer it.
Study findings reveal that philanthropy is expressed through the offering of help to those (people and
organizations) in need. Informants concur that philanthropy should not necessarily be expressed through
monetary help. It can be channelled as a form of kind actions and words of support to those that need
psychological help. The main motive is underpinned through an “obligation” they perceive that they have
towards those in need. This obligation is supported by ethical morals, religious beliefs and societal influences.
Challenges being expressed, are clustered into lack of personal time to engage further in philanthropic actions,
the limited support by local authorities (such as, to organize a charity event) and uncertainty whether the money
given will actually be channelled to those in need. Theoretical implications of the study are reinforced through
the construction of a conceptual diagram which presents the dynamic process of channelling philanthropy. An
array of practical implications are also identified. For instance, the fact that organizational philanthropy may be
perceived as deceitful if customers understand that it is underpinned by other non-sincere motives. Such as, to
increase their money inflows, or promote the company image. Organizations, are hence urged to cultivate
sincere motives behind practicing philanthropy, otherwise they risk as being perceived as hypocritical.
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BASED SUSTAINABLE TOURISM DEVELOPMENT
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ABSTRACT
The Azienda Agricola Model is based on a value premise that the cultural landscape perspective is essential for
the preservation, successful maintenance and enhancement of wine regions. Organic wine production is a strong
selling argument and constitute the core of new brands in the wine trade. In this study the development of both
ecologically and economically viable wine enterprises is proposed, focusing on organic production, the use of
renewable energy, the conservation of viticultural landscapes, the complex product structure of the farmstead,
including both wine and wine-related products, agritourism, and a range of other relevant products and services.
Key words: Azienda Agricola Model, organic farming, viticultural landscape, wine tourism, multifunctional
agriculture
INTRODUCTION
France, Italy and Spain are among the most popular tourist destinations in the world including wine tourism.
However, wine tourism appears to be less well organized in these countries (and other EU countries as well)
than in the new world and substantially less academic research about wine tourism has been conducted in
Europe. Furthermore, the EU-28 countries had to face the economic difficulties caused by the ‘crise viticole’
(Jordan, Zidda, & Lockshin, 2007, Bettini, 2013, 2014, 2015), since many vintners struggled to sell their wines.
Producers had to realise that trying to sell as much “vin ordinaire” as possible was not a viable way for
economic survival and that they'd be better off making quality wines combined with on-site services such as
wine tourism and event organizations. Ironically, while wine tourism in the New World constitutes an integrated
part of the wine business, in Europe interest in wine tourism amongst producers only develops when there is a
viticultural crisis due to a sudden drop in sales, and perhaps a crisis in rural development (Bonnieux & Rainelli,
2000). Indeed, several studies showed that wine tourism, both as a method of direct marketing and a possibility
to increase on-site sales can have a positive impact on future wine sales (CNCCEF 2009; Bettini, O. 2013).
Important factors in the development of wine tourism are the quality of service for tourists provided by the
producers, brand loyalty developed by returning visitors and cooperation with local and/or regional authorities
to develop a better infrastructure in order to enhance the accessibility of viticultural locations (Mitchell and Hall,
2004; Mitchell, 2006). However, in very famous wine producing areas where the producers export the main part
of their wine, such as Champagne, wine tourism sometimes might be regarded as a source of useless expenditure
and time costs in the light of their current success (Charters and Menival, 2011). From a strategic viewpoint it
should be worth to investigate, if there is a relationship between wine tourism and the behaviour of consumers,
which could influence the future export sales of high reputation wine.
The main attractions of wine tourism are the quality and uniqueness of wines, the famous brands, the complex
product structure of the winery, the gastronomy, the terroir and the viticultural landscapes, the cultural heritage
of the wine region, other touristic attractions, which can be included in programme packages (e.g. wellness
recreation, health tourism, etc.), wine routes, accessibility, infrastructure and the quality and style of
accommodation and other services, such as wine tasting courses, practical training: “make your wine”, personal
trezor of wines, etc.
Wine tourism is therefore very beneficial not only for a number of individual wineries to sell their wines directly
to the consumer, but at the same time improving the overall economy and infrastructure of an entire region.
According to Byrd et. al (2016) there are three groups of touristic services and products in a wine region: the
“core product” refers to the wine itself, “augmented services” include all services and activities within the
control of the winery, such as vineyard and winemaking activities, customer service, and social or wine club

events, and finally, the “ancillary services” refers to services and activities that are mostly out of control of the
winery, including other regional tourist activities, local entertainment, lodging, and transportation (Fig. 1). The
results of recent research showed, that core benefits such as tasting the wine and purchasing wines were the
most important factors to attract tourist to a wine region or a certain winery. Augmented benefits, i.e. other
factors that can be controlled by the winery such as the vineyard setting or attending a winery event, were the
next most important factors while ancillary services like visiting a historical or cultural attraction or utilizing
outdoor recreation services were considered important, though not nearly as important as all other core and
augmented factors (Byrd et. al, 2016). A special branch of wine tourism is the eco-wine tourism. As organic
wine production increases, the number of wine tourists interested in ecological farming is growing generating
additional income for environmentally conscious, committed vintners.

Fig.1 Core-products, augmented and ancillary services in a wine region. Source: modified after Byrd
et. al. 2016.
Wine routes are also a type of promotion tools for wine tourism. Wine routes are touring routes taking in several
wine service providers which are open to the public for wine tasting and the sale of wine. Wine routes have
three different types: classic wine routes are the traditional trails which can be followed by tourists. Thematic
wine routes have a certain topic which is linked with wine (like gastronomy, nature or culture) while open wine
routes are a network of different places related to wine (Bujdosó & Dávid, 2007).
THE QUALITY AND UNIQUENESS OF WINES AND THE TERROIR
The character and the quality of wine depend on the grape variety, the soil, the climatic factors, the viticultural
factors, the oenological practices, the methods of maturation and ageing, the treatment, time and storage
conditions (Fig. 3; Jones et. al. 2004). In order to define the main environmental factors of grape cultivation, the
French concept of terroir has been introduced, which is the complete natural environment in which a particular
wine is produced, including factors such as the soil, the climate with its often variable weather, exposure to
sunlight and number of sunny hours, ambient temperatures in the air and in the soil, elevation and aspect, natural
drainage, access to water and nutrients, the ability of the soil to retain water in the dry vintages and allow for
natural drainage in the wet seasons and, sometimes, even the grape variety and the cultivation method (Wilson,
1999; Fanet, 2004). These are some of the most important elements that alter the performance of the vines and
the grapes in every vintage and determine how a grape will ripen, develop and taste.
Thus, in wine tourism the concept of terroir became one of the most important attractions, adopted worldwide,
as it is determinative not only for the quality and character of the wines, but it is also an important component of
branding, strengthening the image and the marketing of a certain producer or a whole wine region. A
particularly interesting and determinative factor concerning the character of wines as selling arguments in the
wine tourism business is any unique wine making method or technology, which results in a high quality, unique
wine. There are a number of well-known examples from all viticultural areas of the world. We have previously

mentioned the Champagne region in France, where the “Methode Champenoise” was borne and conquered the
world or the passito technology in the Valpolicella region of Italy, giving excellent amarone and recioto wines,
the Tokaj wine region in Hungary known of its aszú and szamorodni wines or the heavy ice wines of Germany
and Canada or wines produced with the palaeolithic kvevri-method in Georgia, etc. – the list can be very long
and embrace all wine regions including their traditional and modern oenological technologies, the craft skills
and the rich cultural heritage of these viticultural areas.
When analysing the quality and uniqueness of wines, we shall not forget to mention the rapidly growing
production of organic and biodynamic wines and the organic and biodynamic viticulture. The high-quality,
additive-free wines, thriving vineyard landscapes and the cultural heritage of wine regions with substantial
organic production constitute the main resource for many destinations of wine tourism. Tourists are increasingly
interested in visiting unspoiled viticultural locations, which encourage vintners to apply ecologically sustainable
practices and expand their business with touristic facilities. As the environmental knowledge of wine-consumers
increases, their changing attitudes influence the perceptions of the environmental policies, product structures,
branding and marketing strategies of vintners. Since sustainable consumption is based on a number of decisionmaking processes regarding the social responsibility of consumers, one possible opportunity of incorporating
environmental responsibility in planning wine consumption and tourism is targeted marketing towards those
consumers who are interested in protecting the environment and their behaviour leads to a reduction of the
ecological footprint. Organic viticulture seeks to create robust and healthy soils and vines through proactive
vineyard management in order to foster resilience, biodiversity and balance in the healthy agroecosystems of
vineyards, even accepting lower yields (Némethy et. al. 2016). Another important aspect of organic viticulture is
the revival of traditional cultivation methods, in many cases the use of horses instead of machines in the
vineyard, developing traditional crafts connected to viticulture and winemaking, restoring the built heritage of
viticultural locations such as ancient wine cellars, farmhouses, manor houses or chateaus, and nurturing the
intangible cultural heritage of the region. This will create the base of touristic products for sustainable wine
tourism, which in this case can be regarded as a special ranch of ecotourism.
The aforementioned system of factors, which determine the character and the quality of wine, the main services
of wine tourism and the cultural heritage of the wine region constitute the basis of all wine-related and wine
heritage inspired touristic products, as it will be demonstrated in the following analysis with particular emphasis
on the viticultural landscape.
CONSERVATION AND MANAGEMENT OF VITICULTURAL LANDSCAPES
The winegrape is a high-value specialty crop which shape the viticultural landscape and can both benefit from
and contribute to conservation because producers and consumers increasingly value environmental stewardship.
However, potential expansion of cultivated areas, either to meet future wine demand in an economically viable
way or in response to climate change, means that decreasing the environmental impact of viticulture is critical
for biodiversity conservation keeping in mind all the other components of the landscape including the built and
intangible heritage. Viticultural landscapes or winescapes are unique, structurally rich rural landscapes, that are
shaped by the presence of vineyards, wine-making activities, the wineries and wine stores, the settlements and
the infrastructure related to winemaking, and the terroir, the previously explained holistic concept that relates to
both environmental and cultural factors that together influence the grape growing to wine production continuum
(Biagioli et.al. 2015). Thus, the viticultural landscape is shaped by both physical factors that influence the
process of matching given grape varieties to their ideal climate along with optimum site characteristics of
elevation, slope, aspect, and soil, the cultivation methods determined by these factors, the heritage of buildings
and the built environment, a wide range of intangible factors, traditions, trades and crafts, visual arts and the
written heritage. Furthermore, although previously mentioned, the importance of the vine elements of the
landscape should be underlined, since the control system, trellising and pruning together compose the
architecture of the vegetation. The importance of the vine as a compositional element of a vineyard landscape
that changes with the seasons as an animated picture is obvious. Where viticulture is successful it transforms the
local landscape into a combination of agriculture, industry, and tourism (Peters, 1997). It is also important to
emphasize the role of healthy agro-ecosystems, which interact with surrounding natural ecosystems. From this
perspective, the viticultural landscape can be interpreted as a perception of agroecosystems, valued for
conservation and sustainable use as aesthetic, cultural, recreational and touristic products (Abraham et.al. 2014).
It is considered as an environmental service and cultural heritage according to the International UN Conference
1972 (Paris, France). Viticultural landscapes constitute a very special category of touristic products, which can
be beneficial for the economy and the heritage conservation of a wine region, but they are also sensitive to the
adverse impacts of mass tourism.

There are a number of successful initiatives for the conservation of viticultural landscapes. One interesting
example is the Mission Val de Loire organized by in partnership with InterLoire and the Loir-et-Cher Chamber
of Agriculture in France. Val de Loire was listed as a “cultural landscape” in 2000, in fact a unique viticultural
landscape since vineyards cover 15% of the Val de Loire World Heritage site and, therefore their preservation is
a top priority (Val de Loire - Loire Valley World Heritage, 2011). There are two threats to the viticultural
landscapes of Loire: a weakened economic sector and uncontrolled urbanisation developing to the detriment of
rural areas. The Fontevraud International Charter was created in 2003 at the initiative of Mission Val de Loire
and the Loire wines Interprofessional organisation with the intention to protect these landscapes with the
involvement of local authorities, state departments, and tourism and culture professionals. As a new
development in 2009, the town of Montlouis-sur-Loire, in collaboration with the Côtes de Montlouis
Viticultural Union, set up a Zone Agricole Protégée (ZAP – Protected Agricultural Area) in order to protect
winegrowers from losing their farms by prohibiting urbanisation in reserved sectors. The town also intends to
enter into a partnership agreement with the Versailles School of Landscaping to highlight these landscapes
which add so much to the Appellation’s appeal and fame.
Viers et. al. (2013) coined the concept of vinecology — the integration of ecological and viticultural practices
— in order to create win-win solutions for wine production and nature conservation, where the goal is a diverse
landscape that yields sustainable economic benefits, species and habitat protection, and long-term provision of a
full range of ecosystem services. Similarly, the aforementioned risks identified in the VITOUR Landscape
Project, which threaten the viticultural landscapes, should be taken into consideration in the construction of local
or regional development plans.
MULTIFUNCTIONAL AGRICULTURE AND THE AZIENDA AGRICOLA MODEL
In order to eliminate the damaging effects of traditional, often monocultural, agricultural production, the
development of a sustainable ecological economy and multifunctional agricultural businesses is gaining ground
worldwide. In the European Union countries, food safety, the production of food without additives, the sale of
special local and regional products within the given region, as well as the development of tourism based on local
characteristics are becoming more and more important. The conditions for this can be achieved through
sustainable, multifunctional, precision and ecological agricultural production and food processing. In many
cases, the multifunctionality of agriculture is a prerequisite for organic farming and the economic and social
sustainability of local enterprises based on such products. This, of course, requires a reinterpretation of
agricultural production, product design, and agricultural products. Modern multifunctional agriculture therefore
involves the use of the most advanced precision technologies, which of course does not exclude the revival of
certain environment-friendly traditional methods, the use of renewable energies, zero-waste waste management,
complex finished product-based management, and a system of related services, such as agritourism, which can
include both ancillary services and the sale of products locally.
The grapevine is a multi-functional plant regarding the number of products, which can be extracted from it:
fruit, raisins (from special cultivars), grape juice, a whole range of wines, brandies, cognac, grape seed and
grape skin flour and extracts known of their medical value, grape seed oil, grape marmalades and jellies, animal
feed and, finally, plant fertilizers from those vineyard residues, which could not be used for anything else.
Polyphenols and stilbene compounds known of their anti-carcinogenic effects and usefulness for prevention of
cardiovascular diseases were isolated from grape skin and grape seed. Furthermore, according to Rayne (2007)
even grape canes as agricultural waste from commercial viticultural activities represent a potentially important
source of the well-known medicinal and anti-phytopathogenic stilbene compounds such as trans-resveratrol and
trans-e-viniferin, which can reach a concentration of up to 5 mg/g dw and 2 mg/g dw, respectively, and can be
quantitatively extracted from the cane residue using low-cost, environmentally benign, and non-toxic aqueous
alcoholic solvent systems such as ethanol : water mixtures. Based on this multifunctionality, we propose a
holistic concept for management of viticultural landscapes, where the general sustainability issues of
microregional management (Dinya, 2012; Némethy & Dinya, 2014), the ecological aspects, the economical and
societal factors and the conservation of the complex cultural heritage of the landscape from the viewpoint of
wine tourism are reflected. We named this concept after the Italian tradition of agritourism, which combines a
number of products and services on site often involving educational elements: this is the "Azienda Agricola
Model" (Fig. 2). This model is based on the complex production structure of farms, where the main business is
the production of wine and wine related products, in ideal case organic production, but many other products and
services complete the profile of the vinicultural enterprise, which has many natural resources that favour
tourism. The Azienda Agricola Model integrates the functions of organic farming, food processing and a range
of services based on the sustainable use of ecosystem services. Although the model was originally developed for

wine producing enterprises, taking into account their extraordinary tourism potential, it is also well suited to all
agricultural businesses, fisheries, forestry and game management sectors.
This holistic structure of agricultural production and management enables vintners to develop a complex
product structure, which is a complement to wine and vine product range, utilizing everything that the farm can
offer: in warmer countries olive trees, orange plantations while in other areas useful cover crops, medical plants,
spices and herbs, a wide range of handmade foods from small scale animal husbandry, honey and even artefacts,
products of traditional crafts rooted in age-old agricultural traditions may enrich the product range and
contribute to the image of the wine estate. The interest in organic food and drinks is continuously increasing,
even for the wine industry, since organic wines, after initial difficulties, have reached the highest quality
standards. In this way old brands can be revitalised, and new ones created, contributing to a successful
development of touristic products for wine tourism.

Figure 2. The Azienda Agricola Model of organic wine production and integration of wine tourism into the
management structure. Although this model is applicable even for the so called traditional (i.e. non-organic)
wine production, the value of organic image is increasing with the environmental awareness of tourists and wine
consumers. The model clearly shows the connections between the possible activities and products of an organic
wine business and its connections to planning and conservation of viticultural landscapes and their cultural
heritage.
CONCLUSIONS
Wine tourism (or oenotourism) is a complex branch of the tourism industry and requires a wide range of
competences for touristic product development marketing and management. Wine tourism, when carefully
planned according to the ecological, economic and social conditions of the wine region, may greatly contribute
to the economic viability of wine estates.

The cultural landscape perspective is essential for the preservation, successful maintenance and enhancement of
wine regions, which have to face a number of threats including both natural and anthropogenic factors.
Particularly important risk factors and conflict sources are those, which can destroy or substantially change the
appearance of the viticultural landscape and accessibility to ecosystem services and include alteration of
traditionally shaped wine hills, impaired access to water (riverbanks, lake shore and marine coastal areas) and
conflict between exploitation and conservation.
Organic wine production and, generally, organic farming, can be a very strong selling argument and constitute
the core of new brands in the wine tourism, due to the increasing demand for organic, ecologically grown
agricultural products. Organic wine tourism can be linked to ecotourism programs and informal environmental
education alongside with wine appreciation training and wine fairs or international sommelier festivals.
The best strategy to develop a both ecologically and economically viable wine enterprise is to focus on organic
production, use of cheap and environment-friendly renewable energy, the conservation of viticultural landscapes
and the complex product structure of the farm, which include both wine and wine-related products, agritourism,
and a range of other products and services, which can be made available in the agribusiness: this is the Azienda
Agricola Model.
Agritourism contributes significantly to the economic and social sustainability of the precision and organic
farming structures, which is particularly important for small and medium-sized agricultural enterprises.
Agritourism also appears in many forms, but it also includes a non-formal training goal, which includes
familiarizing and protecting the cultural heritage of the countryside, the characteristics of cultural landscapes,
the values of the inanimate and living environment. Integration of organic farming and agritourism into one
system is implemented in the Azienda Agricola Model, based on Italian and Alsatian good practices, which was
originally developed for one of the most complex sectors of agriculture, viticulture and wine production, but this
model is perfectly applicable to all areas of agriculture where there is an opportunity to produce additional
products directly or indirectly linked to production, and to introduce new services.
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ABSTRACT
Heritage is the modern-day use of the past for tourism and other purposes such as education and
community development. A majority of tourist attractions and destinations in the world are based on elements of
cultural heritage. To ensure the long-term sustainability of heritage sites, there is a critical need to make an
optimal balance between tourism developmnet and conservation. Heritage does not simply exist in the domain
of tourism, but is closely interwined with notions of cultural identity and ethnicity and is very much part of
everyday experiens. Therefore, a need for heritage conservation is as critical as a drive for tourism development.
Poor and ineffective visitor management in heritage sites can lead to increasing the risk of degradation and
destruction (Park, 2014:57). Heritage conservation and tourism development are often regarded as being
contradictory and conflicting. The relationship between heritage and tourism is complicated since the main aim
of heritage organisations is to preserve and protect the historical environments, whereas tourism strives to
maximise the economic uses of heritage. Heritage has become an invaluable tourism product that is marketed to
meet the demands of the tourists. Effective heritage management facilitating local participation is essential in
ensuring the long-term sustainability of heritage sites. Community involvement in planning gives communities
an opportunity to voice their concern fortheway(s) their heritage will be protected and demonstrated to tourists.
Its hould allow them asay in which artefacts, buildings and places they would like to have promoted as tourism
resources and which ones they would prefer to keep hidden. This can cultivate community pride and a sense of
ownership of heritage and tourism (McArthurandHall,1993b;Tabata,1989). A living heritage approach promotes
the empowerment of local communities and sustainable development. ICCROM has been running the Living
Heritage Sites Programme, which aims at developing and advocating a living heritage approach. Living heritage
approach concentrates on the community’s original connection with heritage and safeguards heritage within
thisconnection. Acoording to approach conservation process is primarily based on the recognition and
acceptance of the traditional care of heritage (Poulios, 2014:23). This study discusses the concept of a living
heritage approach on the basis of core community of KekovaRegion.Kekova is the name of a region in the
Province of Antalya, between Kas and Finike that has fascinating islands, bays and ancient cities. It is a
remarkable example of cultural continuity, and a living cultural assets as well. The purpose of the study to
identify core community’ association with site and their role in site management. Also present study tries to find
what kind of cultural heritage management approach is implementing in Kekova Region.
Keywords: living heritage approach, local community, sustainability, site management, Kekova
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ABSTRACT
During last decade special forms of tourism have been grown rapidly as an effort to enhance tourism
experience to various destinations around the world. Wellness and Spa tourism are examples of forms of tourism
that are growing fast in terms of demand. It is widely accepted that Wellness and Spa tourism – similarly to other
special forms of tourism – need a standard of substantial services and appropriate legal framework in order to
achieve successful and sustainable development. Otherwise, the full dynamic of these forms is not exploited.
Greece has developed these two forms since the late decades of 19th century and has a great variety of
destinations with different level of services. On the other hand, well-known destinations have been
underdeveloped due to lack of appropriate management and legal framework. As a result, Greek authorities began
an effort to establish the appropriate framework to assist the development of Spa and Wellness Tourism as well
as other special forms of tourism. During this effort it is essential to take into account specific characteristics of
destinations and locals’ opinion about the tourism development so as to include the necessary level of flexibility
to the proposed framework.
This paper presents the perceptions of key informants (authorities, tourism business owners etc.) on the
issue of Spa and Wellness Tourism development at three Greek islands (Kithnos, Santorini & Milos Island).
Structured interviews (including closed and open-ended questions) have been implemented in-situ and the
collected primary data reflect the opinion of key informants to various issues such as: current situation of tourism
development at the selected destinations, characteristics of the appropriate framework for spa & wellness tourism
development, possible difficulties and so on. Finally, the paper comes up with recommendations and useful
conclusions regarding the development of special forms of tourism either to established tourism areas or to regions
that are at an initial stage of development.
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ABSTRACT
Thermopylae is a historical site with significant archaeological remains and also a Center of Historical
Information with new technology applications. This paper investigates and evaluates the tourism experience that
derives from the archaeological area and the Center. The research revealed the weaknesses of the experience due
to the lack of proper tourism planning of the area. It was stressed the contribution of the Center to an educational
experience inside the frame of tourism experience’ s benefits. Philoxenia is a set of attitudes and values
reflecting the Greek cultural background and define the quality of tourism experiences in every aspect .
Key Words: tourism experience, archaeological tourism, tourism planning, quality experience, philoxenia.
INTRODUCTION
Thermopylae is a place of international recognition and popularity because of the notorious Battle that
was held there between the Greeks and the Persian invaders, in 480 b.C. Essentially, it is a narrow passage
between Mount Kallidromo in the South and the Gulf of Maliakos in the North. It belongs geographically to the
Prefecture of Fthiotida in the Region of Central Greece and administratively to the Municipality of Lamia.
Because of the adversity of the point, the passage of the Thermopylae was of immense importance in
defending the invasion of the various conquerors, who occasionally oversaw the Greek lands. Undoubtedly, it is
one of the most famous battlefields in Greek and European history. From the ancient times, three straits were
formed here: the West, the Middle and the East. The distance between the first and last strait is 9 kilometers and
huge geomorphological changes have occurred in the 25 centuries that have passed, with major one, the
displacement of the Maliakos coastline by 8 kilometers to the North, due to the accessions of Sperchios River.
The “highlights” of the archaeological site are: 1. The Focian wall, which was built at the narrowest
passage and dates back to the 6th century BC. It is preserved in very good condition, 2. The Battlefield, a vast
area with no archaeological remains, where King Leonidas was killed and 3. The Hill of Kolonos, where the
final phase of the Battle took place. In 1939, the excavation that was held there, under the supervision of the
archaeologist Spyros Marinatos, brought to light a myriad of iron and bronze spears along with arrowheads,
remnants of the Battle.
In 2010, the Municipality of Lamia, after having achieved a European funding, founded, very close to
the archaeological area, the Center of Historical Information in order to provide visitors with the necessary
historical information. The new technology applications providing the information are of two types: a 3-D
movie lasting approximately 7 minutes and eight interactive touch tables. The applications were produced by the
cultural centre, Hellenic Cosmos. Thousands of tourists visit the archaeological site and the Center of Historical
Information every year, mainly during the summer months. More specifically, the Center has received 21.000
visitors from 1/1/2019 to 30/8/2019, while in 2018 it received 27.000 visitors, without having been counted the
tourists, who may have visited the archaeological site, but not the Center of Historical Information, as well.
Αll these elements make Thermopylae a very valuable cultural resource for the tourism development of
the region. Thus was born the need to investigate and evaluate the tourism experience, at the archaeological site

and its settings.
LITERATURE REVIEW
In their attempt to define tourism, Gunn & Turgut (2002) declared that tourism “is an abstraction. It
does not exist, at least not as a house exists. Tourism is not even a science, such as chemistry or geography.
Tourism is a field consisting of nature, program and action. It is only the 'pieces' of tourism and their fit that can
be designed (Gunn & Turgut, 2002:4). This combination ultimately constitutes the tourism experience and
encompasses all that a tourist experiences in the chosen destination, not only knowledge, feelings, activities,
services and goods, but also behaviors, lifestyles and communication, whether directly expressed or implied in
each expression of the tourist's interaction with the host society (Oh et al., 2007, Pine & Gilmore, 1998). The
key product of tourism is the useful experiences gained (Prentice, Witt & Hamer, 1998). The question arises as
to whether this experience can be measured and evaluated.
Newer and more instrumental theories, such as those by Richard Prentice et al. (1998), measured the
experience at cultural attractions, exploring the benefits that visitors gain from visiting them. Richard Prentice
(1998) investigated the motivation and experience of tourists, with a focus on the design of the sights and their
evaluation. Evaluating the tourism experience helps to improve its design and this is the main research objective
of this paper, as well.
Experience-based management recognizes in experience the end product of all actions and settings
(Bengston and Xu, 1993; Manfredo, Driver & Brown, 1983). Also intertwined with the importance of
experience is a causal-based management of benefits, as follows: Actions - Settings - Experiences - Benefits
(Driver, Brown, Stankey & Gregoire, 1987). The benefits can be psychological, cognitive, aesthetic, sharing of
values, understanding, working and interacting with others, reducing stress, increasing creativity and more.
"Hierarchical models" of recreational experience, with the causal chain of experience, as mentioned above, also
offer the opportunity to develop a typology of tourists based on benefits or emotions, as an alternative to the
more common categorizations based on socio-demographic characteristics or activities (Gitelson & Kerstetter,
1990). The categorization of experience based on one's belief system and achievement of goals has been mainly
explored by Ajzen (1991) in Theory of Planned Behavior (TPB). This theory links the behavior of a person with
his convictions.
The tourism experience is a complex process that depends on several elements, which are categorized
in two areas: 1.Elements outside of an individual, which can impact upon the experience of a destination, such
as destination characteristics, social and cultural components, tourism products, etc. and 2.Elements within an
individual, such as motivation, expectations, satisfaction, knowledge, feelings, memory, perception, individual
identity (Cutler & Carmichael, 2010: 9-11). According to Sharpley & Stone (2012), the tourism experience is a
multi-dimensional phenomenon, with dominant and fundamental elements, such as: 1. Tourist motivation, 2.
Images and expectations before travel, 3. Consumption experiences, 4. Tourist and local community relations.
To understand the tourism experience, one must understand the relationships between these structural elements.
The contribution of the sociology of tourism is crucial to understanding the tourism experience (Sharpley &
Stone, 2012). Cohen's (1979) typology that emerged by investigating the phenomenology of tourism, is an
important theoretical basis for deeper and more contemporary studies of the tourism experience. Olsen and
Timothy (2006), hold that what makes the cultural experience deeper is the tourist's personal relationship with
the destination and the deeper expectations he nurtures, such as in religious tourism, where tourists are both
pilgrims and investing psychologically and spiritually to destinations, through more meaningful aspects. The
correlation between tourism and pilgrimage appears in the theory of the sociologist Dean Mac Cannell (1973)
who was the first to apply the study of tourism to major sociological theories, such as Marx΄s, Durkheim΄s and
Levi-Strauss΄s. Like Boorstin (1964), he was interested in tourism and studied the lack of authenticity in modern
life, but in contrast with Boorstin's theory he regarded tourism as a way to live and experience authenticity. In
the modern world there is a rapid creation of new museums and exposure of the past in every convenient form
(Mac Cannell, 1973:62). All these heterogeneous things and situations that are exposed and claim the gaze,
constitute the equivalent of pilgrim centers and artifacts. The consumerism of the 20th century, the
commercialization as part of the everyday life, the dissemination of advertisements, caused a spiritual
retardation and a peculiar feeling of alienation to people, who searched authenticity in other places and times.
Cultural experience definitely has an educational aspect, as long as tourists obtain cognitive benefits
through this and education is regarded as a lifelong demand. Educational tourism is one of the fastest growing
special forms of tourism. It may appears in a great variety of formats but, despite the differences, all forms of
educational tourism have a number of points in common. Among these are, the idea that travel is as much about
self-improvement, as it is about relaxation, that learning can be fun, and that learning is for people of all ages
(Jeshna, J., 2019).
Regarding the concept of philoxenia, it is worth noting that “hospitality” and “philoxenia” are
synonyms, but not equivalents. When hospitality is identified mostly to the hotel sector, philoxenia means more.

It΄s about a way of thinking, a set of values and beliefs, a modus vivendi that indicates the openness and
friendliness of the host society to the guest (Katsaitis & Papaefthimiou, 2018). The mood for philoxenia reveals
mainly the willingness for relationship, for mutual influence between hosts and guests. The quality of services
tourists are offered in the host country, the kind of experiences they get are the ways in which tourists interact
with the host society and affect the quality of the experience (Jennings & Nickerson, 2006). Tourism is not
about destinations, it is about feelings, experiences, people. Philoxenia could become the managing tool for the
achievement of total quality services and experiences, exploiting the cultural background of the host country and
giving comparative advantage to Greek tourism.
METHODOLOGY
The quantitative data were collected using questionnaires, which were distributed to one hundred (100)
foreign tourists who had completed their visit to the archaeological site and the Center of Historical Information
at Thermopylae. Τhe duration of the investigation was from early July to late August 2019. Data were collected
by random sample, trying to achieve dispersion and representativeness. Excel's statistical analysis tools were
considered sufficient for descriptive statistical analysis, correlations, and histograms, according to the data
analysis.
The questionnaire was compiled in five question sections and the answers were given on the basis of
the R. Likert 5-point scale (1932). The question units are described, as follows: A. Investigation of the
demographic characteristics of tourists who participated to the research, B. Figuring out the cultural experience
of tourists at the archaeological site, C. Investigating the educational experience of tourists at the Center of
Historical Information, D. Evaluation of the overall experience at Thermopylae (archaeological site and Center
of Historical Information), E. Investigating the perception of “Greek philoxenia”.
For the research, qualitative data were also collected, after interviewing the chief archaeologist of the
Ephorate of Antiquities at Fthiotida and Evritania and the historian working at the Center of Historical
Information. Researchers have also realized an on-site observation of tourists' movements at the archaeological
site and the Center of Historical Information.
RESULTS
The demographic profile of the tourists, who participated in the research, is as follows:

According to the answers: (B1) 38% of the tourists did not walk at all at the archaeological area or only
a little and thus they lost the experience of exploring the archaeological site. The 46% of the tourists walked
around the site, but (Β2) 68% did not see the Focian Wall, a significant archaeological remnant (47% not at all
and 21% a little, which probably means that they saw it from below), (B3) 61% did not go up the Hill of
Kolonos (52% not at all and 9% probably reached the Hill, but did not go up to the top), (B4) 44% visited the
Battlefield, probably because it was easier to find it, as long as it lies at the same level with the ground and the
thermal springs. (B5) 46% did not manage to identify the different events with the actual landscape, (B6) 52%
was able to realize the geomorphological changes, that took place over the centuries. From the on-site
observation, it was found that no tourism planning has been implemented to the area. Τhere are no paths to reach
the archaeological finds and monuments, if one follows, no signs, no guidance by archaeologists or other
specialized staff. (B7) 39% do not believe that there were sufficient information signs. Ιt is really sad to think
that even (B9) 60% (very much and much) declared that it was a dream of a lifetime to visit Thermopylae,
finally did not fulfill the expectation, since they did not manage to see the authentic monuments. It is also worth
noting that (B8) 57% felt like “pilgrims” in a sacred place. The interview with the Head of the competent
Ephorate of Antiquities revealed that a Study of Improving Interventions has been carried out, has been
approved by the Central Archaeological Council, but not yet implemented at the area. The study envisages trails,
information signs, visitors' restrooms, shelters and other settings and facilities that would upgrade the tourism
experience. It was presented in a Memorandum of Understanding between the Periphery of Central Greece, the
Municipality of Lamia and the relevant Ephorate of Antiquities in 2016, where the Municipality undertook the
obligation to integrate the project into a European funding program about Sustainable Urban Development. The
project didn't fit in, because Thermopylae was judged outside the urban fabric. Also, the Ephorate had asked the
Electricity Company to undergo the cables, but received a negative response due to inadequate soil. As it was
confirmed by the answers, (B10) 75% (very much and much) declared that the pylons of Electricity destroy the
uniqueness of the landscape. Perhaps, it could be proposed to the Company to move the Pylons to the North,
instead of undergoing the cables.

According to the answers: Tourists had a better experience at the Center (C1) 93% enjoyed a modern,
functional and pleasant environment, (C2) 93% obtained the historical information they wanted, (C3) 79%
found the 3d movie interesting and (C4) 66% found the interactive tables entertaining and educational also. The
(C5) 50% of the tourists found the applications of the Center old-fashioned and simultaneously (C6) 79%
believe that new technologies are critical to achieving quality educational experience. The (C7) 75% stated that
the software of the applications must be updated, (C8) 84% confirmed the educational character of the Center
and (C9) 74% denoted that information technology is identified with development. It is remarkable that (C10)
99% strongly agreed with the need to be educated as long as they live. Since 2010, when the Center was
founded, there has been no improvement in the software and technology used by applications. The interactive
tables are already “not responding” to the touch of the visitors, while the 3-d film often “sticks”, causing great
stress to the staff.
Evaluating the overall experience, 53% of the tourists declared satisfied, but they expected more and
6% had a moderate experience with many expectations unfulfilled.

According to the answers: (E1) 79% are satisfied with the hospitality experience during their stay at
hotels, (E2) 80% have experienced spontaneous and authentic hospitality, (E3) 83% believe that the cultural
background of a destination is reflected in the way it accepts tourists and this is how the concept of philoxenia
emerges. (E4) 70% stated that philoxenia is services with integrity, (E5) 77% agree that philoxenia means
quality services with the expression of emotions, (E6) 51% declared that philoxenia is quality services by
applying formal standards, (E7) 76% perceive philoxenia as respect to the guest. Eventhough, (E8) 49%
declared that philoxenia means behavior typically professional, 51% believe this slightly and moderately. (E9)
47% declared that philoxenia is services with emphasis on quantity and (E10) 63% denotes that philoxenia can
be a management tool based on a specific philosophy strongly bond to the cultural background of Greece. The
above reinforces and demonstrates the potential of the cultural background of people, who interact with tourists
directly, as human resources at the hospitality sector or indirectly, as investors on tourism. The aim is to be
produced a spontaneous and emotional experience. This kind of interaction which is based on local identity and
culture, should not be limited by standardization models and templates, but should create new managing tools,
that will ensure quality services with unique features.
CONCLUSIONS
In conclusion, Thermopylae is a landmark of international recognition and interest, a symbol related to
the values of freedom and democracy. Though it is a unique cultural resource, remains untapped without tourism
planning or any function appropriate to receive tourists or visitors of any kind. Architectural design of the
archaeological area and function planning it is absolutely necessary to be implemented, also in view of the
2500th anniversary of the Battle, which is expected to attract tourists. The experience at the Center is better, but
the quest of updating the high-tech applications remains compelling, in order to respond to the constant
evolution of technology and provide quality educational experiences. Neglecting cultural resources, while at the
same time these resources are offered and advertised for tourism experience, through various brochures and
online sites as active and ready to receive tourists, diminishes the credibility of the country, depreciates the
tourism product and eliminates the principles of philoxenia, as a guarantor of quality tourism product and
services.
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ABSTRACT
This study explores the sieving ratio related to Jewish Heritage tourist attractions in Thessaloniki. The
study investigates the rate of reduction in the exposure of Jewish attractions when examined on three types
ofinternet sites: (a)tour guides, (b)the city’s tourism site, and (c)social media ranking. Theoretically, reduction is
expected dueto dissonant heritage or in order to avoid e-commerce consumer confusion. Findings reveal no
reduction from (a) to (b), and smaller than expected reduction from (b) to (c). These findings raise several
hypotheses for further research.
Keywords: Jewish Heritage Tourism, Dissonant Heritage, e-commerce consumer confusion, Thessaloniki,
sieving ratio
INTRODUCTION
Jewish Heritage Tourism (JHT) became to be a tourism product promoted by many towns and cities.
One of best known cases is the city of Krakov,Poland (Ashworth, 2002), however many small and large cities,
having significant Jewish presence in the past, are adopting policies of preserving and marketing their JHT
product (Krakover, 2013; 2017).
Thessaloniki was for about 440 years a major center for flourishing Jewish life with a rich spiritual and
physical heritage. This was abruptly disturbed during the Holocaust when almost all of the city’s 55,000 Jews
were deported by the German Nazi regime during 1943 to death camps in Poland. Only few Jews came back to
Thessaloniki (Lewkowicz, 2006). The city’s Jewish population is estimated today at 1,200.
This paper’s objective is to assess the rate of reduction in the exposure of Thessaloniki’s JHT product
as it appears in three different websites: Jewish tour guides, the city’s official tourism site, and finally in social
media listings. It is hypothesized that the exposure of the city’s JHT product is decreasing in a measurable way
defined as the sieving ratio. This decrease is expected on the bases of either the psycho-sociological concept of
‘dissonant heritage’ (Tunbridge and Ashworth,1996) or the techno-cognitive concept of ‘e-commerce consumer
confusion’(e-CCC) prevailing in the realm of the internet(Mitchell et al., 2004).
LITERATURE REVIEW
The omission or reduction of JHT resources on local website may be accounted for by the two
aforementioned conceptual frameworks, namely dissonant heritage or e-commerce consumer confusion.The
former is related to Tunbridge and Ashworth (1996) seminal study on dissonant heritage. This term has been
accepted in the tourism heritage literature as a leading concept concerning themanagement and exposure of
minorities’ heritage assets as a resource in conflict. This concept treats the issue of preserving others' cultural
assets from its negative side, namely the mental stress imposed on the locally leading cultural group by
investments made to preserve and revive assets belonging to other than their cultural assets.In the lapsing two
decades, the dissonant heritage concept has been probed and validated by about two dozens of studies such as
Ashworth (2003) andŠešić and Mijatović (2014), to name only two.
Recently the concept of dissonant heritage has been challengedby several researchers.Generally
speaking, these studies suggest to replace Tunbridge and Ashworth’s (1996) conceptby ‘softer’ones such as
‘antagonistic tolerance’ (Hayden, 2016) or‘difficult heritage’ (Samuels, 2015). A recent study in Macedonia
couldn’t detect sentiments of dissonance concerning the development Jewish cultural heritage
resources(Petrevska et al.,2018).
Contrary to the dissonant heritage, the second aforementioned concept of ‘e-commerce consumer
confusion’(e-CCC) provides a rather mentally neutral tool to evaluate the omission of minorities’ cultural
resources from the list of tourism attractions.In the nutshell, the e-CCC claims that provision of too much
information may lead to consumer overloading and detachment. This “may take place when individuals are
overwhelmed by an excessive amount of information, which can limit one’s ability to process the information
precisely” (Lu et al., 2016: 78). Accordingly, this paper suggests to estimate the reduction of references to

minorities’ cultural assets as tourism resources using this mentally-free conceptual framework capable of
providing measurable results in the form of the sieving ratio.
METHODOLOGY
The exercise of calculating the sieving ratio for any given theme in tourism is performed here using
exposure on internet sites. This exercise should start with the source providing maximum exposure to the
available tourism attraction supply. This is usually found on special interest tour guide sites. As a second step
for measuring exposure reduction, the city’s tourism information office is a good candidate. The city has a great
economic and cultural interest in exposing the local tourism resources both in print as well as on their internet
site. However, this tendency may be restricted by cost, censorship due to any reason, or the rules of e-CCC. In
the case of Thessaloniki the official tourism site- https://thessaloniki.travel/en/ - is used. For the third step it is
suggested to review the social ranking media to find out which attractions appearing in the previous lists
survived the sieving of the general public. Two ranking websites were used – TripAdvisor and Lonely Planet.
All sites were visited during March, 2019. JHT is selected as a SIG’s tourism theme and the city of Thessaloniki
is selected for this exercise due to its rich Jewish history.
RESULTS AND DISCUSSION
A few private tour guide and travel agencies are offering half day or full day tours in Thessaloniki
encompassing many of the JH sites that were not destroyed during WWII. The tours also cover sites
commemorating the Holocaust and the victims. The total number of sites including commemoration plaques
sum-up to 15. Surprisingly, contrary to findings in Sicily comprising 10 towns and cities (paper under review),
the official Thessaloniki travel website lists all tour sites addressed by tour guides, under two headings of Jewish
religion and Jewish route, ignoring heritage dissonance or consumer confusion dilemmas.
Moving to the social media ranking site of TripAdvisor the number of JHT sites decrease to only four
ranked 21 to 91out of 121 sites available in the city and its vicinity. The same number of Jewish heritage sites,
though not the same objects, appear in Lonely Planet website. This produces a sieving ratio of 4/15, meaning
that about 27 percent of the Jewish sites make their way through the sieving of the general public, though no one
of them appears in the list of top 10 attractions. This ratio is significantly higher than the ratio found in a yet
unpublished study conducted for the island of Sicily, Italy.
The reasons for the differentresults obtained for these two case studies should be further explored.
Hypothetically, the reason for listing all Jewish sites in the city’s website might be due to the fact that the site is
managed by the Thessaloniki Tourism Organization (T.T.O.). As such, unlike regular municipal websites, it
specializes in tourism only. The higher ratio of sites appearing in social media ranking may be related to the size
and centrality of the city of Thessaloniki and/or its rich Jewish history. A contradicting hypothesis for
explaining the high rate of JHT exposure might be the fact that there are no world-renown competing
extraordinary tourism sites in the city.
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ABSTRACT
Events and festivals have been developing rapidly during the last decade. Various types and sizes of events are
held at destinations throughout the globe. It is widely accepted that events and festivals can affect positively
(and negatively) the host destination. Specifically, they can impact the local economy, society, environment,
culture and tourism as well. The level of impacts may vary depending on the size of events and the relative size
of the host community and destination. Mega events, for example, can change the image and the standard of
living at the host cities. Also, even in rural and small communities a certain types of festivals that become a
“Hallmark” for the local area may also impact a lot the life of local people.
Taking into account the aforementioned, current paper focuses on the impacts that music festivals can have at
host communities and focuses on the domestic Greek festivals compared to relative cases from abroad. This
comparison takes place in terms of certain hosting characteristics such as destination features. The paper comes
up with conclusions focused on the specific destination features that may affect the level of impacts of held
festivals
Key words: music festivals, Greek festivals, events
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ABSTRACT
The purpose of this study was to investigate the practical guide to effective leadership for the culinary
arts and hospitality management programme offered by private colleges in Cyprus. A quantitative approach was
used to diagnose, adequately answer the research questions and examine issues pertaining to effective leadership
for the culinary arts and hospitality management programme.
The concept of leadership embraces elements such as vision, value and transformational leadership
(Bush, 2004).
The guide was designed for tertiary level culinary arts and hospitality management programme offered
by private colleges in Cyprus. Firstly, the guide will be based on transformational and transactional leadership.
Secondly, aspects of leadership will be addressed in detail and will be supported by examples from the field of
culinary arts and hospitality management at tertiary level. Evidence supporting the examples will also be
presented through relevant literature on leadership in culinary arts and hospitality management courses as well
as leadership in general.
Keywords: Effective leadership, college vision, management, staffing
INTRODUCTION
An effective principal is a necessary pre-condition for every college (Marzano, Waters & McNutty,
2005). The concept of leadership embraces elements such as vision, value and transformational leadership
repetition (Bush, 2004). Management is a concept referring to efficiency in carrying out processes that maintain
the status quo in an organization (Aarons, 2006). Although the concepts of management and leadership have
been acknowledged as different school principals need to be good leaders and effective managers (Bush, 2004).
Having this in mind, the rationale behind this leadership guide is to create a means by which leadership can be
implemented to benefit all stakeholders in the institution, based on the transformational and transactional
leadership styles.
In this essay, a practical guide to effective leadership is presented. The guide was designed for a
tertiary level culinary arts and hospitality management programme offered by a private college in Cyprus, where
the author works as a lecturer. First, the guide will be based theoretically on transformational and transactional
leadership. Secondly, aspects of leadership will be addressed in detail and will be supported by examples from
the field of culinary arts and hospitality management at tertiary level. Evidence supporting the examples will
also be presented through relevant literature on leadership in culinary art courses as well as leadership in
general. The leadership guide described in the essay is intended to assist the programme leader to address
multiple aspects of leadership and apply effective management practices. It is also intended to be a means
forself- critique and reflection on the effectiveness of a program leader when addressing a variety of issues and
challenges encountered at a practical level, during the design and implementation of a culinary arts and
hospitality management programme.
LEADERSHIP VS MANAGEMENT
Management and leadership are two different concepts. According to Murray (2010), a leader invents
or innovates, while a manager organizes. In this framework, a leader, having a clear purpose and vision in mind,
is focused on developing new techniques or strategies for the organization. In an educational context, school
leadership refers to guiding and reinforcing the talents and energies of all stakeholders towards achieving certain
goals (Allio, 2005),which is achieved through a process of social influence in which the leader ensures the
voluntary participation of all stakeholders in the effort to realise the school vision (Sharma & Jain, 2013).
A manager maintains what is already established through controlling the employees and the workflow
within the organization. As a result, a leader inspires trust, whereas a manager relies on control to help their

employees reach their full potential. As Monappa (2017) suggests, a manager’s actions are focused around “how
and when”, whereas a leader’s actions are focused around “what and why”. Management refers to providing
executive, administrative and supervisory direction to all stakeholders within an organization (Robbins & De
Cenzo, 2001). For example, in the college context, managers need to implement policies referring to
administration, to school safety issues, to the needs and interests of students and to ensure that everything is
performed according to the state or national guidelines (Roekel, 2008).
TRANSFORMATIONAL VS TRANSACTIONAL LEADERSHIP
Transformational leadership styles are targeted towards transforming an organization. Thus,
transformative change pertains to raising the individual and system performance of organizations, such as
colleges, to unprecedented levels without sacrificing their commitment to access and equity (Audant & Kirby,
2016). In transformational leadership styles, the leader works with subordinates to identify a needed change, to
create a vision to promote it and to provide guidance through collaboration with staff members and through
inspiration (Timothy & Piccolo, 2004). In this process, motivation, morale and job performance are central and
mechanisms are put in place so that the desired change is achieved, such as creating a sense of self- and groupidentity among stakeholders, creating a distinctive identity for the organization, providing role models and
inspiration and challenging group members to take ownership of their work. Tafvelin (2013) suggests that
transformational leadership is positively correlated with employee commitment, role clarity and well- being,
whereas the inspiration provided by the leader (also termed as “idealized influence”, p. 24) was highly related to
leader effectiveness.
On the other hand, transactional leadership aspires to maintain a current situation with the use of
rewards and punishments (Timothy & Piccolo, 2004). This leadership style is based on “exchanges” between the
leader and the follower, who is rewarded for meeting specific criteria or for achieving certain goals. When
following a transactional leadership style, leaders often monitor individual and group performance with the aim
to predict errors and take required corrective or preventive measures (Ebrahim et al. 2017). Transactional
leaders promote employee motivation through providing the means for satisfaction such as providing payment
or reward so as to return employees’ effort (Sadler, 2013). According to this leadership style, innovation and
creativity are not of vital essence (Vandenberghe, Stordeur & D’hoore, 2002). Especially in the field of
education, Ebrahim et al. (2017) provide research evidence showing that the transactional leadership style does
not adequately promote employees’ creativity.
As pointed out by Aarons (2006), a leader may use both transformational and transactional leadership,
depending upon the circumstances. The transactional leadership style may be appropriate for a variety of
settings, since it promotes adherence to practice standards although it is not open to innovation or to the creation
of a vision which is to inspire subordinates to strive beyond required expectations (Vendengerghe et al., 2002).
Nevertheless, transformational leadership may influence attitudes “by inspiring acceptance of innovation
through the development of enthusiasm, trust and openness, whereas transactional leadership would lead to
acceptance of innovation through reinforcement and reward” (Aarons, 2006).
CONTEXT FOR THE LEADERSHIP GUIDE
The guide is focused on the author’s context of employment, which is a Culinary Arts Management
programme offered by a private College in Cyprus. The two-year course leads to the award of a Diploma,
aspiring to equip graduates with knowledge and expertise in the field of Culinary Arts and to promote their
managerial skills in view of their employment as Head-Chefs, Head Waiter or Food & Beverage Manager. As a
result, the programme aspires to prepare graduates with the management capabilities to run a kitchen or catering
facility.
LEADERSHIP GUIDE
The leadership guide will be presented along side examples from the field of culinary arts education in
the aforementioned college and with support from relevant literature. The leadership guide aspires to be a
valuable tool in the hands of a programme leader in the culinary arts at tertiary level as it will enable the leader
to reflect upon specific aspects of his/ her leadership and management practices. Parameters referred to in the
guide involve the school vision and culture, communication, staffing, resources and equipment, finances,
curriculum, assessment of teaching and learning, accreditation, networking with the work place and institutional
self-evaluation.
SCHOOL VISION AND CULTURE

School vision and culture should be focused around promoting a unique mind-set to graduates,
empowering them with knowledge and expertise to cultivating people’s interest in trying new and healthier
foods, and to adopting a healthy nutritional style in general. Also, the school vision should be to produce
graduates who serve as an example of how high-quality food can be produced from high quality raw materials
and to increase their competencies for critical thinking, creativity, collaboration and communication through
hands-on experiences. In addition, vision should include the formation of synergies with local stakeholders (e.g.
local hotels and restaurants, NGOs) in order to sensitize the community towards the importance of healthy
nutritional habits (Ryll, 2017). Furthermore, school vision should promote the production of graduates who
know how to treat raw materials in sustainable ways (e.g.selecting bio/eco-friendly materials) and who are able
to adoptinventive ways of not wasting food. Most importantly, the proposed guide suggests that vision should
promote a nurturing and caring culture in order to help trainees develop new skills and maximize their potential.
Through fostering a positive mind set, trainees will be encouraged to innovate, to try something new and to
work in teams (Riggs & Hughley,2011).
According toHiatt-Michael(2006),educational leaders realize the societal demand of the school to
function as a learning organization, reflecting on the future needs of education. As such, they have a focus on
reform and change, coming as a result of a commitment of all stakeholders (teachers, students, staff, community
etc.). Additionally, Schroeder (2001) suggests that a common vision defines community and that community is
bound together by the mutual sharing of personal beliefs that support the mission of the organization. The
school vision of a culinary arts institution should incorporate the continuous professional development of staff
and the developing of high expectations of students andteachers.
COMMUNICATION
According to Tyler (2016), skilful communication has been proven to be an important leadership
attribute across disciplines. The leader’s impact on learning outcomes is of utmost importance and
communication has been suggested as the number one most important element in highly effective principals
(McEwan, 2003). Thus, a leader, especially in the case of a culinary arts programme at tertiary level, should
apply effective communication practices, both face-to- face and online, such as through the creation of a
platform. Additionally, all school policies should be clear and available to all staff members and students.
Within this framework, the transformational style of leadership has been proven to have a positive effect on
groups, since it promotes the establishment of clear and consistent communication (Donnelly, 2012). According
to Tyler (2016), communication themes among a school leader and other stakeholders within the school focus
around five thematic areas, namely students (e.g. regarding their progress, communicating the school vision to
them, etc.), earned trust (e.g. to take responsibility over mistakes, to be honest and to inspire trust), frequent
communication with faculty, mindful face-to-face communication and principal preparation in the area of
communicating skills (e.g.in the form of training). Therefore, the leader has to build a relation with faculty, to
apply visible practices and even to organize regular small group meetings with staff to be informed about issues
that are encountered within theprogram.
STAFFING
Staffing is an important resource for every school (Leithwood & Jantzi, 2005). Thus, an effective
programme leader should carefully consider the selection, development and support of the staff. That being said,
a recruitment process is required, so that the job description is clear and the most suitable candidates are
recruited. Given that the selected college is private, recruitment is a visible and straightforward process.
However, the programme leader should also be able to manage staff e.g. to deal with staff appointment and
promotion, to develop staff and to manage performances (Education Management Bureau, 2006). In the context
of a college culinary arts programme, these practices are relatively easy to implement since recruitment is
established by the department itself and clearly the staff need to be excellent practitioners as well as theoretical
or academic learners.
RESOURCES-EQUIPMENT-FINANCES
In order to promote the school vision and culture as described above, the appropriate resources and
equipment need to be acquired. This is particularly applicable to ,a culinary arts programme, where equipment is
of utmost importance in facilitating candidates’ access to knowledge and skills in the field. Already, the selected
school has access to a variety of equipment necessary for training (e.g. gas kitchen fires, induction kitchens,
smart kitchens, etc.). However, the school has to constantly upgrade this equipment and to follow the
advancements in technology in the field of culinary arts, in order to adequately prepare trainees for employment.
As Afshari et al. (2008) state, “educational leaders must understand, promote and implement the notion that

technology integration is not about the technology, it is about focusing on future generations and leading
teachers to a change in pedagogy”. Of course, challenges pertaining to funding are connected with availability of
funds and the degree to which a culinary arts programme leader can successfully bid for new equipment for the
school.
CURRICULUM
Riggs & Hughey (2011) point out the importance of the alignment of education and training
programmes with the needs of professions they are designed to support. In this framework, the culinary arts and
hospitality industry is a tertiary area in need of special attention to ensure that the skills and competencies taught
are the ones required when students complete career preparation programmes. Leadership roles and managerial
competencies of hospitality students and hospitality management professionals in employment need to be
connected through the content of the courses offered. As a result, support is given to the student to become more
competitive in the future. Thus, courses on leadership and management should be included in the program.
Moving a step further, the college culinary arts curriculum should not be limited to examining
theoretical knowledge and practical skills on food, but it should extend to integrating academic skills (such as
maths and language) in the context of culinary arts. Empirical evidence supporting this notion is provided by
Audant and Kirby (2016) who report on a programme implemented in six community colleges in the US
fostering transformative change in culinary arts programmes, integrating academic skills in occupational
training. The results indicate that students’ quantitative reasoning in culinary arts was enforced and that the
mathematical problems integrated in the courses were considered as authentic culinary arts learning experiences.
Furthermore, critical thinking skills were developed alongside quantitative reasoning, both of which are
essential competencies needed in the culinary arts field.
ASSESSMENT OF TEACHING AND LEARNING
Although it has been asserted that school leaders have a small and indirect effect on student learning
outcomes, which are generally mediated by the teachers (Bush, 2004), there is evidence supporting thatspecific
leadership dimensions have effects on student learning outcomes (Robinson, 2007). It has therefore been
proposed that careful planning, coordinating and evaluating teaching and the curriculum (e.g. through irregular
classroom visits and the provision of formative and summative feedback to teachers) is required (Sebring &
Bryk, 2000). The leader should therefore establish school-wide coordination across year levels, regarding
curriculum issues. For the case of a culinary arts programme, this can be achieved through regular staff meetings
in which not only curriculum issues are discussed, but also, through effective communication, clear goals and
expectations set involving all staff involved in the process. Through regular monitoring of teaching, specific
teacher training needs are expected to emerge and thus, teacher learning and development is promoted.
NETWORKING WITH THE WORKPLACE
At tertiary level, it is important that the school leader promotes the establishment of networks with
public or private organizations which are likely to employ graduates in the future. As Surya (2013) maintains,
these collaborations are in the best interest of students. Accordingly, the school leader should be in a position to
promote the creation of such networks, through both interpersonal communications, as well as through the
establishment of programmes which connect the school to the world of employment. Such examples include
student internships and organizing various events that could bring students closer to their future employers.
INSTITUTIONAL SELF-EVALUATION
Institutional self-evaluation is an ongoing process for monitoring performance and progress, for
evaluating results and processes and for identifying areas for improvement (Tameside, 2011). As Daugherty
(2015) asserts, in higher education, especially in culinary arts programs, institutional self-evaluation should be a
participatory process. In culinary arts programs, Ryll (2017) suggests that institutional self-evaluation should
diagnose whether active learning techniques are used to promote balance between the theoretical and the handson content delivered. A program leader should therefore place particular emphasis on staff professional
development and at the same time on ensuring that culinary arts knowledge is directly applicable in real-world
situations in the community. In addition, this gives the advantage of learning new techniques and trends. For
example, Daugherty (2015) presented the revision of an existing course learning objective in a Culinary
Nutrition lab course to include a service-learning experience which occurred after culinary students were
involved in performing culinary demonstrations to students of a local middle school. Through this practical

example, it was clarified how the course content and teaching methods could be modified to facilitate the
connection of the academic part of the program with the demands of the local community.
CONCLUSION
This essay focused on developing and presenting a leadership guide for programme leaders at culinary
arts and hospitality management programmes at tertiary level. The elements included in the guide were
supported through relevant literature and specific examples were given from the context of private colleges
offering a culinary arts and hospitality management programme in Cyprus. In conclusion, the guide was
intended to be a self- assessment tool for the programme leader aiming at engaging her/him in reflective practice
with the purpose of promoting a better quality of culinary education for the students. Having said that, a school
leader’s problems should be viewed as unique and not as “standardized and susceptible to standardized
solutions” (Robinson, 2007). Thus, each culinary arts and hospitality management programme and each schoolespecially at tertiary level-, presents different challenges for the leader and it is up to him/her to raise up to these
challenges by combining attributes of both an inspirational figure in the school (following a transformational
leadership style) and of an effective manager (following a transactional leadership style).
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ABSTRACT
The implementation of the Bologna Declaration and the widespread demand for PhD and master's
degrees have created some concerns about the quality of research produced at these levels of education: are
these works interesting and solid? Would they resist to international comparison? Is their quality balanced
among the various institutions that offer them? Are the evaluation models coherent and equity-oriented? With a
focus on tourism and hospitality, and using the case of Portugal, this paper seeks to answer these questions.
Key Words: PhD programs, MSc programs, tourism and hotel studies, quality of graduation, comparability of
assessment
RESEARCH FRAMEWORK
In recent years, and especially following the implementation of the Bologna Declaration, academia has
become concerned about the course of research into the awarding of academic degrees, particularly masters and
PhDs: is research within these degrees losing quality? Are the principles of the Bologna Declaration being
similarly applied in all areas of its implementation?
Although concern has been raised over this issue, Werner (2018) states that: “Bologna has undoubtedly
newly shaped and enriched the educational landscape and placed internationalisation among the top priorities of
all European Higher Education institutions. Its footprints can be found in all programmes, particularly, however,
in those having an international focus and dimension, like programmes educating for tourism” (10-11).
In fact, before 'Bologna' there was already some turmoil in the existing understanding about the
awarding of PhD and masters’ degrees in Portugal, the result of a trend of massification that was being
observed, along with the effects of the Internet on research processes and also of the increased exposure to other
realities that resulted from the exponential increase in academic mobility processes. At that time, PhDs did not
include a curricular component and the theses usually took 6, 7, 8 or more years to complete, up to 3 out of
which corresponded to teacher’s service leave for 'assistants'. Their usual duration was 8 semesters, with 4
semesters of curricular component and the remaining to prepare the dissertation (i.e., the time that is currently
being granted for PhDs).
In fact, despite the idea that masters’ degrees today are, for many people, associated with the concept of
initial education, for others, as was the case before, it corresponds to graduate education. As for the 'third cycle'
(PhD), it is likewise more massified and diversified in its demand. Nowadays, there is almost no pursuit of this
study cycle by early career academics. Currently, in doctoral programmes there are students who seek some
form of access to teaching in higher education together with those who seek alternative ways to value
themselves in their professional careers, and others who seek exclusively a purpose of personal fulfilment. In
this mix there are students who have a clear sense of what the research process is, while others are almost
unaware of what it entails. As argued by Naidoo (2015: 350), “[t]he findings show grave challenges for PhD
programmes that respond to the expectations of non-traditional students”.
The research question for this paper is the following: “Is the quality of the works presented at PhD and
masters’ levels in Portugal good, namely in the fields of tourism and hospitality, and when compared to their
international equivalent, and balanced between the various schools, both university and polytechnic
subsystems?” In addition, the following research objectives have been identified:

O1: to determine if the overall quality of masters’ dissertations and PhD theses which have been
presented is good;
O2: to understand if quality is equally expressed in both theoretical and practical components of
research projects;
O3: to question the evolutionary sense of perceived quality in these projects;
O4: to compare the perceived quality of the projects presented in Portugal with that recognised in
similar international contexts;
O5: and more specifically, to comprehend if the projects presented in the scope of the polytechnic
subsystem have specificities and/or levels of quality that differentiate them from those conducted in the
university subsystem.
RESEARCH METHODOLOGY AND ANALYSIS OF RESULTS
It was understood that the basis of analysis of this research should be extensive (Sayer, 2003), given the
universe of potential respondents. Thus, the only possible methodological option was to conduct a survey
(Sekaran & Bougie, 2016), which was addressed to lecturers working in higher education in Portugal, in the
fields of tourism and hospitality, in public and private institutions, and who can have access to both scientific
supervision and participation in juries for the awarding of PhD and masters’ degrees.
The sample obtained was that of 111 answers, which was considered adequately representative for this
type of research. The consistency of the questionnaire was validated by applying Cronbach's alpha coefficient,
which resulted in 0.79. According to Landis and Koch (1977), this value places the internal consistency of the
answers to this questionnaire as very close to 'almost perfect', a classification recognised from 0.8.
The demographic typification of the respondents focused on their academic degree, the time elapsed
since obtaining that degree, and the education subsystem in which they currently teach. Table 1 presents the
survey form prepared for respondents and the corresponding research objectives. Respondents were invited to
express their views on the different subjects concerning masters’ dissertations and PhD theses presented in
Portugal, between 2010 and 2019, in the areas of tourism and hospitality, using a 5-point Likert scale, where 1
meant 'strongly disagree' and 5 meant 'strongly agree'. The standard deviation for the various responses is higher
for those who refer to PhDs – values always higher than 1, whereas for masters’ it is between 0.8 and 0.9. A
simple assessment of the average scores assigned to each of the items is provided.

The highest average scores given by the respondents, both for PhDs (3.77) and masters’ (3.59), are
assigned to the 'relevance and innovative character of the topics'. That is, candidates of academic degrees in
Portugal, in the fields of tourism and hospitality, seem to have an interesting and updated position on the topics
that are worthy of debate. Conversely, and also for both degrees, the imbalance between the assessment criteria
in public defenses at the various institutions (2.73 for PhDs and 2.66 for masters’) is of particular concern.
A more detailed evaluation of the content of the works deserves a positive score, though not
enthusiastic, for the three dimensions questioned: always considering first the PhDs and then the masters’, it can
be observed, for the writing, 3.73 and 3.21; for the literature review, 3.64 and 3.13; and finally for the empirical
dimension, 3.40 and 3.15. The dimensions considered as more 'academic'– the writing process and the literature
review – have higher scores than the empirical component, often associated with technological dimensions that
might be more appealing to younger generations, which represent most candidates for the degrees under study.
The evolution of the quality of the works has been given a negative interpretation – corresponding to
respondents’ agreement with the idea of a "decrease" in their quality, between 3.06 for PhDs and 3.23 for

masters’. On the other hand, when proposing an international comparison with the other countries that adopted
the principles of the Bologna Declaration, the perception does not detract from the Portuguese reality:
the results regarding 'similar quality' in this type of work point out a score of 3.32 for PhDs and 3.35 for
masters’ degrees. There is a negative perception about the evolution of this phenomenon, which is of
international expression.
Stratification of respondents does not allow significantly different results, which is a first way to
validate the consistency of the data and the sample itself. For a more robust conclusion of this study, the nonparametric Kruskal-Wallis test, suggested, among others, by Meyer and Seaman (2014), was applied. Only one
case was found in which thresholds were significant (p <0.05); this corresponded to the time to obtain the
degree, in which a higher level of expectation seems to be deduced among the most recent graduates.
CONCLUSION
The following observations support that all research objectives have been achieved:
O1 – to determine if the overall quality of masters’ dissertations and PhD theses which have been
presented is good: there is (still) a positive, though unenthusiastic, feeling in this respect, especially at the
masters’ level. The topics chosen are usually interesting and up to date.
O2 – to understand if quality is equally expressed in both theoretical and practical components of
research projects: perhaps surprisingly, there is greater confidence in the literature review work, in the
conceptual solidity and in the writing process of dissertations and theses, when compared to the results obtained
in the empirical dimension.
O3: to question the evolutionary sense of perceived quality in these projects: there is a confirmed
concern about the evolutionary sense of the quality of the works that have been presented.
O4: to compare the perceived quality of the projects presented in Portugal with that recognised
in similar international contexts: a perception that might be considered as unfavorable to the Portuguese
reality is not validated in this matter.
O5: to comprehend if the projects presented in the scope of the polytechnic subsystem have
specificities and/or levels of quality that differentiate them from those conducted in the university
subsystem: the idea of a structural difference is not validated, neither regarding the themes addressed nor about
the quality of the projects. This prevailing position is clearer among polytechnic lecturers than among those in
the university subsystem.
Therefore, this research contends that the answer to the question Is the quality of the works presented at
PhD and masters’ levels in Portugal good, namely in the fields of tourism and hospitality, and when compared
to their international equivalent, and balanced between the various schools, both university and polytechnic
subsystems? is positive.
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ABSTRACT
Tourism is the industry of peace and is characterized by a constant interaction between people, whether
they are visitors or residents in tourist destinations. Regarding tourism and safety, the national authorities
consider the existence of a wider range of threats, pointing out the media role in the relation between tourism and
the perception of safety.
New Information and Communication Technologies (NICT) are powerful tools to improve
communication and make travel safer and more rewarding. An interesting question is to try to know the
behavior of millennial tourists (people born between the years 1981 and 1996) as connected travelers, that
massively use NICT and the role NICT plays in travel experiences.
The objective of this study is to know the travel habits of students from Portuguese universities who
belong to the millennial generation, their use of NICT and their insecurity experiences. The results showed that
they frequently travel home and abroad, value safety and make great use of NICT, being particularly interested
in having apps to promote travel safety.
Keywords: Tourism, Safety, NICT, Millennials
INTRODUCTION
Tourism is an important phenomenon on a national and international scale, according to international
organizations such as United Nations World Tourism Organization (UNWTO, 2017a, b). Portugal is a
worldwide tourism reference, offering a wide diversity of landscapes, traditions and products, concentrated in a
relatively small territory. It is foreseen that tourism remains to increase due to the variety and quality of the
attractions that Portugal offer and also to the country's modern infrastructures (Costa & Vieira, 2014).
Tourism represents 10% of the world’s Gross Domestic Product (GDP), 7% of global trade, 1 in 10
jobs and it has grown continuously in the last 7 years with an average of 4% a year (UNWTO, 2017a). In Portugal
tourism revenues reached 14.000 million US$ (UNWTO, 2017b).
However, apart from these positive facts, UNWTO (2017b) considers that tourism still faces three
challenges: 1) safety problems; 2) technological revolution; 3) sustainability. Additionally, UNWTO has defined
the following priorities: 1) promote safe travels; 2) reinforce the role of technology and innovations in tourism; 3)
embrace the compromise of sustainability.
The World Travel & Tourism Council (WTTC, 2017) has pointed out the importance of developing a
statistic approach on tourism, further the existing data and identifying additional data essential to ease the
dialogue between various sectors and locally relevant decision making, to promote a management focused on the
results and sustain political decisions. On the other hand, this organization has revealed the economic success of
this sector and has shown an optimistic view regarding its future, although there are more and more terrorist
attacks, political instability, health pandemics and natural disasters.
Considering travel habits’ trends and the consumers’ expectations, it is foreseen that in the next 10
years the growth trend of the tourism sector will continue. The number of tourists is impressive: more than 1.200
million international tourists move around the world and in 2030 it is predicted that the number will reach 1.800

million (UNWTO, 2017b). In 2017, the number of tourists arriving in Portugal was of 11.4 million.
In 2016 the countries that registered more international arrivals were: France (84.5 million), the USA
(77.5 million), Spain and China (both registered 56.9 million) and Italy (50.7 million) (UNWTO, 2017b).
In 2016, half of international arrivals were registered in the European continent. In that same year
Portugal was the southern European country that has registered a bigger growth regarding international arrivals
(13%), surpassing Spain (10%) (UNWTO, 2017a). It was also registered an increase in the number of overnights
in Lisbon, being now the fourth place in the top European cities for millennials. Data from the European Cities
Marketing show that, for the first time, the number of overnights by residents grew more than overnights spent
by foreigners (growth rates of 6.0% vs 2.3%) and that the top 10 of overnights belongs to tourists from London,
Paris and Berlin (Observatório de Turismo de Lisboa, 2017).
Apart from this numbers an interesting question is raised, which is to try to know the tourists behavior:
what type of travels do so many travelers do?
According to WTTC (2017a) in 2016, 76.8% of all travel expenses was spent in leisure trips in
comparison to 23.2% of business trips. Additionally, the domestic trips generated 72% of the contribution of the
sector for GDP, a significantly higher contribution than international trips (28%). Still in 2016, more than half of
the international tourist arrivals (53%) were for leisure, recreation and visiting friends and family, followed by
health and religious travels (27%) and business and professional travels (13%) (UNWTO, 2017b).
UNWTO has given special attention to the study of millennials tourism (UNWTO, 2016) and it points
out that the youth tourism has become one of the faster growing business segments of international tourism,
representing more than 23% of international tourists a year. Still according to this source, this growth represents
a great socio-economic opportunity for the local communities, as young visitors, stimulate local businesses,
interact socially and closely with the local population and defend environmental protection. Furthermore, young
travelers all over the world are defining new ways of travelling: they tend to stay longer and to immerse
themselves in other cultures in order to build their own life experiences and they go abroad with educational
objectives (to study, volunteer, work in part-time and learn foreign languages). Thus, the destinations are more
and more aware of the importance of young and student travelers and are taking action in order to increase the
cooperation with organizations that promote youth missions and trips and educational institutions (Taleb Rifai,
General Secretary of UNWTO, 2017b).
The importance of youth tourism and of the industry related with it is well stated in the organization of
international conferences such as WYSTC, The Essential Youth Travel Industry Event, held in September 2018
in Edinburgh.
Regarding travel patterns, the most recent studies made comparative analyses between generations,
searching to better know the behavior of these tourists and travelers. Thereby, the study of TripBarometer
(2016), carried out in 33 countries with 36.444 participants, identified that the millennials choose mostly
adventure travels and spiritual retreats.
TOURISM AND INSECURITY
Authors such as Tarlow (2017a) point out the need to have a realistic view about safety issues in
tourism. This author refers that total safety does not exist and that the safety problems in tourism and in travel
are more and more challenging, scaring tourists that can decide not to visit a specific location and tourism
professionals that sometimes try to conceal the matter instead of contributing to its real resolution.
Nowadays, regarding tourism and safety, the authorities consider the existence of a wider range of
threats (from concrete accidents to the more general risks), pointing out the media role in the relation between
tourism and the perception of safety (e.g., panic can be generated by mass media).
Tarlow (2017b) identifies several threats to the wellbeing in tourism (e.g., violence, crime and
terrorism) and refers that this tends to occur in locations more prone to mass disasters, with iconic national or
international value and more publicized by the media. According to this author, in the relationship between
tourism and security should also be considered the following aspects: more and more tourists have access to the
news, not only through classic channels, but also through the non-traditional ones and through social media.
Nowadays news spread fast and in a global scale, causing fear and cancellation of trips, not just in one place, but
all over the world, like it happened after the September 11.
The crimes committed against tourists are very diversified. According to Glensor and Peak (2004), the
more common ones are pickpocketing, fraud, robbery, destruction of property, organized crime and gang activity,
crime against the elderly, assault in vacation homes and in bars, among others. Still according to these authors
several scenarios are possible: the tourist can be an accidental victim, can be in a place that benefits the crime, for
example in a bad neighborhood, and can take more risks because safety norms are not being respected.
A strong relation has been found between the tourism growth and the increase of crimes. Actually,
tourists are an easy target and can be victims of crimes, because they carry money and personal objects of worth
and are in general carefree and do not complain about these crimes (Brás, 2012; Brás & Rodrigues, 2010;

Glensor & Peak, 2004; Pizam & Mansfeld, 2006).
Crimes against tourists, besides being frequent are associated with anguish and significant loses and
can change the tourist idea about a destination and his intention to return there, especially if there is the
perception that the authorities of the country are not effective solving these situations (Holcomb, 2004).
The authors point out that crimes against tourists can severely damage tourism, because they contribute
to a negative image of the touristic destination, since a very important prerequisite for successful tourism is the
reputation of having the crime controlled and ensuring the safety of tourists (Glensor & Peak, 2004; Holcomb,
2004; Pizam & Mansfeld, 2006; Tarlow, 2014, 2017b).
Tarlow (2017a) who ranged a set of recommendations to promote safety, refers that the more effective
measures are the proactive ones and not the reactive ones. Therefore, tourists should be aware of their safety level
in the contexts in which they move and of the locations more prone to safety frailties, using the technology to
increase surveillance and therefore their physical safety.
NICT AND THE TRAVEL EXPERIENCE
Not only tourism and safety had a growth. Mostly in the last two and a half decades technology has
reached an unprecedented development, with a huge impact on society in general and in tourism in particular
(Majewska & Truskolaski, 2014; Menendez, 2017; Sanou, 2016, 2017; Torres, 2017; Waddell, 2017; World Bank
& ITU, 2017).
Connected travelers (i.e., travelers with mobile devices that use the internet) are increasing.
Smartphones became a resource for almost every travel need (Emarketer, 2017; Think with Google, 2016; Tnozz
2014). The demand for travel apps for mobile phones has also increased (Brandau, 2017; Emarketer, 2017;
Vivion, 2016). 51% of smartphone users use apps for activities related to travels. These users have in average
2.3 travel apps installed in their smartphones and more than half are used weekly (Think with Google, 2016).
Some authors try to understand the connected traveler behavior and the role that the smartphones and
the apps play in the travel experience and in satisfying the needs of its users. The tourists need information to
choose from, plan and optimize their trips and new technologies have been used to satisfy these needs (Bettoni,
2009). According to Wang and Fesenmaier (2013, op. cit. Santos & Santos, 2014), smartphone use can
transform the travel experience, changing the travel plan, building and destroying the meaning of tourism for the
individual and reshaping the relationship between tourists and between tourists and destinations. For
Weissenberg (2017), nowadays the consumer’s expectations revolve around authenticity, having personalized
experiences, removing obstacles, increasing the functionality on demand and around the numerous potential of
the emerging technology (from augmented and virtual reality to the Internet of Things) which can lead to the
creation of unique travel experiences.
The study of TripBarometer (2016) evaluated the general travel trends and concluded that two thirds of
the travelers book their vacation through online platforms and that the price, the habit and the positive
experiences guide the booking behavior of the travelers. TripAdvisor was the most chosen platform and proved
to be more influential than the word-of-mouth communication. Generation X (74%) and the Australians (82%)
were the ones who referred the most this influence of TripAdvisor.
Data from International Telecommunication Union (ITU) show that young people are at the forefront
of digital economy with 70% of the youth around the world online. This percentage rises to 94% if only the
developed countries are considered (Sanou, 2017).
According to Consumer Barometer with Google (2017) young people live online. Around 90% of
youth is online daily, on social media, researching and buying online and watching videos. They live their daily
life with their offline and online worlds interconnected.
UNWTO (2016) points out that the millennials are great fans of the use of technologies for travelling
and they use them as a way to communicate to a global audience.
OBJECTIVES OF THE STUDY
Given that recent international researches (e.g., Consumer Barometer with Google, 2017);
TripBarometer, 2016; UNWTO, 2016) show that the several generations have different behaviors towards the
travel experience, use of NICT and security, pointing out the importance of these strands in youth tourism, the
goal of the present study was to investigate these behavioral patterns in students of Portuguese universities, as
tourists.
METHODOLOGY
Sampling, data collection and analysis
The target population is the millennial generation, more specifically Portuguese university students. A

convenience sample was collected in the University of Coimbra composed by 254 university students from
several regions of Portugal: Central region, Northern region, Lisbon and Tejo Valley region and the Islands.
36.6% live in Coimbra and the remaining in several parts of the country.
The sample is made up of people between the ages of 19 and 27, being the age average of 20
(DP=1.59). 226 are female (89%) and 28 are male (11%).
In January 2017 in a classroom environment it was applied a questionnaire prepared by the authors of
this paper, with the aim to identify travel habits, namely which destinations and which products these young
people would choose, how would they use NICT in their trips and their potential interest in an app to promote
travel safety. Permission was asked to the teachers in the University of Coimbra classes in order to the students
answer the questionnaire anonymously and voluntarily.
Descriptive statistic parameters were used (average, standard deviation, frequency and percentage) in
order to describe general characteristics of the sample and the way subjects were distributed in the study variables.
The collected data analysis was done through Statistical Package for Social Sciences (SPSS), version 22.0 for
Windows.
RESULTS
Travel habits
As to travel experiences, the data show that the majority of young Portuguese people (74.8%) have the
habit of travelling within Portugal 1 to 5 times a year. Only 3.9% said that they have not travelled as tourists
during that time period.
Half these youngsters travel abroad 1 to 2 times a year. The number of individuals that does so more
often is lower (7.7%). 42.1% mentioned not travelling abroad as tourists during that period and mentioned
travelling more in Portugal than abroad.
The most visited locations within the country are Oporto and Lisbon, respectively with 98% and 77%,
followed by Coimbra (53%), Algarve (44.4%), Aveiro (28.7%), Alentejo (22.8%), Figueira da Foz (17%),
Viseu (15,7%), Leiria (15%), Braga (14,3%) and Nazaré (7.2%).
The most visited locations abroad, were Paris (28.4%), Madrid (27.5%), London (20.5%), Barcelona
(19.3%), Salamanca (10.3%), Roma (8.4%), Santiago de Compostela (7.6%), Calpe (7.1%), Seville (6%),
Amsterdam (5.2%), Vigo (4.8%), Brussels and Benidorm, these last cities both with 4.4% of the visits referred
by the subjects of the sample. The most visited countries are: France, Spain, England and Italy.
As to the type of accommodation more frequently used by as tourists, aparthotels (33.1%) and hotels
(31.9%) stand out followed by hostels (11.8%), family or friends’ homes (11.5%), inns (7.1%) and camping
(2.4%). It was also mentioned motels, cruise trips and couch surfing but with less frequent use.
The touristic products with which they most identify are: sea and sun (90.2%), nature tourism (66.5%),
food tourism (56.3%) and rural tourism (46.1%) were mentioned. Around one quarter of this youngsters
mentioned the shopping tourism (26.4%) and sport tourism (21.7%). It was also mentioned, with some
frequency, city and short breaks and active tourism (both with 10.2%). Also less frequently mentioned were
casinos and games (4.7%) and other types of tourism, such as religious (4.3%), scientific (3.9%), equestrian
(3.1%) and residential (2.4%). With less expression was also mentioned health tourism, wine tourism, business,
industrial and hunting tourism.
Regarding the factors considered more important for the choice of accommodation, the majority of
youngsters referred the relation between quality and price (95.7%). About half also mentioned factors such as
location and safety (66.5% and 47.2% respectively). Hygiene and ambience worry about one quarter of
respondents (26.4% and 16.9% respectively). The service items (16.9%) and staff (3.5%) were less mentioned.
Tourism, NICT use and safety
The great majority of the sample (92.6%) uses a smartphone and has the habit of using mobile apps as a
tourist (60.2%).The most used apps were the following: Trivago (40.9%), Booking (37.4%) and TripAdvisor
(35.4%), followed by Airbnb (11.8%).
Our data also shows that the experiences of insecurity are part of the trips of the university students
which are our sample. Thus, as tourists they have felt deceived (30.7%), unprotected or threatened (24%).
However, only 6.3% admitted having been mugged. 79.2% of the mugging happened abroad and 20.8% in
Portugal.
It should be noted that of the people inquired who mentioned being mugged, only half complain and
report the crimes. Approximately half of the tourists (42.9%) mentioned that they usually question local
inhabitants about safety related issues about the locations or the city that they are visiting and 89.7% of these
tourists thinks that the information that the locals give them is correct.
A large part of these youngsters (88.6%) showed a great interest in the development of an app that

marks the least safe areas of a city, identifying the more dangerous places and the different types of danger.
Regarding the level of interest in that app, only 5.1% of the sample mentioned that had no interest whatsoever,
4.8% mentioned that had some interest, 34.6% had a medium interest, 44.1% was interested and 11.4% was very
interested. We can conclude that most tourists have a lot of interest in this app, being only a small number that
showed no interest.
When we consider only those youngsters that are more concerned about safety (i.e. that consider safety
as an important factor in the choice of accommodation), we found that the majority (91.7%) is interested in the
app.
CONCLUSIONS
Studying tourist safety and its association with NICT use is useful and can contribute to create
conditions for the sector in order to remain at the top of the world’s economy and to provide increasingly
fantastic travel experiences. This was the main challenge of the present study, which contributed to improve the
knowledge about destinations, about travel patterns and safety needs of young people, namely university
students, an emerging segment of the Tourism industry, and about the potential of digital resources to improve
tourism safety.
In this study it is found that young university students travel frequently, although more within Portugal
than abroad, probably for economic reasons. The preference for certain national destinations, such as Coimbra,
Aveiro, Figueira da Foz, Viseu and Leiria could have been influenced by the area of residence of these
individuals and by the fact they study in Coimbra.
The countries referred as more frequent tourist destinations are European, Spain, France, England and
Italy, were also probably chosen due to the geographic and cultural proximity to Portugal. Literature shows that
the European countries chosen by the sample are also the most visited to a global scale. The same happens
regarding the most visited cities, Paris, Madrid, London, Barcelona, which also are the most chosen cities. Thus,
we can state that this kind of tourists, young university students, follows the trends mentioned in international
reports of World Bank (World Bank, 2015) and of the United Nations World Tourism Organization (UNWTO,
2011). Some Spanish cities pointed out as touristic destinations, Calpe and Benidorm, match the destinations
traditionally looked for youngsters to make group trips to celebrate the transition from high school to the
university.
The sample’s choices of touristic products, sea and sun, nature, culture, food, rural space, sports and
active tourism could have been also influenced by the more common offers in Portugal, or also for the individuals
age, which can influence their motivations.
The fact that this age range usually has a low purchasing power can be a variable which influenced the
type of accommodation more used, leading these youngsters to less expensive choices, like hostels, family and
friends homes and camping, besides aparthotels and hotels.
A key factor that these tourists value when they are choosing accommodation is safety. The data also
show that the university students make great use of NICT, namely smartphones and travel apps and refer the
existence of insecurity in their trips. Such information can justify the interest shown in this group of millennials
in the development of mobile solutions to promote safety. These young tourists generally, but foremost the most
concerned about safety, mention having great interest in a digital tool that shows information about the unsafe
areas of the touristic destination and the type of dangers that can be found there. This information could be
given through maps in the phone, in real time, resorting to geolocation. The evaluation of the accommodation
regarding safety can also be on those apps. It was found that the residents can be reliable informants about
safety in the touristic destination, so it can be useful to include them as sources of information for digital
solutions.
The results obtained pointed out the importance of foster an attitude of communication and
collaboration with the authorities, once only half of the respondents that already had the experience of being
mugged, reported it to the authorities. This communication to the authorities can also be promoted through a
travel app that places the tourists in direct contact, in real time, with the police and other health and civil protection
entities that can help in this case.
As a limitation of this study, we point out the fact that the sample is highly educated, as all are
university students, which can produce some bias regarding the results, influencing its interest and motivation to
travel, its competence in NICT use and its availability to participate in the study. For this reason, the conclusions
obtained in this study only apply to university students, therefore generalizations of the results cannot be made
for other age ranges or for youngsters with other socio-demographic characteristics, namely regarding the
education level. Future studies should address samples of millennials that are not students and are integrated in
several working contexts.
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ABSTRACT
In a country where tourism is an important economic sector, one may assume that tourism
consciousness should be cultivated in all levels of education. A gap in the literature is observed regarding
tourism consciousness formation in the early students’ life. Therefore,the aim of this paper is to fill this gap with
evidence from Greece, focusing on Evros Region school units. Research methodology includes a primary survey
where questionnaires were distributed to the teachers of the study area. Findings indicate that the teachers
perceive the concept of tourism consciousness, its necessity and the potentials of education’s contribution in
shaping it.
Key words: Tourism consciousness, tourism, education, tourism development, Evros region
INTRODUCTION
The rapid growth of the tourist sector globally in the latest decades has led to a systematic study of the
effects of tourism both on the natural and built environment as well as on the socio-economic system of the
destination.The formation of tourist awareness and the adoption of specific behavioral models, both from local
hosts and guests, results in the minimization of the negative impacts of tourism development and, at the same
time, the cultivation of environmental and cultural awareness, the provision of positive experiences and the
welfare improvement of local society.Formal and non-formal education may play an important role in shaping
tourist awareness,not only through the educational process, but also via various extra-curricular activities. The
aim of this research is to investigate the role of formal education in Greece in shaping the tourist consciousness
of Greeks, whichstimulates their behavior, not only as tourists but also as hosts, given that Greece is a popular
tourist destination. Consciousness definition and description is one of the most difficult and interesting issues
that have occupied the science of philosophy, as in the past was the exclusive field of expression of
philosophical thinkers. Other disciplines such as psychology, medicine and physics have tried to approach the
concept of consciousness as well.The term “consciousness” according to the is defined as the ability of the
individual to be aware of his existence through the perception of his mental actions and aware of its integration
into a space or a whole, through the perception of what is happening externally. Also, the term “consciousness”
is often used to describe the “inherent capacity the individual to act on the basis of moral principles and his
ability to separate the good from evil”.In both Greek and international bibliography, no publications are met to
deal with the tourist consciousness in general and/or how education may contribute to its formation in particular.
Literature review
The concept of Tourist Consciousness
From the host perspective, Tourist Consciousness is defined as the activities that contribute to the best
possible service of the tourist, creating a pleasant impression of the destination as well (Koltsidopoulos, 2001).
It is recommended in particular:
•
the knowledge that hosts demonstratefor the tourist infrastructure of their region, its history
and culture through the service provided to the visitor - tourist
•
behavior and courtesy as well
•
the respect that hosts show towards visitors, fellow humans and the natural and built
environment
From the visitor perspective, Tourism Consciousness states:

•
the respect of the visitors to the traditions and customs of the destination
•
the respect of the natural and built environment as well
•
the use of local services in order to minimize the negative impact of tourism and promote the
economic viability of the area
Through the formation of the tourist consciousness the individualisbecame able to realize what tourism
and tourism development means for the destination and the effects of its actions, which may be related to the
correct or wrong execution of a tourist project, or to the correct or wrong behavior either as a visitor or as a
resident of a tourist destination, or as a tourist practitioner.
If we see consciousness as the inherent human capacity to act on moral principles, the absence of these
moral principles, according to Jevtić and Randjel (2014), results in the creation of societies where they chase the
profit and the acquisition of material goods, disregarding the cultivating sensitivity towards fellow human
beings, kindness and self-sacrifice.
According to Pavlidis (2003), when the society is characterized by the full dominance of capitalist
commercial and financial relations, the individual is trapped in the ideas of "daily consciousness" which is,
spontaneously and not reflectively, shaped by the reflection of sovereign social relations as well as the direct
expression of the individual attitude towards these relationships. As a result, the individual accepts the value
relationships of this society as well as the commodity exchange relationships as the only frame of human
existence. While the formation of moral principles, ideologies, perceptions and life goals serves, above all, the
effort to adapt to a reality of universal alienation and competition, universal commodity exchanges and value
valuation of everything.
Pavlidis (2003) concludes that since man maintains his compromising and adaptive attitude towards
this established reality and therefore does not deny the self-evident principles that have rentererd this reality as a
given, natural and unaltered, he cannot extricate himself of the mistakes of his daily consciousness.
Evidentlyeducation, cannot spiritually and socially emancipate people and lead them to social progress if, above
all, they do not wish to pursue it.
Thus, the emancipatory role of education involves those people who wish to penetrate the essence of
social reality and apprehend the evolution of things as a means to change the world. And only when authentic
education succeeds in providing a true and deep knowledge of reality, will the demand for authentic education is
be intertwined with an active attitude towards social reality, with the pursuit of conscious participation in change
(Pavlidis, 2003).
On the other hand, Changeux (2014) believes that education can play an important role in shaping the
development of a child's brain, as through education the person objectively discovers the world, while through
moral and "secular" education he is given the opportunity to experience the importance of human rights as well
as to ensure better life terms for the future.
The consciousness of a young child includes a limited number of representations capable of resisting
those presented to him, as his will is still at a minimal level. As a result, he is very receptive to the effect of the
paradigm and he is prone to imitation .
According to E. Durkheim (1973), the objective of education is to create and develop within the child a
certain number of physical, mental and moral qualities as identified and required by the civil society as a whole
and the particular environment in which it lives or interacts with.
In the previous section, and in accordance with Greek law, it has been noted that education, which is
provided through educational units of an independent grade, in addition to transferring knowledge to children,
aims at educating them on the basis of important principles such as democracy, equality and solidarity, the
moral and spiritual education of the Greeks, the development of national consciousness as well as moulding
theminto free, active but also critical thinking citizens.
The basic functions of education are the transmission of knowledge, standards and values.
According to Jevtić and Randjel (2014), the operation of the school and the creationof interpersonal
relationships in the classroom may play an important role in the moral development of young people through
moral education, which aims to prepare a developing human to become a member of a society. Thus moral
education can contribute not only to the individual but also to the social development and performance of people
in the long run.
Assuming that the man can act morally and responsibly, because he has the ability to recognize the
consequences of personal actions, make valuations, and choose between alternative action plans, then
appropriate behaviors are determined by the awareness of the individual against a problem, its underlying
morale and its ability to carry out an action (Yuan, 2014).
The school provides the possibility to children to meet their physical world and the laws governing it,
to know the history and culture and also to socialize and be acquainted with the laws and values of the society in
which they live. In school, the child learns some ethical principles, such as justice, honor, truth, freedom,
equality, tolerance, and so on. But for students, to comply with these values, it is imperative to realize their
importance for the behavior of members in an organization.

Through school children can be sensitized to a subject, for example, tourism, learn to act responsibly,
develop critical capacity and the ability to choose between alternative actions plans, recognizing the
consequences of their personal actions.The question then is whether and how the school and education system
today meets its target with regard to the education of children and awareness-raising on the basis of moral
values.
According to Brundtland (1987), a fundamental prerequisite for sustainable development is to change
man's attitude towards the environment and growth, and that change can take place through a huge campaign of
public education and retraining.
The ‘’Manila Declaration of World Tourism’’ (1980) fosters efforts to be made to develop tourist
awareness through appropriate education to facilitate and encourage communication between visitors, residents
and tourism professionals in a tourism destination.
The formation of a national tourist consciousness in Greece could begin with the pupils' school
education and could be cultivated through the general education and teaching subjects of primary and secondary
education such as history, geography, arts and sports, culture and tradition, so that students acquire tourist
awareness in time (Kikilia, 2013).
Education can play an important role in raising awareness and respecting the environment of tourist
destinations as well as in the critical approach and awareness of the potential of tourists in contributing to
sustainable development through the choice of suitable tourist destinations and activities for their holidays
(Tamoutseli, 2009).
Children are also current and future tourists. In order for them to be able to serve sustainable tourism
properly, they need to acquire the appropriate knowledge, skills and values as well as critical thinking.
All these considered and properly combinedcan render education the vehicle to helping children to
critically approach and realize what economic, social and political actions should be undertaken for sustainable
tourism development (Tamoutseli, 2009).
Developing the research question
The main research question focuses on the role that formal compulsory education in Greece can play in
shaping the tourist awareness of Greek citizen.
Nowadays, tourism is heavily depended on the experience that is managed by people, while the tourist
product also includes human-to-human services, the individual is considered to be particularly important, both
in designing and shaping the tourist product and the tourist development of a region, as well as in the
materialization and provision of the tourist product. Therefore, the formation of tourism consciousness is a
matter of culture -which is formed in the society, as well as through education offered to the individuals firstly
by the family and then by the school.
Thus, the question is whether the public education currently provided in Greece could also contribute to
the formation of tourist awareness’ of Greek citizens via the already approved curricula of the Ministry of
Education for compulsory public education in Greece includes:
the schools in primary and secondary education
the textbooks provided to students of the two levels of compulsory education
the didactic methods followed by teachers during the course
the educational or extra-curricular activities developed by the schools
The next question that concerns this research is whether teachers perceive the concept of tourism
consciousness, as well as the role that education can play in shaping it. In essence, this question attempts to
investigate whether teachers themselves have a well-developed tourist consciousness in order to transfer it to
their students.
The third and final question is whether there is an effort or specific strategies by which teachers try to
familiarize their students with the concept of tourism, the existing tourism infrastructure, its history and culture,
its traditions and, above all, the importance of tourism development for their region. Additionally, the existence
of specific tactics that aim at forming the appropriate behavior, courtesy and respect, for the visitors and the
natural environment is also being investigated.In addition to the latter, teachers' thoughts on issues that concern
the formation of tourist consciousness, as well as their suggestions are worth being examined.
RESEARCH METHODOLOGY
The research hypothesis advocates that education can contribute to the formation of tourist
consciousness.In particular, the following assumptions were made:
Education can contribute to shaping tourist awareness through:
•
the courses taught and the approved curricula of the Ministry of Education, Research and
Religious Affairs
•
the teachingmethods

•
the extracurricular activities
•
educatingstudents
Subsequently, based on the data collected from the survey, an attempt was made to ascertain whether or
not these assumptions were verified.The data were collectedby conducting a primary research with a structured
questionnaire distributed to the teachers of Evros Regional Unit. Question types included in the questionnaire
involved closed-ended questions, ranking scales and open questions.As a survey tool, the questionnaire is
appropriate for statistical processing, it can examine the perspectives and the opinions of the participants related
to the research hypothesis and at the same time the respondents are able to express themselves freely, as the
researcher cannot influence their answers.The questionnaire was distributed online in order to ensure the largest
possible number of participants, anonymity and, as far as possible, the reliability of the responses. Also, this
process was considered as the least time consuming.
Set target population
In this survey the target population, as aforementioned, is the teachers of the first two levels of the
formal compulsory education in Greece, i.e. the primary and the secondary education teachers. For the needs of
this survey, however, was defined as target population the whole of the Teachers of Primary and Secondary
Education of Evros Regional Unit.
Sampling frame, type and sampling methodology
The sample framework of the primary research is determined by the records of the Ministry of
Education and Research with regards to the primary and secondary education teachers in Greece and the units
they serve.The size of the research sample depends on factors that include:
•
the basic characteristics of the population
•
the type of the data to be collected
•
the research budget
For this survey, the records of the Ministry of Education indicate 42 Primary and Secondary Education
individualsas the teaching staff of EvrosRegional Unit schools.
FINDINGS
From the collected data analysis, the following findings are highlighted:
The 50% of the teachers fully understand the concept of tourism consciousness, a percentage not very
satisfactory, while there is a significant number of teachers who confuse tourist awareness with the professional
conscientiousness of those involved in tourism. Nevertheless, it is very important that a sufficient number of
teachers acknowledge the role that education could play today in shaping tourist awareness. In this direction, the
already existing courses of the approved curricula in Primary and Secondary Education, such as languageliterature, geography, history, foreign languages, as well as through the institutionalized educational excursions
or the implementation of specific training programs, including visits to tourist destinations and tourism service
providers, actions and activities, speeches, presentations, projections, etc, are wisely directed towards this scope.
Interestingly, teachers' assessment is that a new lesson should be introduced on tourism to underline the
importance of tourism for the local economy and society, and the impact it may have.
The research reveals the need to retrain and educate teachers of both Primary and Secondary Education
in order to understand the importance of tourism development for the Evros Region, as well as the protection of
the cultural heritage and the environment of the area. Furthermore, the necessity of shaping tourist awareness
among young people today is illustrated among the answers of the participants. Teachers will be able to provide
the necessary equipment to their students in order to acquire tourist awareness only if the teachers themselves
are and act as tourist-minded individuals either as guests or as members of a touring host society.
The major problems currently posed by the Greek educational system and, in particular, the
anachronistic curricula, which, to a certain extent, ignores modern science developments and emphasizesin
sterile memorization rather than deeper knowledge and critical thinking. Furthermore, the promotion and use of
misguided or outdated teaching methods is based on the student's passivity, the author's authoritarianism, the
dominance of the utilitarian perception of knowledge. These, combined with inadequate teacher education and
training, pertain that the Greek school does not help children to develop their skills on the basis of their interests,
to develop critical thinking and self-control, imagination and creativity, recognize the consequences of their
personal actions and behave as responsible and moral individuals. In addition, education today does not
contribute, as it should, to raising children's awareness on issues related to the economy, society, the
environment and the fellow human being but, above all, does not enable them to recognize the likely impact of
tourism on the economy and society of a region.
In other words, education today does not seem to be able to respond fully to its core objectives, which
are considered particularly important by the majority of teachers, such as the transfer of knowledge to children,

the education based on important principles, the development of national consciousness and the formation of
free, active and critically-minded citizens.
The institution of educational excursions, which in the last period tends to be weakened by the policies
of the Ministry of Education and Research, can contribute substantially to the formation of tourism
consciousness as it is a kind of mainly domestic tourism and as such should also be addressed by the educational
community . The research does not make it clear that the educational community is highly oriented in this
direction.
On the other hand, it is particularly positive that the majority of teachers took care to inform their
students before an excursion regarding the history, traditions, sights, and monuments, the particular conditions
of the area and the route to follow and places to visit. It is not enough, however, because in order for an
excursion to contribute to the development of tourist awareness among children and young people, teachers
should allow children of all ages, in ways and methods that fit all ages, to participate in the designing and
implementing an excursion. This is to learn the steps of a trip, to learn to evaluate their experiences, to identify
the negative and positive elements of tourism, the importance of protecting the cultural heritage and the natural
and built environment. Throughout this, the teachers and their pupils, after the trip, will also make a significant
contribution to the experience of children, as well as their impressions, negative and positive. The very
encouraging that emerged from this research is that teachers already have a great deal of conversation in class
with their students about their experience of an excursion.
It is also worth noting the fact that both teachers' preferences regarding what they would visit with
children during an excursion as well as what they have visited during the school year. Thus, the educational
community has probably combined excursions with visits to museums and archaeological sites and less with
visits to cultural sites and habitats. Even more interesting is the fact that the area of Evros has a
remarkablecivilization,culture and important biotopes.
Besides excursions, often a literary text, the subject of geography, could trigger for a classroom
discussion on travel, tourism and their impact, as well as on cultures with different morals and customs
throughout in the world. The research revealed that teachers, on the basis of either a literary text or the lesson of
geography, are discussing in the classroom about tourism and culture issues and this is particularly positive.
Admittedly encouraging is the fact that, in their majority, the teachers responded that in case of
inappropriate behavior of a pupil during an excursion they would try through constructive dialogue to show their
students the effects of his behavior and would encourage the culprit of the inappropriate behavior to understand
his or her fault and to remedy.
This suggests a reversal of the teacher's attitude towards the student, where the teacher treats the
student with greater respect as a human entity. In addition, it seems that we have slowly passed from an
authoritarian system, which would simply punish the pupil, to a system which aims to enable the student to
understand the consequences of his actions and to recognize his mistakes, which isparticular, important for
shaping a responsible and sensitized person.
CONCLUDING REMARKS
In conclusion, research has shown that schools are actively engaged in organizing, cultural and
environmental events as well as actions with respect to diversity and human rights. The most important of all is
that teachers seem to recognize the importance and pedagogical nature of these events in order to bring children
closer to the culture of their country, to become aware of environmental and human rights issues , gaining a
more responsible attitude towards the environment and fellow man respectively.
In addition to the knowledge that must be passed on to children and young people, school today is also
required to help children become mature and responsible critically-minded citizens who will be able to
recognize the impact of their actions while respecting the environment in which they live and their fellow
human beings. Also, through education, it is important for children to be familiarized with their place and
culture so that they come to loveit and become its ambassadors. All the above will help children, first of all, to
become better people and citizens and, secondly, in combination with the inclusion in the school curricula of
actions and programs concerning tourism and tourism development, will enable the children to develop tourist
consciousness.
It does not seem necessary to introduce yet another sterile lesson for tourism, but the empirical and
experiential contact of children with tourism, through educating, excursions, visits to tourism bodies, actions
and activities that will help them cultivate all those elements that are important to the formation of tourist
consciousness.
FURTHER RESEARCH

It would be interesting in the future,to conduct a relevant research both in an area that is much more
developed than the Evros region and in a less developed tourist region than the Evros region. At the same time,
it would be interesting to investigate:
•
teachers' views on the role that education could play in shaping tourist awareness at national
level
•
the views of those who are directly involved with tourism, regarding the role that education
could play in shaping tourist awareness
•
the views of local communities on the role that education could play in shaping tourist
awareness
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ABSTRACT
Changes in society require profound consideration of the factors that affect education. The aim of the
paper is to make recommendations for tourism and hospitality curriculum development according to the
expectations and needs of employers and students. Scenario planning method was used to create 16 future
scenarios and make suggestions. The results show that it is crucial to adapt technology in studies to raise
students’ ability to use digital applications purposefully in their professional life. Stakeholders of higher tourism
education expect the study process to be flexible, practical and consist of short-term modules to improve the
skills of analytical thinking and problem solving.
Key Words: hospitality education, curriculum development, scenario planning method, future of hospitality
education
INTRODUCTION
Tourism and hotel management education goes back to the 19th century when in 1893, the first hotel
school in the world - Ecole Hoteliere de Lausanne was opened in Lausanne, Switzerland (Leunga, Wena,
Jiangb, 2016; Vieregge, Robinson, Drago, 2013). Since then, the tourism area has gone through big
developments.
Higher education, especially tourism and hotel management education are facing big challenges today
(Lugosi, Jameson, 2017). Herewith, universities and tourism education curricular hold the responsibility to
provide students with education of high quality (Reich, Collins, DeFranco, 2016). At the same time, the
stakeholders – students, teachers/supervisors, and entrepreneurs – have different viewpoints of prospective
outcomes. Students' main perspective is to gain preparedness for future career (Gross et al., 2017).
Traditionally, the studies of tourism and hotel management education focus on improving students'
learning skills and developing teaching methods (Kim, Jeong, 2018), but recent years have brought the needs of
the main stakeholders (students, teachers and employers) into the focus of the research paradigm (Barber, Deale,
& Goodman, 2011). This involves the need to analyse the practicality of tourism and hotel management
education, and the curriculum development to train future employees who are able to work in the global,
constantly changing tourism and hotel industry (Kim, Jeong, 2018). This might be challenging because the
academic staff, employers of the tourism sector and students may not always share the common understanding
of the knowledge, skills and capabilities that employers expect from graduates (Gross et al., 2017).
New students (generation Z, born after 1995) expect a different approach to learning and teaching.
Therefore, the curriculum development should also be approached differently. The students of the new
generation are often defined as digital natives – the ones who have actively been using technological tools since
early childhood. At the same time, their access to digital technologies has been different, and in the learning
process the basic skills do not always get enough attention. Young people are able to surf internet and use social
media channels in their every day communication but in academic and professional assignments their skills may
be rather limited (Pousson, Myers, 2018: 2). The learners of z-generation prefer to learn independently at their
own pace,they seek and make choices to achieve their aims (Kollom, Tammets, 2017: 231). They implement the

approaches that enable to explore and experiment in order to see the practical value of their theoretical
knowledge (Pousson, Myers, 2018:3).
The learners' expectations to the content knowledge and the employers' expectations to the learners as
the future employees have created the need for collaboration and collaborative learning. In education,
collaboration is universal as the demands to the learners, teachers and schools may only be met in collaboration
with different partners – learners, colleagues, enterprises, sector organisations etc (Sirk, Ümarik, Loogma,
Niglas, 2017: 81; O'Halloran, Hean, Humphris, Macleod-Clark, 2006: 13-14). Curriculum development has
been mentioned as one of the biggest areas of students and teachers' collaboration (Pappalepore, Farrell, 2017).
Traditionally, the input has been prevailing in curriculum development. But, the outcome-based
teaching focuses on learners and achieving the learning outcomes. The shift to the outcome-based teaching
assumesfundamentalchangesintheteachingandlearningpracticesfromtheuniversities,teachersand students. This is
moving towards learner-centred teaching where the learner is active and involved, and takes responsibility for
creating new knowledge and planning the learning process. (Reich, Collins, DeFranco, 2016) Bigger
responsibility in the everyday learning activities involves learners, they evaluate it more when they have
contributed their time and effort, and therefore, show bigger dedication to their learning. It is important to grow
learners' awareness of the factors that they can control to be more involved in their learning process (KumpasLenk, Eisenschmidt, Rumma, 2017:20).
Students have to learn to take responsibility for their learning. In order to do that they need efficient
learning skills, initiative, enterprising spirit, and other skills related to self-regulation and self-efficacy. Unlike
earlier practices, the contemporary learning environment should enable to take bigger responsibility and offer
more possibilities to choose between different learning options. The learning process should be more flexible, so
that the learner could make choices that support his/her learning knowledge (Pousson, Myers, 2018: 4,
O'Halloran, Hean, Humphris, Macleod-Clark, 2006: 13). Contribution to the learning process and inclusion
could be increased when students can formulate their own learning goals in addition to teacher's, and the
assignments which help them achieve these goals and outcomes (Kumpas-Lenk, Eisenschmidt, Rumma, 2017:
21; Chux, Promise, Rylyne, Chuks, Robertson, Olumide, Olayemi,2019).
One of the most critical goals of tourism and hotel management curricula is the necessity to prepare the
students to become leaders in different fields of tourism industry rather than general labourers (Kim, Jeong,
2018). OECD reports (Measuring Innovation in Education…, 2014: 29, 58, 92) that 58% of the graduates claim
that they work in the areas of high innovation which assumes they have good digi-technological skills, but only
31% of them admit that their learning environment supported the acquisition of digital skills. Employers observe
that there are more and more people working in the tourism area who do the job part-time after their studies or as
project-based, they work at short date and the labour turnover is big. Different generations have to work together,
employers need to offer part-time, flexible jobs. Cultural diversity in working teams is big and new generations
expect new challenges and team-spirit. Digitizing affects greatly 46% of the job assignments in Estonia. The use
of technology increases flexibility and time-independence,on the other hand, it assumes more efficient
instruction in the field of digi-technologies (Leppik, Uibouppin, 2018: 30-47).
Proceeding from the forementioned, two research questions were developed: (1) which factors affect
higher tourism and hospitality management education in the future? (2) what should be changed in the higher
education tourism and hospitality management curricula according to futurescenarios?
METHODOLOGY
In order to achieve the aim and answer the research questions, semi-structured focus group interview
method was applied. The scenario planning method was used as the bases of the interview structure. The aim of
the research was to investigate the main factors affecting tourism education now and in the future, and
determine the activities of curriculum development and directions for the future.
Scenario planning method was applied to structure the interview and determine the topics. Scenario
planning method is the approach that was initially used in aviation and military but today it is also employed by
the organisations of public as well as private sector. The examples can be found in entrepreneurship, in strategic
development but also in the development of products and services and destinations since the 1990s. The method
enables to predict future considering different trends and the factors with bigger uncertainty and effect, which in
turn help to lower uncertainty about future and plan the activities for different future situations. Herewith,
various areas (economic, social, technological, political, environmental etc) are taken into account in longer
perspective (up to 30 years ahead) (Balarezo & Nilsen, 2017; Derbyshire & Weight, 2017; Randt, 2015; Wade,
2012; Spaniola & Rowlandc, 2018).
Scenario planning method consists of phases that according to different resources,can be four to twelve.
The number of phases depends on how distinctly the various activities are presented, however, the topics and
main activities are still the same (Wade, 2012; Sarpong & Amankwah-Amoah, 2016; Chermack, 2005; Randt,

2015). In the current research the activities were divided into seven phases to make it easier for the participants
to observe the process and discuss the topics but the general scenario planning system was not changed.
On May 5, 2018, a six-hour meeting was held in the format of seminar to collect information. The
seminar began with the introduction of the participants who were the representatives of different areas –
entrepreneurs, managers of accommodation, the representative of the destination development and marketing
organisation, people working in marketing and event management in the public and non-profit sector,
representatives of the field of infotechnology, program directors of tourism and entrepreneurship curriculum,
and teachers, students and tourism curriculum alumni. The participants were divided into groups.

At the beginning of the seminar the participants were informed about the aim of the meeting –
determining the factors, expectations and needs affecting tourism education and higher education in general,
mapping the potential future situations, and offering solutions for the teaching-learning activities considering
this context. Next, people were divided into four groups with 5-6 members in each, and further discussions were
held in these groups. All groups went through all phases, the process was observed and mentored by a moderator
who explained the next steps before each phase and assisted the participants when needed. Each group had a
mentor who had a previous experience of scenario planning workshop. This enabled the process advancement in
the groups and quick problem-solving when problems occurred. Each group wrote the results of the discussion
on the scale. After each phase the results were photographed. After meeting all group leaders compiled the
minutes that reflected the results of each phase and the process of discussion which later enabled to compare the
results, look for similar patterns and distinctnesses, and their potential causes. For analysis content analysis was
applied with deductive as well as inductive coding (see Table1).
RESULTS AND DISCUSSION
In the first phase, determining influencing factors and trends, 97 key words were presented by four
groups. The dominating areas were: sharing economy, will and need to share, terrorism, instability, safety,
change of work and workplace (incl labour shortage), distant work, new generation, ageing, big data,
personality, differentiation, ICT tools and smart devices, automatisation, blending cultures, internationality,
availability of places and services, wellbeing, sustainability and green thinking, influence of big countries
(China, Russia, USA), recommendations of friends and other users. Based on the key words, the groups
formulated four main categories which encompassed similar factors:
Group 1 – change of work, saving/avoiding waste, personalisation, movement; Group 2 – individual,
work, environment, technology;

Group 3 – Global Village (insecure), lifestyle, new reality (helplessness, unachievable need), personal
solutions; Group 4 – ICT, internationality, new generation, self-awareness, (motivating) work environment.
Although several categories were different, there were overlapping topics, which were work and work
environment, personality/personalisation, environment, and people and human relations. Next, the areas of
bigger uncertainty and influence were sorted out from the categories which were changes of work and
personalisation (Group 1), environment and individual (Group 2), new reality and personal solutions of services
(Group 3), and ICT and new generation (Group 4). In spite of distinctnesses of factors that the scenarios were
based on, it may be said that the results of all groups reflected the antagonism of individual and technology, and
interaction and people’s behaviour and attitudes (individuality vs. collectivity). This was followed by formulating
the extremities (opposites) of each factor, the content of each scenario was described, and each scenario was
given the name that reflected its content. Group 1 proceeded from place names (North Korea, the Cook Islands,
Silicon Valley, Scandinavia), Group 2 proceeded from themes (environment of comfort, creativity, lifestyle, and
stagnation), Group 3 proceeded from the types of accommodation (AIRBNB, the Hilton, Booking.com,
automatic hostel), and Group 4 proceeded from the patterns of people’s and society’s behaviour and functioning
(hands-on, selfie, Marxism,amish).
The content of scenarios (see Appendix) was different but at the same time rather similar considering
the context of principles. Each group had a scenario, which expressed the expectations on personality, discretion,
manual activities and authenticity, and where luxurious service was distinguishable from regular ones, where it
was important to be involved in the process, and where time prevailed over price. The second similarity was the
scenario which emphasized collective body, rapid solutions and connections for masses, price and result were
important, the process was of secondary importance. The third similarity were the situations which highlighted
automatized and user-friendly personality, individuality and novelty, and where others’ opinion and shared
information were important.
The last part of the discussion was held on the learning activities according to the content of scenarios
and solutions that supported them (see Table 2). Similarly to the content of scenarios, significant overlappings
could be detected in the results of the groups. For example, all groups stated that in the case of certain scenarios
the flexibility of the learning activities and process are important, also the speed of passing, practicality, and
learning solutions integrating ICT-tools available in the e-learning environments. Also, Pousson and Myers
(2018) state that the use of technology should be more purposeful. The second scenario adds choice and freedom
to compile an individual curriculum, personality and the need for learner’s growing independence and
responsibility. Pousson and Myers (2018) stress the importance of experimenting and testing. The third scenario
was emphasizing the web-based support, and automatizing in order to enable learners to gain knowledge
regardless of the place, however, based on regulated schedule and in the structured way. This goes in line with
Kumpas-Lenk, Eisenschmidt and Rumma’s (2017) topic of learner’s activeness where according to the
environment, the learner has bigger or smaller rights, and the possibility to make choices in his learning process
vs. the situation where the choices are made forhim.

According to the fourth scenario it is likely that lectures and classical approach to the learning process
become more topical again. This means regulations in the state or institutional level; standards, the total of
graduates and results will be important but the process will be of secondary importance. Each situation sets
different expectations to the staff – in the two former scenarios the teacher is guiding and supporting learners, in
the two latter ones he holds the leading role forming the process and results. Kumpas-Lenk, Eisenschmidt, and
Rumma (2017) as well as Chux, Promise, Rylyne, Chuks, Robertson, Olumide, and Olayemi (2019) find that the
learning process should be more flexible, provide different choices during the process, and set personal goals.

As it was said be forehand, the learners’ responsibility is also different in different scenarios, just as
applying infotechnological tools in the learning process. However, even in the case of the more traditional
approach, using ICT tools at a certain level is expected (e.g web-based support, electronic learning materialsetc).
Learners’activeness and readiness to take responsibility for their learning and results depends on certain
situations.
CONCLUSION
In order to answer the research questions – which factors affect higher tourism and hospitality
management education in the future, and what should be changed in the higher education tourism and hospitality
management curricula according to future scenarios, a consortium of tourism stakeholders was gathered. In
future tourism curriculum development flexibility of learning plays an important role. The learning applications
have to be practical and offered in virtual environment. Students need to have a possibility to combine curricula
that meet their needs, which also increases the need of student’s responsibility in the learning process.
Automation of studies will allow great amounts of people to receive tourism education but the
traditional face- to-face approach will regain its importance.
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ABSTRACT
Tourism and pilgrimage despite being two different concepts, they both show similar
characteristics. Religious tourism is more important in many countries because the profits are high. With the aim
of presenting a complete evolution of Religious and Pilgrimage tourism in Greece, a quantitative research was
carried out in the area of Kozani anda qualitative one which entailed the sectors of tourism in the vast area of
Western Macedonia. The results and conclusions of this research are reported in this text.
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INTRODUCTION
Religious and pilgrimage tourism was developed rapidly throughout history and is considered as
one of the most ancient forms of travel where people individually or in groups visited holy places in all the
world to find spiritual tranquility and to give offerings. Since time immemorial what has been of great concern
for the believers and of common ground among great religions (Islam, Christianity,Hinduism, etc.) was the
quest to save their soul. In every way, the believers either via sacrifices to the gods, or later with the indulgences
and confession, they attempted to “bribe” God's grace to salvage their soul. The “church” also plays a decisive
role in the propagation of this phenomenon. With a view to exploiting the financial benefits of such tourism, the
church takes advantage of religious relics such as remains of saints, to attract more and more people. With the
blessings of the Greek State, the development of Religious and Pilgrimage tourism comprises a great amount of
the country's revenues, but also helps promote areas which would otherwise be unable to develop financially.
1. TheoreticalandHistoricalapproach of ReligiousTourism.
The phenomenon of Religious tourism is not found in the 21stcentury, but it can be seen since the early
years of the history of humanity (Lekakis, 2016). Because of the technological breakthroughs and the industrial
revolution, great changes were achieved in the transportation of the pilgrims (Collins and Wall, 2015:689).
Throughout history the church has the lion's share of the expansion of religious tourism, enforcing the state to
agree to its desires, aiming at solidifying its power and financial gain. There are two categories of visitors who
prefer such travel: those who travel to save their soul (Moira, 2009), those who travel in groups I.e.fellowships,
congregations ,etc. And at the same time,they satisfy their personal indulgences holidaying in other tourist
facilities (Polizos, 2010: 221-222).
2. Conceptsand Characteristics of Pilgrimage Tourism.Distinction between Pilgrimage and
Religious Tourism.
The importance of the pilgrimage for religious purposes is notes in the 4th century AD, when people
travelled to the Holylands for their salvation. Their motives are common in most religions: spiritual tranquility,
the salvation of spirit and soul. Even the state itself is connected to the pilgrims since Emperors aimed at
expanding their kingdom and authority through Christianity and Crusades, and the pilgrims on the other side,
after careful manipulation by their Lords to participate in the Crusades, were longing for their salvation and
redemption. Jerusalem and The Vatican are the major religious centers for the religious tourists, men women

and children.Whatever the reasons were to go on such trip, the pilgrims had biological needs to satisfy. This
does not mean that because they were in need of accommodation they were considered as tourists. Contrary to
this notion, tourists might want to visit a sacred land and take part in a religious ceremony; yet they are not
considered to be pilgrims either. Both parties are connected to each other because they generate economic
activity for areas of accommodation(Moira, 2003).
3. The consequences of Religious Tourism on the Economy, the Societyand the Environment
Historically there has been an attemptto intensify the promotion of religious characteristics of an area,
having both positive and negative repercussions. The positive impact is the protection and conservation of
religious monuments, new job openings, reduction of unemployment and image improvement of the area
projecting its religious heritage via the reconstruction of their infrastructure (Albanis, 2014). The most
significant drawbacks are the pollution of the natural and structural environment and everything it ensues
(water, sea, air, and noise pollution , degradation of the area ), and the problems created in the accommodation
communities of the religious tourists, for instance irritation , commercialization of the phenomenon, etc.
(Hanandeh, 2013). Not to mention the devastation created by terrorist attacks or wars (Iqrar, 2012).
4. The importance of Religious Pilgrimage Tourism in Greece
Notably, religious tourism is of utmost importance for the majority of nations since the revenues reach
15 billion worldwide, while 300 million people travel for religious purposes (H.C.H, 2016). Out of 2,2 billion
Christians, half (almost 50%) are Catholics, 37% Protestants and the Orthodox, including Greeks and Russians
is merely 12%. Greece is undeniably a stronghold of Orthodoxy, with many churches, monasteries of religious
and historic significance. Five areas are characterized as Monuments of Cultural Heritage by UNESCO. Also,
every prefecture of the country owns religious relics and remains of saints (Polizos, 2010). Thousands of
byzantine churches, countless chapels, monasteries, convents, glebes and holy locations which are an integral
part of Greece's National Heritage (Lagos&Christogianni, 2006, Theodoridou, 2015). InGreece, religious
tourism is internal and reaches 80%. Therefore, the Synodic Office for pilgrimages of the Church of Greece has
taken actions to promote such heritage, reaping the benefits of numerous pilgrimages in the country.
4.1 Analysis of the actions the Church of Greece within the framework of exposing – promoting.
The Church of Greece targets the systematic exposure and promotion Religious and Pilgrimage
Tourism in Greeceand in doing so, it has taken the following actions: 1) Signing a collaboration agreement with
the Church of Cyprus. This “Collaboration Agreement” involves their close cooperation in the area of
pilgrimage touring (Religious Tourism). A relevant agreement has been signed between the Church of Russia
and the Churches of Serbia, Bulgaria and Poland are expected to be included (Church of Greece, 2015 Collaboration Agreement), 2) Signing of a collaboration protocol between the Church of Greece with the
Ministry of Culture: the primary goal is to promote, protect and project all the holy areas (Church of Greece,
2013), 3) Collaboration of the Church of Greece with the Association of Hellenic Tourist and Travel Agencies
(HATTA) : An initiative on behalf of the Synodic Office of Pilgrimage Touring in Greece a Joined Committee
of Study and Action was formed between the Synodic Office and the board of HATTA, with a view to enabling
pilgrims, increasing tourist attraction and further exposure of the sacred monasteries and pilgrimages abroad
(Church of Greece, 2015- Joined Committee of Study and Action )
4.2 Recommendations to apply management techniquesfor future development of Religious
tourism in Greece.
Every place owning religious monuments should first do a meticulous recordof its religious and
cultural resources, based on which a specific promotion strategy will be offered. Following interviews of
representatives of religious tourism, the need to create the necessary infrastructure next to these monuments to
create resting stops. Often, religious visitors choose not to stay in the area for more than four days, and thus, it is
imperative to prolong their stay in the host areas. This can be realized only if religious tourism is combined with
other forms, such as holidaying, countryside tourism, cultural tourism, etc. It is evident through these interviews
that the development of religious tourism is solely done by congregations and monasteries, and not on a local or
regional level. Therefore, all the above sectors should collaborate with organizations from the private and public
sector for a joined action.
The church itself plays an important role in the development of religious tourism. Due to being
unaware of the Archbishops actions, priests and commoners who are involved in the promotionand management
of religious tourism should be trained and informed regularly(Moira 2009). A national level chairpeople from
associations and fellowships abroad could be formally invited for pilgrimage in Greece. Attracting foreigners
(Catholics, protestants) by promoting Catholic temples and monasteries in Greece, and at the same time
pilgrimage package holidays can be created passing through all the areas where Apostle Paul visited and taught
(Lagos &Christogianni, 2006).
Following Turkey's example, which opened Orthodox temples previously deserted to the public,
Greece should incorporate religious tourism in its tourist and development policy, and open Turkish monuments
to the public, like Kemal Ataturk’s home in Thessaloniki, which attracts thousands of Turks (Tsetsis,2010).

Hotels couldoffer special packages for Islamic tourists, offering special food (halal), the Coran in their room and
a praying mat, or even informative flyers about the Mosques in the area (Fourieet al, .2015).
There should be a close cooperation and information exchange among the Archbishops of Europe,
Asia, Africa, America, Australia (H.C.H., 2016). A notable action is establishing a Continuous Forum for
Religious Tourism in Greece which will include a) organization of Conferences, Symposiums, Seminars, and
other events involving issues related to Religious Tourism in Greece, b)Inclusion of points of interest related to
Religious tourism in National and International Research programs via Universities and Technological
institutions, c) Consultation and advice in Metropolis by qualified staff , etc. (Litras, 2015).
5. RESEARCH METHODOLOGY
Aiming at the complete presentation of the evolutions of religious and pilgrimage tourism in Greece, a
quantitative research was carried out in the inhabitants of the Prefecture of Kozani and a qualitative one which
involves the sector of tourism in the vast area of Western Macedonia. The main purposes of the quantitative
research are: 1) establishing the profile of the tourists, residents of Western Macedonia, visiting worship areas.
2) The level of satisfaction from the offered services and recommendations to ameliorate the existing tourist
products 3) the exploration of the possible interest for future visit in Holy lands in Greece and abroad (Pavlidou,
2015). The research was conducted in the form of a questionnaire and was distributed in 127 individuals, having
been distributed personally in residents of West Macedonia and specifically in Holy Temples, Monasteries of
the prefecture. Indicatively, the temple of St. Constantine and Eleni, The Convent of Metamorphosis of the
Savior in Driovouno Kozani are mentioned. The distribution and the collection of the questionnaires began in
January 2016 and was completed in April of the same year. The sample in both cases cannot be rendered as
random but only subjective (Judgemental sample) because these questionnaires were given exclusively to
pilgrims, being the most reliable and representative source of information.
For the creation of the questionnaire, closed multiple choice questions were chosen, but also open nonstructures ones to provide the possibility to tourists to express their opinion. The questionnaire includes 23
questions and it is divided in four units. The first one (questions 1-13) tries to list and record consumer behavior
of Greek pilgrims, specifically the preferred means of transport, the type of accommodation selected, and the
way the stay informed about upcoming pilgrimages. In the second unit (questions 14-16) focuses on the level of
satisfaction from the offered tourist product and the required actions to be taken to maximize its demand. In the
third (questions 17-18) emphasis is placed on which areas show more demand (most popular) for Pilgrimage
tourism and on the intention, tourist have for future destinations. In the last unit (questions 19-23) the profile of
Greek pilgrim tourists is defined (Pavlidou, 2016).
The main purposes of the qualitative research are : 1) Establishing the profile of religious pilgrims in
the prefecture of W. Macedonia, 2) listing the categories of pilgrims affected by the economic crisis, 3) possible
problems experienced in the Pilgrimage -Religious Tourism in Greece and possible recommendations for
improvement by involved associations, and finally new suggestions in order for entrepreneurs to take measures
and develop Religious Tourism. The qualitative research was based on questions asked during interviews, 8 of
which with Public authorities and the rest with representatives of the private sector. Specifically, 5 priests in
various levels of the hierarchy, participated to establish whether they are aware of the Archbishop’s plans and
course of actionto expand and promote Religious tourism in Greece. Also, 2 representatives of the Municipality
of Kozani and 2 representatives of W. Macedonia region, were asked about ideas that should be adopted by the
prefectures- regions of the country in cooperation with the Archbishop. Last, we included 4 tourist agencies and
4 hotels (2 in W. Macedonia and 2 in the rest of Greece, namely Thessaloniki - Patmos) (Pavlidou 2016)
6. RESULTS OF THE QUANTITATIVE RESEARCH IN THE RESIDENTS OF W.
MACEDONIA
Out of 127 participants, 65% are women. Out of the total sample, 50% belongs to the 35-54 age group
being married with 2 children, high school graduates or graduates of a higher level. The biggest percentage
involves public servants and pensioners. The overwhelming majority involves pilgrims of W. Macedonia and
are residents of Kozani (85%). Organization-wise and preparation-wise the results have shown that there is a
specific period when religious trips take place. 60% of the pilgrims travel throughout the year, at a ratio of 2-3
times (78%) and remain at their destination for 13 days. 40,2% choose themselves the religious monument they
will visit and 30,5% do so after being urged by friends. Most trips are organized by local congregations 35,4%
or by travel agencies and they travel with friends and / or with their spouse 23,6%. Most of them do not afford
more than 200 euros for the trip (71,7%) whereas 18,1 % spends up to 400 euros. The basic motives urging the
pilgrims of W. Macedonia to go on such trip is the acquisition of spiritual peace of mind, to fulfill an offering
and to pray for a personal matter.

70% of the people in question have never travelled abroad, which means they prefer Greece for religious
tourism. During the trip,most of the travelers opts for a hotel room, 63% prefers traditional taverns and wishes to
visit additional sights. Regarding the level of satisfaction about the offered services, the determining factors of
the choice of visit are accommodation, the hospitality and nutrition. The infrastructure and security concern
51,2% of the people questioned, while an additional criterion to be considered is also the means of transport to
their destination and nutrition. Almost 60 % is interested in the services are of quality and the service they will
be provided. 47,2 % is also interested to receive detailed information of a place and its monuments via social
media. Most pilgrims due to the fact that such trips are organized by their congregation seem to be quite
satisfied by the offered services and believe that there are numerous areas in Greece of religious interest. Most
even would like to visit other sights as well (45,7%), while 33,1 % go on pilgrimages to a destination of their
personal choice. The most recent religious destination visited by residents of W. Macedonia, is the monastery of
Metamorphosis of the Savior in Driovouno Kozani by 11%, and 9,4 % visited Evangelistria of Tinos. Their third
choice involved Meteora and Mount Athos (7,9%). 29,9% visited several sights abroad. The majority travelled
to Jerusalem 9,4%, 8% to Istanbulwhereas3rd choice was in Sofia Bulgaria. 60%concurs with Athens
Archbishop’s actions on the exposure of religious pilgrimages of Greece to orthodox states and finds it
imperative to participate in exhibitions of Pilgrimage interest (Pavlidou, 2016).
7. RESULTS OF THE QUANTITATIVE RESEARCH IN RELEVANTSECTORS OF
RELIGIOUS TOURISM
We can reach to the following conclusion from the questionnaires given to relevant sectors of
religious tourism: Α) Priests: the motives driving 45 year-old people to such tourism is the religious sentiment,
psychological tranquility, and the search of relaxation and escape from personal issues, fulfilling an offering and
the pursuit of truth. Pilgrimages take place in spring and summer, priests believe that the people who suffered
more from the repercussions of the financial crisis are pensioners, the unemployed, employees and the middle
class. What is quite interesting for further investigation is that 4 out of 5 in question were unaware of such type
of tourism and they all stressed the lack of infrastructure. The vicar of the holy temple of Constantine and Eleni,
Mr. Konstantinos Kalaitzidis underlined the complete lack of guesthouses solely for pilgrims nearby such sights
and problems with accessibility as well (difficult to reach by car, special lavatories, etc.). Moreover, the Dean of
the metropolitan temple of Saint Nikolaos in Kozani, father Christos Dalageorgos stated,“that the fear for
terrorist attacks in pilgrimages is an inhibitory factor in releasing a religious trip”. (Pavlidou 2016). With regard
the profile of the tourists visiting W. Macedonia they answered that it consists of people 18-40 years of age and
pensioners. Themost popular religious sights are Tinos, Lesbos, Mount Athos, and Aegina.In Kozani Panayia in
Mikrokastro, the monastery of Metamorphosis of the savior in Driovouno. Outside Greece popular destinations
are the Holy Lands and Istanbul. In the 14th question about the Arche bishop’s cooperation with other orthodox
states they all agreed. Last they suggested additional actions: Attracting orthodox tourists (π.χ Catholics), proper
advertising (internally and abroad) as well as promoting religious monuments and relics offering a specific map
including all the necessary information.
Β) Tourist agencies: The motives that drive individuals aged 45 years and above AR apart from the
Fulfillment of an offering, attending religious events, Miracles that have taken place from the saint of a church,
for educational or historical purposes, for holiday. The economic crisis affects it to the greatest level tourist
movement because now traveling is considered a luxury. The category of Taurus that was mainly affected was
the pensioners because they prefer to spend their money on basic needs. An interesting opinion to bear in mind
is that of mrs. Daskalaki (an owner of a tourist agency) who claims that the number of tourists visiting holy
monuments for educational purposes has been reduced. The problems that religious tourism is facing is
economic crisis and unemployment. Religious trips are considered unaffordable especially going abroad; for this
reason, pilgrims have been asking for more lower prices. The profile of tourists who visit kozani are cultural
associations, pensioners coma athletic teams, women above the age of 50. The areas that are chosen are: Panayia
Mikrokastro, Holy Monastery of the Metamorphosis of the Savior in Driovouno, Saint Achillios in Prespes,
Byzantine churches in Kastoria. The development of religious tourism contributes to the promotion of local
products. All representatives of tourist agencies believe that there have been a lot of efforts individually Aunt
Limited for the promotion of religious tourism such as attending exhibitions and conferences regarding the
exposure and promotion of the place as well as special offers for pilgrimage trips from tourist agencies. The
local community could give a hand to the exposure promotion of the religious tourism by renovating and
reconstructing holy monuments, organized and promoted by the congregation, attending special kiosks and
exhibitions that involve only this kind of Tourism. Concerning the actions of the Archbishop of Athens the two
in question or unaware call Mom while the other two were not satisfied. Even in the 15th question regarding the
joined action with Orthodox States they considered a positive development which again they were unaware of.
C) HOTELS: the motives of professional Hotel owners that drive every man to visit holy lands
according to Mrs. Skarkala (a hotel owner) or personal experiences and situations regarding the daily life of the
individual and their family and they are linked with their health but also their healing. Regarding the question

about the economic crisis all Hotel owners agreed that tourist movement was increased and according to Mr.
Ioakeimides “the people started asking for hope for salvation and help from everything divine.” The face off the
majority became stronger through the economic problems. About the profile of tourists most Hotel owners
supported the fact that religious tourism does not have a specific age and takes place all year round. In the sixth
question about whether they think Greece has developed a complete program of tourist exposure and
advertisement everybody replied negatively, and Miss scar Cala underlined that efforts for exposure are
underway only for islands and Athens and not for the rest of the areas of Greece. Also Mr. Ioakeimides (a hotel
manager) supports that actions are being taken by local Metropolis only to promote local religious tourism. The
problems religious tourism is facing according to that are bureaucracy especially for tourist who are traveling
from abroad and specific documents are necessary, Financial especially with a bad state of the country which
does not allow the development of tourism in general and specifically religious tourism. The profile of the
tourists who visit the area of Kozani are mainly people who come for commercial purposes and at a small
percentage tourist who go there at weekends for recreational purposes. The places which are very popular in the
area of Kozani are: Ayios Nikolaos, the monastery of Panayia in Mikrokastro, The Holy Trinity in Lariou, The
monastery of Panayia in Zidani. On the island of Patmos there is the Monastery of Saint Christodoulos and the
Cave of the Apocalypse. In the city of Thessaloniki there are many religious monuments including the church of
Saint Dimitrios, the church of the Metropolis, Rotonta. Outside the city very popular is considered the Holy
Monastery of Souroti, which is dedicated to Ayios Ioannis Theologos and to Arsenios from Cappadocia, whose
holy remains are in the Monastery. In there one can also find the tomb of Paisios from Mount Athos, visited by
natives and foreigners from eastern countries. The contribution of religious tourism in the development of the
area of Kozani is no because according to Mrs. Skarkala the city and The Defector are miles away from the
correct advertisement and exposure of religious terrorism. 10 years ago, some efforts were taken on behalf of the
local sector which published booklets with information regarding tour hiking in the area of Kozani. Sadly,
nothing more was ever done. In the area of Kozani the entrepreneurs did not take any action. Instead in the area
of Thessaloniki multiple actions were underway by the Metropolis coma the regional monasteries and from a
great tourist agency from Russia. The tourist agency called Mouzenidis tours and the airline company Ellinair
have included in their Charter flight program flights from Russia to Greece with the aim of visiting the
monasteries of Meteora, the promotion of local furs in Kastoria. They are promoting holiday packages to hike in
combination with visiting and circumnavigating Ayio Oros. In the area of Patmos guided tours took place in
religious hiking routes, tourist Investments in hotels, catering businesses, tourist agencies, etc. Regarding the
actions of the Archbishop none of the people questioned was aware of the subject. Everybody agreed though
that the agreement contract signed by the Archebishop of Athens with the Orthodox countries for joined
advertisement and promotion of religious tourism in Greece is a positive step (Pavlidou 2016).
Finally, extra actions that could be taken according to the hotel owners are: 1) proper advertisement
and promotion. 2) a book with information of all the monasteries in Greece and its promotion. 3) the
monasteries must be open all year long. 4) the residence of such cities should be informed immediately about
this kind of Tourism and how they could contribute personally. 5) proper collaboration with tour operators,
hotels, tourist agencies, guides, etc. 6) reduction of bureaucracy with immediate assistance of tourists by the
authorities and municipalities of the country.
D) Entities / Bodies: there are two categories of tourist who are involved in the religious tourism,
women above the age of 50 are also young people of the age 22 to 35, who combined pilgrimage tourism with
visits to religious monuments. The most popular places in Greece and abroad have been mentioned by the
previous people in question. The entities believe that the crisis affected a great deal tourist movement since there
has been a reduction, I’ll 50% the last years. It is important though to State the answer of Mr. Chartomatsidis,
who believes that specialized form of religious tourism shows resistance in periods of Crisis coma injects the
position two tourism for recreational purposes which is considered by many as a luxury. All four people
interviewed agreed that the program to project and promote tourist development of religious tourism is at A
Primitive stage and according to mr. Papademetriou the design and promotion of religious tourism by the
European standardization organizations does not represent the true dynamic of this specific tourist source.
Regarding the problems faced by religious tourism Mr. Kottas supports that “there are monuments inaccessible
to the General Public because of bad management by the Ministry of Culture.” Also quoting Mr. Chartomatzidis
“religious tourism faces the unfair treatment as far as the development that other special forms of Tourism or
facing even though it has so much to offer especially this time of age. The profile of tourists that visit Western
Macedonia is comprised by a) 20-35 winter tourism b) 35-55 (city breaks in Kastoria,) c) 55 + religious tourism.
All of them agreed that it contributes to the development of a place because it is a vital source of promotion for
local income given the consumption which takes place in the area of accommodation, catering, buying
traditional products Etc. They also admit that they have not taken any action for the development of Tourism.
For the Archbishop of Athens, they were unaware of what has been done on this issue, yet they
consider that their effort to approach Orthodox countries like Russia and Cyprus is admirable. Mr.
Chartomatzidis who was a manager at ESO in France believes that a lot have been done by the archbishops of

Athens the last 10 years. Extra actions that these entities suggest are among others the creation of the Matic
routes for religious tourism, the creation of specific products that will be promoted in Orthodox countries for
example wedding ceremonies in Greek monasteries in churches as well as the promotion exposure of religious
tourism in another form like pilgrimage or historical.(Pavlidou 2016)
8. CONCLUSIONS REPERCUSSIONS AND MANAGEMENT
Tourism and pilgrimage well being two concepts different they are also in many ways common. A
Taurus can be a pilgrim and vice versa. Especially nowadays a great number of religious tourists apart from
visiting pilgrimages the desire to visit other sites or do other activities during their trip. For this reason, other
forms of Tourism could be developed alongside the religious one for example historical archaeological tourism.
The first issue that every management must understand, either at original level or national one, is that
every individual needs to contribute to the promotion of pilgrimage tourism. On the one hand municipalities and
prefectures should take action more intensely and more specialized, on the other hand the government should
distribute equal amount of money for the development of religious tourism not only two areas that are popular
for their pilgrimage but also to other municipalities of the country. Additional actions towards this direction are
the creation of cultural and spiritual centers in the organization of special events for the promotion of religious
product of every area i.e. iconography exhibitions of local artists, concerts with chance from the Holy Week,
Etc., provision of sufficient and quality transportation services through NSRF program funding, providing
seminars funded by local Chambers of Commerce, tourist assistance, creation of hotels guest houses which will
offer their services in affordable prices for alter is depending their wishes and promoting local businesses with
traditional cuisine in traditional products (Pavlidou 2015). In the case of Western Macedonia, it is suggested to
organize promotion exposure of pilgrimage tourism through the creation of specific routes like the area where
Saint Nikanoras lived in the wider area of Zavorda dam where the monastery is situated.
SUGGESTIONS FOR FUTURE RESEARCH
In a future study it would be wise to include the incoming religious tourist so as to expand the field of
the development of religious tourism based on the interest and their needs .As it is widely known the constant
economic crisis led to the reduction of demand for tourist services. Even if values variables were analyzed in
the questionnaires a special research could be carried out with more correlation for example ( income- activities
that were minimized) so as to define the impact of the constant economic crisis in the Greek space and
particularly in the development of the religious tourism. From the future research important conclusions would
come up about the proper policies that a future management could follow in order to take advantage of this
phenomenon through which new opportunities for development could be create it to expand pilgrimage tourism.
One last research that could be held is to distribute questionnaires in a larger number of religious tourists to have
more representative and complete results for the all Greece.
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ABSTRACT
Many ecomuseums are established around one certain activity, cultural tradition or use of specified
natural resources. The planned Balaton Ecomuseum is complex, aiming at integrating a number of different
perspectives and stakeholder interests, to promote sustainable tourism. Therefore, the “material” and intangible
heritage cannot be treated as strictly separate entities, since the intangible heritage includes the artistic value of
the built heritage, historic gardens and parks and the expertise of their conservation and restoration; and
traditional trades and crafts. This ecomuseum shall embrace all elements of cultural landscapes, enhancing the
visitors’ experience of the landscape in all its dimensions.
Key words: ecomuseum, cultural landscape, ecosystem services, cultural heritage, sustainable tourism,
stakeholder management
INTRODUCTION
An ecomuseum is a landscape area developed as an open-air museum, linking the natural environment
and its ecosystem services, the cultural heritage components of the landscape into one holistic unit, focused on
the identity of a place, largely based on local participation and aiming to enhance the welfare and development
of local communities. Ecomuseums originated in France, the concept being developed by Georges Henri Rivière
and Hugues de Varine, who coined the term ‘ecomusée’ in 1971. The term "éco" is refers not only to ecology
and the sustainable use of ecosystem services, but to a new idea of holistic interpretation of cultural heritage
made available with new, interactive methods of museum education, embracing the natural environment, the
built heritage, and the intangible heritage in opposition to the focus on a “passive” display of specific items and
objects, performed by traditional museums. Ecomuseums are important institutions through which a community
can take control of its heritage and develop new approaches by conserving its local distinctiveness. “An
Ecomuseum is a dynamic way in which communities preserve, interpret, and manage their heritage for a
sustainable development. An Ecomuseum is based on a community agreement”.1 Following a complexity
approach, in recent definitions, ecomuseums are more properly defined by what they do rather than by what they
are, even if environmental sustainability and progressive preservation of cultural heritage are overarching issues
in all ecomuseums. Since more ecomuseums are being established across the world the concept has been
developing and the changes in the approach towards the philosophy are reflected in the level of engagement of
the communities involved. In recent time there is a substantial development in ecomuseology in India, China,
Taiwan, Japan, Thailand, Vietnam and Cambodia, with significant increase in Italy, Poland, the Czech Republic
and Turkey.
The Balaton Ecomuseum shall be a complex, yet fully comprehensive system with all elements of
cultural landscapes, and thus enhancing the visitors’ experience of the landscape in all its dimensions.
Ecomuseums have a very important role in the development of sustainable tourism, considering their role in
public, non-formal education and in the progressive preservation of all categories of cultural heritage using them
as touristic products managed and maintained by the local communities. Community involvement and active
participation is therefore essential for all ecomuseums, and the following perspectives are starting points for this
paper:
Hugues de Varine, 1971

The dynamics of the Balaton Ecomuseum process means to go beyond the formal aspect of an ecomuseum,
beyond a simple set course, designed on paper. It is instead about designing real actions that are able to change our
society and improve our landscape.
Community involvement does not mean that local administrations, a unique historical heritage of European
democracy, are irrelevant. On the contrary, their role, to be effective and efficient, must involve people, going far
beyond the narrow circle of “authorized personnel”. Hence, community means a group with:
• General involvement;
• Shared responsibilities;
• Interchangeable roles: public officers, representatives, volunteers and other local actors are all playing a
vital role in an ecomuseum.
Preservation, interpretation and management means that reading and communicating heritage values,
providing new interpretations of it and raising its profile, are part of the day-to-day activity for ecomuseums.
Heritage is very close to Place as a notion, including history of inhabitants and objects, what is visible and what it is
not, tangibles and intangibles, memories and future.
The tangible and intangible heritage cannot be treated as strictly separate entities – this is rather a question
of approach and the emphasis on the conservation and pragmatic use of values, which together constitute the
intangible cultural heritage. Therefore, the intangible heritage includes the artistic value of the built heritage and the
expertise of their conservation and restoration; knowledge and skills regarding the restoration and maintenance of
historic gardens and parks; traditional trades and crafts, such as crafted food, how to use medical herbs and spices,
local cuisine, winemaking technologies and production of related artefacts (particularly pronounced in this area),
woodwork and carpentry, pottery, blacksmith, textile work; animal husbandry and breeding of ancient, indigenous
animal species; events and festivals; folk music; fine arts; literature and written records of cultural history; valuable
resources for health and recreation such as thermal bath; etc.
Sustainable development is a central issue for ecomuseums and it implies also to increase the value of a
place instead of diminishing it. Evidence from best practices identifies in this process two key elements: placebased development, and the improvement of local networks, where ecomuseums have to play a key role as catalysts
of social capital development.
Agreement means a mutual consent, implying reciprocal commitments between local players, i.e. the
implementation of the ecomuseum concept requires the mutual consent and active participation of local and regional
stakeholders.
THE CULTURAL LANDSCAPE
Many ecomuseums are established around one certain activity, cultural tradition or use of specified natural
resources. The now planned Balaton Ecomuseum is far more complex. The concept of the Balaton Ecomuseum is
based on the cultural landscape, which is itself a part of the intangible heritage due to its natural and artificial
landforms, settlements, spiritual and aesthetic value. The concept of ‘cultural landscape’ can be defined as “a
geographic area, with all its cultural and natural resources, the wildlife and domestic animals, natural and artificial
ecosystems, the built and intangible heritage therein, continuously shaped by historic and present day evolutionary
processes including the adverse or beneficial impacts of human activities, social relations and evolving cultures,
which mirror the evolutionary trends of human society.”2 Cultural landscapes can range from thousands of hectares
of rural tracts of land to a small homestead with a front yard of less than one hectare. Like historic buildings and
districts, they reveal aspects of a country's origins and development through their form, features, and the ways they
were used. Cultural landscapes also reveal much about our evolving relationship with the natural world. Large scale
monoculture farming threatens both previously well- functioning agro-ecosystems and the cultural values of the
aforementioned rural and agricultural landscapes. It is important to build diversity into large scale planting by
varying age structure and introducing open space, so that the crop is subdivided at a scale that suits the particular
landscape type. Some special landscapes, with valuable cultural heritage, such as parklands and historic designed
landscapes are particularly valuable for ecomuseums.

2 This definition has been formulated and adopted at the international conference and workshop of the
SUMCULA (Sustainable Management of Cultural Landscapes) Erasmus+ Strategic Partnership Project at Chateau
Křtiny, in the town of Křtiny, arranged jointly by the Mendel University, Brno, Czech Republic and University of
Gothenburg, Sweden.

Ecomuseums are often established in rural environments. The cultural heritage of rural landscapes
regarding the wide meaning of tangible and intangible heritage represents a great opportunity for growth, innovation
and participative development (bottom-up approach) for local communities. We refer in particular to the relationship
between the populations and their territories, which are being shaped since centuries and whose interrelation is a
precious source of cultural traditions, built heritage, artefacts, typical products, traditional skills, beliefs, legends etc.
worth to be preserved and used in the appropriate context of development strategies. Rural territories express this
cultural heritage as result of the "mutual shaping" between populations and their landscape (i.e. ancient meadows,
wetlands, seaside, salt works, shallow lakes, agricultural landscapes, ancient orchards and viticultural areas, national
parks, etc.).
ECOMUSEUMS AND SUSTAINABILITY, RURAL PLANNING AND ECOSYSTEM SERVICES
Ecomuseums are both sustainable touristic products and means of sustainable landscape management,
sustainable use and maintenance of ecosystem services, progressive utilization and development of heritage
resources from an evolutionary perspective. It is also obvious, that ecomuseums have to be core elements of rural
planning based on ecosystem services, which include all benefits that mankind can obtain from ecosystems. A vast
international work programme run by 1300 researchers from 95 countries created the Millennium Ecosystem
Assessment (MA) in March 2005, a report, which focuses on ecosystem services and how changes in them have
affected and will impact upon the quality of life of mankind and threaten the ability of Earth to support future
generations (Corsane et. al. 2007). Ecosystems and the use of ecosystem services are intimately interconnected with
ecological cycles, both natural and anthropogenic cycle processes. In rural planning, which in a wider sense includes
planning of land use and assessment of available natural and heritage resources, the need of an ecosystem approach
is particularly pronounced (Lagerqvist et.al. 2016). Ecosystem management programmes aim to reverse land
degradation in order to generate local, regional and global environmental benefits resulting from a more productive
and sustainable use of biodiversity and agricultural ecosystems. They respond to the need for concerted action
among farmers, communities, districts in many ecologically sensitive areas to reverse the process of degradation
and ensure the conservation and sustainable use of land, water and biological resources. Particular attention should
be paid to the biodiversity of natural ecosystems, agro- ecosystem functions and the interaction between these
ecosystems and the impact of tourism on rural touristic destinations. The goal of coordinated management of the
natural resources through the widespread promotion and adoption of productive and sustainable land management
techniques and utilization of heritage resources is to ensure economically and ecologically sustainable agriculture
and sustainable planning of rural tourism, where ecomuseums can play a key role. This integrated management
system has four prime components to be implemented on the basis of an integrated ecosystem approach (Némethy
and Molnár, 2014):
• Enhanced regional collaboration, research, information sharing and monitoring;
• Enabling policy, planning and legislative conditions;
• Increased stakeholder capacity and knowledge at all levels for promoting integrated agro-ecosystems
management;
• Adoption of improved land use systems and management practices generating improved livelihoods and
environmental services.
The ecosystem approach is essential for the preservation, successful maintenance and enhancement of
cultural landscapes, which have to face a number of threats including both natural and anthropogenic factors.
Particularly important risk factors and conflict sources are those, which can destroy or substantially change the
appearance of the rural landscape and accessibility to ecosystem services and include alteration of traditionally
shaped, agricultural sites impaired access to water (riverbanks, lake shore and marine coastal areas) and conflict
between exploitation and conservation. Particular attention should be paid to the biodiversity of natural ecosystems
and agro-ecosystem functions on which human livelihoods and food security depend. The goal of coordinated
management of the natural resources of rural landscapes through the widespread promotion and adoption of
productive and sustainable land management techniques is to ensure economically and ecologically sustainable
farming and food security. This integrated management system has five components to be implemented on the basis
of an integrated ecosystem approach:
1.
Enhanced regional collaboration, research, information sharing and monitoring;
2.
Enabling policy, planning and legislative conditions;
3.
Increased stakeholder capacity and knowledge at all levels for promoting integrated agroecosystems management;
4.
Adoption of improved and suitably diversified land use systems and management practices
generating improved livelihoods and environmental services;
5.
Development of rural tourism, agritourism and ecotourism facilities in order to enhance local
production of agricultural goods and services.

Linking economic, social, cultural and environmental considerations, rural tourist attractions are assets
which cannot be reproduced, and they should be treated, protected and allocated as scarce resources to correct the
adverse impacts of those market mechanisms, which do not show their normal allocative functions (Némethy et. al.
2016; Dinya, 2012). Many touristic destinations are associated with mass tourism, large scale construction and
infrastructure development, which can result in the destruction of these sites, creating hereby the paradox of shortsighted economies: the tourism destroys its own destination. Therefore, the key to planning and managing
sustainable rural tourism is the assessment of the carrying capacity of ecosystems and the available ecosystem
services of each touristic destination, taking into consideration the possible highest tourist-pressure in each season
and constructing regulatory mechanisms to keep the environmental load within acceptable limits. For this purpose,
we suggest a management model for sustainable rural tourism based on the assessment of the carrying capacity of
ecosystem services (Fig. 1). The tourism carrying capacity should be considered at the three levels of policy
formulation, detailed studies, and implementation and monitoring all based on assessment of ecosystem services
(availability and use) and audit of natural resources. When applying the concept of ecosystem-based tourism
planning and management, it must be noted that management applications will vary according to the geographical,
ecological, political, social, economic and cultural conditions of the particular area (McIntyre, 1993). The carrying
capacity concept should complement other management tools such as environmental impact assessments, land-use
policies, tourism strategies and development plans (Fig. 1). Since cultural landscapes are continuously changing due
to environmental factors, social and economic development resulting in alterations of ecosystems and ecosystem
services, research on tourism as a factor, which enhances these changes, should be focused not on the question "how
much is too much?", but rather on, "how much change is acceptable?".

Figure 1. Management structure of cultural landscapes and ecomuseums and sustainable tourism
development based on carrying capacity and sustainable use of ecosystem services taking into consideration
ecological cycle processes (Némethy et al. 2017).
THE FORMATION AND THE STRUCTURE OF THE BALATON ECOMUSEUM
The area of the Balaton Ecomuseum has been determined on the basis of the rich geodiversity, the lake and
its hydrological catchment area, the wine districts of the Balaton Wine Region and the touristic planning

region of Lake Balaton. The geological structure of the lake basin and its surroundings was formed on sedimentary
rocks deposited during the late Permian and in the Mesozoic era (e. g. Late Permian sandstone, Triassic limestones
and dolomitic limestones. etc.), and the tectonic events associated with the formations of the Alps and the
development of Parathetys.3 The Balaton basin, however, is a young formation, only about 20,000 years old, and
belongs to the north-east south-western sink of the Transdanubian Highlands. The basin of the lake is a polygenetic
pool formed as a result of a periodic subsistence during the Pleistocene. During the late Miocene to the early
Pliocene intensive volcanism occurred in the Transdanubian region. These volcanic fields were formed in an
approximate time span of 8 million years producing small volume volcanoes typically considered to be
monogenetic. However, polycyclic monogenetic volcanic complexes also occur in each field. Due to the remnants
of volcanic activity, the western region of the Balaton Ecomuseum is rich in thermal waters with many famous baths
such as Hévíz, Zalakaros, Kehidakustány, Zalaszentgrót – “the western thermal belt of Hungary”. The knowledge of
natural treatment methods, construction of bath facilities and the related services are an important constituent of the
intangible cultural heritage.
Viticulture and wine production are the main agricultural activities in the area of the Balaton Ecomuseum.
Therefore, the Balaton Wine Region with all its wine districts constitute an important part of the ecomuseum.
Viticultural landscapes or winescapes are unique, structurally rich rural landscapes, that are shaped by the presence
of vineyards, wine-making activities, the wineries and wine stores, the settlements and the infrastructure related to
winemaking, and the terroir, the previously explained holistic concept that relates to both environmental and cultural
factors that together influence the grape growing to wine production continuum.
Thus, the viticultural landscape is shaped by both physical factors that influence the process of matching
given grape varieties to their ideal climate along with optimum site characteristics of elevation, slope, aspect, and
soil, the cultivation methods determined by these factors, the heritage of buildings and the built environment, a wide
range of intangible factors, traditions, trades and crafts, visual arts and the written heritage. Furthermore, although
previously mentioned, the importance of the vine elements of the landscape should be underlined, since the control
system, trellising and pruning together compose the architecture of the vegetation. The importance of the vine as a
compositional element of a vineyard landscape that changes with the seasons as an animated picture is obvious.
Where viticulture is successful it transforms the local landscape into a combination of agriculture, industry, and
tourism (Peters, 1997). It is also important to emphasize the role of healthy agro-ecosystems, which interact with
surrounding natural ecosystems. From this perspective, the viticultural landscape can be interpreted as a perception
of agro-ecosystems, valued for conservation and sustainable use as aesthetic, cultural, recreational and touristic
products (Abraham et.al. 2014). It is considered as an environmental service and cultural heritage according to the
Inernational UN Conference 1972 (Paris, France). Viticultural landscapes constitute a very special category of
touristic products, which can be beneficial for the economy and the heritage conservation of this wine region, but
they are also sensitive to the adverse impacts of mass tourism. The main attractions of wine tourism are the quality
and uniqueness of wines, the famous brands, the complex product structure of the winery, the gastronomy, the
terroir and the viticultural landscapes, the cultural heritage of the wine region, other touristic attractions, which can
be included in programme packages (e.g. wellness recreation, health tourism, etc.), wine routes, accessibility,
infrastructure and the quality and style of accommodation and other services, such as wine tasting courses, practical
training: “make your wine”, personal trezor of wines, etc.
The basic concept of the Balaton Ecomuseum is the whole cultural landscape of the Balaton region
including all its natural and heritage resources, where human activities are determined by the natural environment of
the lake, including the geographical and ecological conditions, natural and artificial ecosystems and ecosystem
services. The ecomuseum-project must be transnational in order to construct useful, practically applicable universal
yet adaptable models for local and regional development according to the principle "act locally, think globally".
Therefore, the planned activities will mirror the different geographical and cultural
3 Paratethys was a large shallow sea that stretched from the region north of the Alps over Central Europe to
the Aral Sea in Central Asia. The sea was formed during the Oxfordian stage of the Late Jurassic as an extension of
the rift that formed the Central Atlantic Ocean and was isolated during the Oligocene epoch (about 34 million years
ago). The Early Miocene (around 20 million years ago) saw a phase of marine transgression. During this period the
Paratethys was well connected with the Mediterranean again. This trend was reversed halfway in the Miocene, and
parts of the Paratethys were often separated from each other. When the Mediterranean fell dry during the Messinian
salinity crisis (about 6 million years ago) there were phases when Paratethys water flowed into the dry
Mediterranean basins. During the Pliocene epoch (5.33 to 2.58 million years ago) the former Paratethys was divided
in a couple of inland seas that were at times completely separated from each other. An example was the Pannonian
Sea, a brackish sea in the Pannonian Basin. Many of these would disappear before the start of the Pleistocene. At
present, only the Black Sea, Caspian Sea and Aral Sea remain of what was once a vast inland sea.

environments around Lake Balaton involving stakeholders with a wealth of experiences and knowledge derived
from different geographic conditions, natural resources, cultural traditions and professional competences. The
ecomuseum is truly multidisciplinary as it involves environmental science, agriculture, climatology, geology and
pedology, chemistry, social aspects of sustainable agricultural production, heritage science, economics and issues of
European integration within the context of protection, conservation, development and sustainable management of
cultural landscapes. The distinguishing feature of the Balaton Ecomuseum will be much more, than the object on
which it operates, due to its originally strong interdisciplinary approach to design, in order to maintain a balance
between protection of local identity, enhancement, and sustainable development. Indeed, the Balaton Ecomuseum
shall not be exclusively engaged in actions of conservation of the cultural heritage, because it creates strong
connections between forms of participatory capital, cultural animation, environmental, economic and social
remediation and promotion strategies, setting goals of active protection of the local heritage as well as promotion of
good practices for a sustainable local and regional development, based on the participation of local communities.
The Balaton Ecomuseum shall be planned in several layers, each of these physical (tangible) factors carry a
particular segment of the intangible heritage:
1.
2.
3.
4.
a.
b.
c.
d.
e.
f.
5.
a.

Geodiversity and geomorphology
Biodiversity and protected species
Natural ecosystems and ecosystem services
Agro-ecosystems and ecosystem services: agriculture and forestry
Wine and fruit
Animal husbandry
Beekeeping - honey
Forestry and game
Organic farming
The wine districts of the Balaton Wine Region, top wineries
Water resources
Surface waters, natural and artificial lakes and ponds, watercourses - the catchment area of Lake

Balaton
b.
Wetlands and wetland reconstructions – natural filter systems
c.
Ground water
d.
Thermal waters
6.
The built heritage and infrastructure, typical settlement structures
7.
Classification of intangible heritage in the planned ecomuseums
a.
Crafts
b.
Cultural traditions
c.
Boat traffic and sailing on the lake, historic boat tours
d.
Events, festivals
e.
Fine art and literature
f.
Folk art and folk music
8.
Utilizing and coordinating existing structures: geoparks and national parks
9.
Touristic destinations (existing and planned) – quality tourism instead of mass tourism – the
touristic carrying capacity of destinations
10.
Touristic products
a.
Wine and gastro-tourism
b.
Agritourism
c.
Ecotourism
d.
Hunting tourism and wildlife-oriented tourism (e.g. bird-watching)
e.
Equestrian tourism
i.
Horse-back excursions
ii.
Cross-country riding
iii.
Horseback hiking
iv.
Historic trails and special programmes e.g. medieval tournaments
v.
Horse breeding exhibitions
vi.
Horse races
f.
Adventure tourism
g.
Health tourism and recreation
i.
Medical tourism (specialist hospitals and health centres involved
ii.
Thermal tourism
iii.
Fitness tourism
iv.
Sport-tourism (swimming, sailing and surfing, cycling, hiking trails)

h.
i.
ii.
iii.
iv.
v.
11.
12.
13.
14.
15.

Cultural tourism
Built heritage
Historic gardens and parks
Fine art exhibitions
Classical music festivals
Folk music and dance festivals
Religious tourism, pilgrimage
Business and conference tourism
Educational tourism (schools, colleges, universities, private educators)
Developing interactive didactic material on mobile applications
In-situ interactive educational games (e.g. escape rooms, interactive reward games)

Figure 2. The area of the Balaton Ecomuseum will be about 8500 km2 including the whole catchment
area and even the surface of the lake, the area of the Balaton Wine Region, the Balaton Upland National Park
and the Balaton Highlighted Design Resort District taking into account the geologically and hydrographically
relevant areas. Source: LBDCA, Károly Fekete 2018.
By the close cooperation between local and regional authorities, businesses, university departments,
professional organisations and scientific network, new study areas for informal public education will emerge
that will facilitate sustainable rural development while at the same time establish close ties to the professional
field. This relation is also intended to be instrumental for the ability to develop further education tools or indepth possibilities for professionals associated with the ecomuseum to meet customer demands. The Balaton
Ecomuseum is a didactic resource for all sorts of educational institutions, civil organizations and individuals.
Development of new didactic tools for all ages and social groups is essential in order to ensure the
educational function of the ecomuseum. Interactive didactic packages are being developed, both on-site didactic
games such as Escape rooms, reward games, “time machines”, educative IT-facilities and on-line applications,
which have become increasingly popular over the last decade.
CONCLUSIONS
The ecomuseum is a multi-faceted touristic product, which integrates already existing attractions and
assists to initiate the construction of new destinations either by developing new educational trails or
reconstructing and renovating historic sites of great importance for the cultural heritage of the region.
The new multi-layered ecomuseum concept based on the cultural landscape as one, holistic unit serve
the purpose of both formal and informal education ranging from natural sciences to all aspects of intangible
cultural heritage. Introduction of experience-based learning,
The ecomuseum is particularly valuable in terms of community participation regarding the

development and maintenance of facilities and improved welfare conditions, since the infrastructural and
touristic development in the area increase the viability of local businesses. The beneficial environmental,
economic and social effects are enhanced by the ecosystem-approach in touristic strategies, which require
organic agriculture, development of local markets, assessment of environmental, social and economic carrying
capacity of destinations.
Revival of traditional trades and crafts constitute an important part of conservation of intangible
cultural heritage. This is also a component of the local and regional touristic products, increasing the
attractiveness of the destinations and creating new markets for these products including crafted food, drinks,
pottery, furniture, smith products, leatherware, etc.
Environmentally, the ecomuseum is a key tool of touristic destination management. One of the most
important factors is the water quality of the country's most popular lake, an important economic, ecological and,
especially, tourism-related economic issue, which is also heavily involved in public opinion. The ecomuseum,
with its complex range of touristic products and monitoring facilities, will be able to reduce the touristic
pressure on the ecologically sensitive areas.
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ABSTRACT
Dark Tourism and the Kazakhstani context
Kazakhstan is the location of some of the most important Gulag 1 sites of the Soviet period. This
includes; museums, monuments, mass graves and former incarcerations sites. Research in this area has
investigated perceptions of authenticity (Tiberghien, 2014, Tiberghien, Bremner, and Milne, 2018). Yet tourism
and interpretation has received limited attention (Mukashev and Ussenova, 2013 and Ford 2017). Gulags had
their origins in the Russian Revolution of 1918 and they were designed to incarcerate and rehabilitate ‘enemies
of the people’ (Leggett, 1981). Gulag’s expansion continued during and after the Second World War and Gulag
industrial and agricultural output contributed substantially to the Soviet economy. Some 18 million passed
through the Gulag system with a further 6 million deported or exiled (Applebaum, 2003). The development of
heritage tourism in Kazakhstan is a relatively modern phenomenon (Tiberghien, 2018) which followed
independence in 1991. Following this the country’s transformation to a market-economy catalysed an increase
in visitor arrivals to reach 6,509,000 million in 2016 (CEIC, 2019).
Death, suffering, and tourism have been interrelated for centuries and the phenomena of Dark Tourism
was first identified by Lennon and Foley (1996, 2000). The response of policy makers and governments to
issues of commemoration and commercial development of dark sites is variable and fraught with difficulties of
moral ambiguity and memorialisation. Kazakhstan, is no different, in this respect but the scale of the Gulag
narrative is significant and consideration to date has been limited. In Kazakhstan, the interpretation of such dark
heritage is the result of complex interactions between various participants. This research project investigated key
Kazakhstani Gulag related sites through the perceptions of key stakeholders. Interview analysis and site review
allowed for content, interpretation and conservation of a range of sites to be considered. These included; Karlag
and Alzhir Gulag Museums, Spassk 99 and Mamochkino, and Osakarovka orphanage. Slade (2017) and
Trochev (2018) noted that memorialising of Gulags is a highly politicised issue, throughout the post-Soviet
region. Indeed, selectivity and disputed narratives were recognised in many dark tourism sites (Lennon, 2009,
Lennon 2016). However, sites have an important memorial and educative function for local residents as well as
tourists. They can provide a learning narrative (Chhabra, 2008) but are also used to legitimise political regimes
(Pearce, 1992, Williams 2007). Such sites occupy a dual role in providing visitor ‘experiences/ and visitor
learning, often influenced by content perceived as ‘authentic’ ( Prentice, 2007; Stephen, 2001).
METHODOLOGY
This research project follows a qualitative case study methodology to consider Gulag related sites. This
combined interviews, observations of sites and qualitative document analysis. The study adopted a constructivist
paradigm for uncovering the process of interpretation. The sites explored the following sites:
1: The Alzhir Museum, Nur-Sultan, Kazakhstan
2: The Karlag Museum, Dolinka
3: Spassk 99 Camp and Grave Yard
1 Gulag is an acronym, which translates as Glavnoe upravlenie lagerei or main camp administration.
However, it has come to refer to the range of prison, punishment and transit camps associated with the Soviet
era.

4: Osakarovka Orphanage
5: Mamochkino Cemetery
CONTENTIOUS HERITAGE: UNDERSTANDING THE CONTEXT OF THE HIDDEN
This attitude, whether in museum interpretation, conservation or even discussion, has to be seen as
a response to the period of repression, deportation, incarceration and fear. Collective trauma is a response to
cataclysmic events that impacted greatly on the fabric of many parts of the former USSR. As Hirschberger
(2018) records, aside from the horrific loss of life and impact on survivors, collective trauma is also a crisis
of meaning. This author delineates a journey or process that commences with collective trauma, which
transforms to collective memory. The outcome is a system of meaning and understanding of the past that
allows individuals and groups to redefine their collective identity. This collective memory of the Gulag
contrasts with individual memory because it persists beyond that of survivors but is remembered by
individuals and groups, removed from the traumatic events both historically, culturally and geographically.
What Kalinowska (2012) referred to as defensive elements in the collective psyche that provide a stabilizing
context for a society or nations identity. Much of the research in this area relates to the holocaust and the
collective trauma of genocide (Mazur and Vollhardt, 2015). Such trauma may contribute to national or
religious narratives (Alexander et al, 2004) or more widely a shared sense of identity (Canetti et al, 2018).
What is commemorated and conserved and what is ignored, destroyed or redeployed is crucial to
understanding interpretation or its omission. The re-use of facilities and heritage buildings is a recognizable
phenomenon in Kazakhstan. Whether it is military barracks in Dolinka (as residential accommodation);
NKVD headquarters in Karaganda (Police headquarters); Osakarovka orphanage (currently an orphanage);
or the rail head and incarceration camp at Karabas (still in use as a prison); all are indicative of the low value
placed on such evidence of the Gulag. These challenges are not unique to Kazakhstan and the legacy of the
Gulag found throughout many nations of the former Soviet Union. Such sites if developed and conserved can
offer learning, and provide evidential heritage often through visitation and tourism. However, in many
locations non- commemoration, deterioration and loss of such sites has occurred.
Such attitudes contrast with former periods of interest in the Gulag period in Russia, and other parts
of the former Soviet Union. Applebaum (2003) recorded the progress of the Memorial organisation during
the period of Perestroika, when many archives were accessible. Guides to names and locations of the many
Gulag camps were available and a large collection of oral and written survivor narratives were created.
This is not simply an issue of ideologically driven selectivity. Other factors such as: ownership of
historical narratives, historiography, and at an operational level; conservation skills and locally translated
economic priorities are also important. Objects and sites do not exist in isolation and are imbued with
meaning and in the case of Kazakhstan, the interpretation of objects, buildings, and locations could help
local populations comprehend their shared history, which may be irreconcilable with their current existence.
The development and interpretation of Gulag heritage is the result of complex interactions and
pressures between stakeholders and interest groups. Heritage is itself a contested terrain and the pursuit of
historical ‘accuracy’ is invariably compromised by competing ideologies, funding, and politicisation etc. The
situation in Kazakhstan, of partial understanding and limited conservation, has contrast to the maintenance of
Nazi concentration camps and built heritage associated with this period of German history (Levi 1988 and
Philpott 2016). The German landscape has significant built heritage associated with the Nazi past.
Maintenance, conservation and interpretation of such sites are the subject of national debate.
Allowing such sites to deteriorate has been challenged as a way of evading the ‘unacceptable’ Nazi past.
Interestingly, in the case of the development of concentration camps that was always the intention. These
incarceration and execution structures were originally developed as ‘temporary’ camps which on completion
of the annihilation of Jews and others, would in turn be annihilated like the victims. If such dark heritage in
nations such as; Germany or Kazakhstan, is not commemorated, it may be seen, as some form of complicit
suppression of history. Partial or selective narratives create multiple constructions of the past whereby
history is never an objective recall, but is rather a partial interpretation, based on the way in which we view
ourselves in the present. The sites examined in Kazakhstan are defined by a heritage that has changed over
time. The Gulag sites explored in this study are defined by the history of the former Soviet Union. Ensuring
the narrative of these sites is transparent and politically neutral is fundamentally important since they will
constitute for many, the major learning experience related to such subject matter.
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ABSTRACT
Using a qualitative case study research approach based on a combination of semi-structured
interviews, direct observations and qualitative document analysis of two Gulag museums and sites, this study
explores how post-Soviet prison heritage in Kazakhstan is commodified and managed by stakeholders
involved in the development of Gulag tourism including senior management of museums, museum guides,
policy-makers, tourism operators, local NGOs and experts in post-Soviet prison heritage.
Key Words: Gulag tourism, authenticity, performance, ideology, managerial practices, Kazakhstan.
INTRODUCTION
Along with Russia and the Baltic States, Kazakhstan holds some of the most important Soviet penal
institutions known as Gulags and recently has developed prison museums and guided visits on several of its
former Gulag sites. Yet, Kazakhstan has little commemoration to the loss of life experienced under the
Soviet period of rule and a limited number of national museums or national monuments created by
government to commemorate such traumatic periods of the country’s history. To date, there has been limited
research concerning the methodology and approach to Kazakhstani Gulag heritage and how it has been
commodified and memorialised for tourism purposes.A number of studies investigated stakeholders’
perceptions of authenticity in Kazakhstani tourism practices, but none of them specifically addressed the
‘dark’ tourism context as originally developed by Lennon and Foley (1996, 2000). Several studies
(Tiberghien, 2018; Tiberghien, Bremner, & Milne, 2017, 2018; Tiberghien & Xie, 2018) examined the
question of authenticity (and its staging) in the Kazakhstani tourism experience but none of them specifically
investigated this issue from a multiple stakeholder perspective in the Kazakhstani Gulag tourism context. It
is therefore important to gain an understanding of how post-Soviet prison heritage in Kazakhstan is
commodified and supported by the stakeholders involved in the development of prison tourism; in particular
the role of authenticity and performance in respect of these Gulag museums as both heritage tourism and
education sites.
METHODOLOGY
The study encompassed direct observations of the Karlag and Alzhir museums and sites, historical
and documentary research on the history of Gulags in Kazakhstan and semi-structured in-depth interviews
using open- ended questions with various tourism stakeholders who were directly and indirectly involved
with the development of Gulag tourism in Kazakhstan. Museums and sites visits provided considerable
insight into the issues being studied and this information was used in parallel with an ongoing review of
relevant literature and historicalaccountsofthe casestudies.Semi-structured interviews were conducted in July
2018 with a number of stakeholders including the directors, curators, architects and guides of the Karlag and
Alzhir museums, local and national tourism authorities, local NGOs and operators taking visitors to the
Karlag and Alzhir museums and sites. The analysis of semi-structured interviews followed a content analysis
methodology (Braun & Clarke, 2006) and a textual analysis methodology of documents, books, photographs
and illustrations from of each museum.
MAIN FINDINGS
The study reveals authenticity at Kazakhstani Gulag museum is often constructed in a dyadic way
between the perspectives of museum curators and the ones of the government. Beyond objects on display
and images regarded as interpretive illustrations that allow visitors to connect with the past and verify
history, dioramas and staged performances re-enacting various elements of the Gulag life are used as
immersive and emotional tools to accentuate the ‘dark’ atmosphere of the epoch and induce a more
impactful and participatory visitor experience. For a majority of stakeholders interviewed, the performances
of the Gulag life showcased at Karlag and Alzhir museums were enacted not only to ‘avoid repeating the

same mistakes of the past’ but also as an educational tool to inform and prevent any kinds of forms of
political repression in the future. As Turgunbaev andAbaeva(2016) detail, one of the key tasks of the Alzhir
museum permanent display is to highlight the theme of preservation of historical memory to both draw
attention to the interpretation of the past and highlight how Kazakhstan positions itself in the future from the
Gulag legacy. There is a strong rhetoric across the different stakeholders’ groups that the Gulag museums
can act as agencies and testimonies of the Gulag tragedy, despite the staged nature of the performances
displayed on sites. In both re-enactments of the Gulag life attempted in the Alzhiror Karlag museum,the
senior management of the museums are moving towards more performative tourism experiences where
visitors can engage and ultimately be involved in the performances beyond the information displays and
experiential dioramas found in bothmuseums.
PRELIMINARY CONCLUSIONS
Beyond the geographic location, the research contributed to advancing the literature in authenticity
and performance in Gulag tourism by exploring the link between stakeholder’s perception of authenticity
and the management of visitor experiences at Gulag sites in Kazakhstan. The practices of interpretation
involved in heritage tourism and ‘the production of a sense of realism and “authenticity”’ (Crang, 1996, p.
415) implies that contemporary Gulag museums in Kazakhstan have to adapt both to the political agenda and
the increasing demand of visitation for meaningful experiences.
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ABSTRACT
Medical tourism occurs when patients travel overseas for medical services. It is an estimated 100
billion dollar industry with 6 million people engaging in it. Bumrungrad hospital in Bangkok Thailand gets
out of their one million patients, “some 40 percent of them are expatriates, tourists, or medical travelers from
190 different countries” (Patients Beyond Borders, 2012). Top worldwide Medical Tourism Destinations are:
India, Singapore, Thailand, Brazil, Mexico, Costa Rica, Cuba, Hungary, Turkey. Push factors focusing on
the demand-side for medical tourism are mainly related to consumers and include factors such as sociodemographical (e.g., age, gender, income, education) or health related (e.g., insurance status, health status)
factors generating the demand for medical tourism;
Pull factors focus on the offer for medical tourism and they are mainly related to the medical
tourism destination such as overall country environment (e.g., stable economy, country image), healthcare
and tourism industry of the country (e.g., healthcare costs, popular tourist destination) and quality of the
medical facility and services (e.g., quality care, accreditation, reputation of doctors). Greece seems to be 60 –
90% cheaper in health care and has shorter waiting lists compared to UK, Canada or USA. An IVF
procedure in Greece costs around 10.000 Euros whereas in USA and Canada, it costs over 30.000Euros.
When it comes to aesthetic procedures USA can be four times more expensive than Greece.
The current paper aims to explore the potentials of Thessaloniki as a medical tourism destination
and identify the pull factors related to the city. It particularly aims to assess the overall city environment, the
healthcare and tourism industry of the city and the quality of the medical facility and services. The Research
Tool used was the Medical Tourism Index (MTI). Sample: Nursing Staff, Doctors, and Patients in Public and
Private Health Care Units, Total of 2895 questionnaires.
Overall Thessaloniki meets the standards to become MTD since it is a popular tourism destination,
a safe place to travel to with an overall positive city image, and its health care units are of high standards
with well trained and well experienced staff. There is an expressed interest in investing on medical tourism
and a need to educate the otherwise well trained staff on medical tourism is highlighted.
Key Words: Medical tourism, Thessaloniki, Branding, Destination.

173. WINE ROUTES IN GREECE: BUSINESS STRATEGIES AND COMPETITIVENESS
IN WINE TOURISM FIRMS
Ourania Notta
International Hellenic University,
Dept. of Agriculture (Agricultural Economics Program),
e-mail: ournotta@farm.teithe.gr
Dimitris Tsikalas
International Hellenic University,
Dept. of Agriculture (Agricultural Economics Program),
e-mail: tsikalasdimitris@hotmail.com
ABSTRACT
In recent years, due to the decline in mass tourism, tourists have begun to explore new, alternative
forms of tourism, such as wine tourism (wine tourism). This alternative form of tourism, coupled with other
types of tourism, has been actively involved in shaping and creating an integrated tourist product. Its
influence is great as it has an impact on various sectors such as economic, rural and many others. The subject
addressed by this paper is the business strategies and business competitiveness of the “wine roads” firms in
Greece. The purpose of this paper is to investigate and discuss the main business strategies used by Greek
wine routes producers and to highlight the opportunities. An extensive literature review relative to the
question under investigation is presented. Empirical data were collected by using primary and secondary data
sources. Primary data sources include semi-structured interviews with 22 Greek wine producers, members of
the “wine roads of Northern Greek”. Secondary data sources include financial data of 77 Greek wine firms
for the period 2009-2017. The results suggest the main factors affecting competitiveness of the Greek wine
routes estates. Also, the analysis focus on the comparison of the relevant results from two periods 20092017 and 2002-2007 in order to draw conclusions about the growth of the Greek wine firms. The findings
could help Greek wine routes producers in providing them valuable considerations and guidelines.
Keywords: Wine, competitiveness, wine tourism.
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ABSTRACT
Advertising is intended to stimulate selective demand for the advertiser’s brand. It often also
stimulates primary demand for the product category in general. The emerging problem is the phenomenon of
brand confusion that potentially causes advertising to stimulate selective demand for competing brands
instead of the advertiser’s brand
The purpose of this study is to investigate the problem of brand confusion in advertising and more
specifically, to study into more depth some of the parameters that lead to brand confusion in Social Media
advertising of international hotel chains. Stimuli: 54 Social media ads (for 17 hotel chains). Quota sampling,
127 persons, all users. Quota variables: age and education. Contact method: personal interviews. Research
instrument: structured questionnaire.
The conclusions focus on the fact that
• the brand salience (the level of brand awareness and brand loyalty),
• the level of product category involvement,
• the degree of perceived exposure (as a result of the difference in Social Media
involvement)
• the general affective attitude towards advertising
• the likeability and distinctiveness of the advertisement
• the degree of information overload
and, to a certain extent, the age of the consumer are the main consumer-related explanatory
parameters of hotel brand confusion
Keywords: hotel branding, social media, brand confusion
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ABSTRACT
Social media are present in almost every aspect of human life. Hotel companies reacted to their
increasing popularity by developing new booking services offered through social media platforms. However,
research has shown that, bookings via social media account only for a very small percent of total bookings.
This paper aims at investigating the factors that affect social media users‟ intention to book a hotel using
social media platforms. The proposed conceptual model adopts constructs from the Technology Acceptance
Model (TAM) and integrates them with constructs found in literature review that presents the attitudes of
consumers toward marketing with social media. More specifically, the constructs of the TAM are integrated
with the constructs trust to online hoteliers, social media use, attachment and being affected by the Internet
and Social Media proposed by Akar & Topçu (2011). The proposed conceptual model is tested using
Structural Equation Modeling (SEM) analysis. The study identifies six factors that directly or indirectly
influence the intention to book a hotel through social media. The model raises fundamental issues that hotel
managers, decision-makers and social media specialists should take into account in order to increase
customers‟ intention to book using social media application and to better exploit the capabilities that social
media applications offer.
Key Words: Hotel industry, Consumer decision-making process, Technology Acceptance Model (TAM),
trust, social media, Structural Equation Modeling (SEM)
INTRODUCTION
Day by day, more and more travelers use the Internet for acquiring information, bookings and travel
arrangement (Li and Law, 2007; Litvin et al., 2008). Taken that into consideration the hotel industry
dedicated considerable time and effort to website development (Law et al., 2010) and simultaneously online
travel agents were born (Liu & Zhang, 2014). However, both types of channels face problems. Hotels have
not been benefited as much as expected from website development and online travel agents fell into a price
war (Liu & Zhang, 2014). Today's travelers are looking for assistive experiences that are useful, personal,
and frictionless and feel that hotel brands should tailor their information based on personal preferences or
past behaviors (Torres, 2018). Social media may be a challenge for hoteliers as they provide more
opportunities than ever for marketers to meet traveler intent and expectations.

Due to this increasing popularity, companies have given importance to innovative new booking options.
Since 2013, Loews Hotels has offered guests the option to reserve rooms via Twitter and since 2014 hotels have the
option to offer booking options on their Facebook pages by integrating a “Book Now” feature. More recently Conrad
Hotels became the first in the industry to use Instagram the photo-sharing application to facilitate bookings. However,
a recent survey revealed that while almost half of all hotels provide booking via Facebook pages, transactions via
Facebook accounted for less than 1% of total bookings (Huang, 2015).
Understanding of potential customers‟ intentions is vital for marketers who are eager to utilize social media
applications as a part of their strategy. There has been a variety of studies the past years trying to investigate the
factors affecting costumers' intention to book online, using well-established models and theories in the context of
computer technologies. What has not been done yet is to investigate factors that affect social media users‟ intention to
book a hotel using social media platforms. The paper aims at filling this gap and it integrates constructs from
Technology Acceptance Model (TAM) with Trust to online hoteliers, and the constructs Social media use, attachment
and Being affected by Internet and Social Media from a consumer- based scale proposed by Akar & Topçu (2011) that
presents the attitudes of consumers toward marketing with social media. The conceptual model is tested using
Structural Equation Modeling (SEM) analysis.
LITERATURE REVIEW AND RESEARCH HYPOTHESIS
Perceived Usefulness and Perceived Ease of Use
The Technology Acceptance Model (TAM) has been widely accepted as a robust, powerful and parsimonious
model capable of explaining how users come to accept and use technology in a variety of contexts (Ursavas, 2013).
According to Davis et al. (1989, p.985), the TAM intents “to provide an explanation of the determinants of computer
acceptance that is general, capable of explaining user behavior across a broad range of end-user computing
technologies and user populations, while at the same time being both parsimonious and theoretically justified”. Its
major advantage is that it can be extended when new technologies are introduced by using domain-specific constructs
(Karavasilis et al., 2016). According to the TAM a person‟s intention to use a system is mostly influenced by the
perceived usefulness and perceived ease of use of the system. Perceived ease of use is defined as “the degree to which
a person believes that using a particular system would be free of physical and mental effort” and perceived usefulness
of the system as “the degree to which a person believes that using a particular system would enhance his or her job
performance” (Davis 1980, p. 320). Mahan (2011, p.264) studying consumers‟ preferences for social media found that
“usefulness had significant effects on attitudes toward the use of social media”. Dodds, Monroe & Grewal (1991)
defined purchase intention as the likelihood that a customer will buy a particular product/service. In the context of
hotel online booking purchase intention reflects the consumer's desire to book a room through the hotel website (Lien
et al., 2015). The present study considers the likelihood that a customer will book a hotel room using a social media
platform. Thus the proposed model includes perceived ease of use and perceived usefulness and the following
hypotheses are formed:
H1: Perceived ease of use has a positive effect on intention to book through social media
H2: Perceived usefulness has positive effect on attitudes towards marketing with social media
Trust to online hoteliers
Trust is a cornerstone in a business to consumer relationship (Hajli, 2014), as e-commerce transactions are
characterized with anonymity, uncertainty, lack of control and potential opportunism (Thaw et al., 2009).
Trust is also an essential element of social media sites. Trust represents “a willingness to depend on the other
party’’ with high expectation of satisfying outcomes and encourages trustworthy behavior and prevents dishonest
behavior of participants (Kim & Ahmad, 2013 p.439). In this study trust to online hoteliers represents customers‟
willingness to depend on hoteliers. According to Wu & Chen (2005) trust is considered as an important antecedent of
attitude.
H3: Trust to online hoteliers has positive effect on attitude towards social media marketing
Social media use
Hu & Zhang (2016) conceptualized and validated the construct of social media use. This construct “involves
an integrative collection of Web2.0 technologies that maintains a variety of online services and applications for
people to create and exchange user-generated content” (p. 155). Social media use and customers‟ involvement
through them is a key factor in marketing (Do-Hyung et al., 2007). Thus, the following hypothesis is formed:
H4: Social media use has a positive effect on attitudes toward marketing with social media.Attachment
Attachment to social media is defined as „the strength of a bond between a person and social media‟
(VanMeter et al. (2015). Individuals “who are more strongly attached to social media would be especially desirable
regarding marketing initiatives and campaigns designed for social media” (p. 84). If customers develop feelings of
attachment, they become fans of a product or a brand and are likely to recommend products to others, through their
social media profiles and even add value by providing user-generated content (Sashi, 2012).
H5: Attachment to social media has a positive effect on attitudes toward marketing with social media.
Being affected by the Internet and social media
More and more consumers search for products and services online before making a purchase. Social media
marketing utilizes a pull strategy that enables potential customers to reach brands, products, and services related to
their own experiences (Akar, 2010). Social media usability plays a crucial role for potential customers (Ahmad, 2017),

while trust in social media affects collecting information (Karami, Bozbay & Arghashi, 2018) and purchase decision
(Christou, 2015). Rating of other users and comments expressed through social media posts and remarks and activities
presented using photos, videos, and posts, are also important (Chatzigeorgiou, 2017; Karami, Bozbay & Arghashi,
2018). Goh, Heng & Lin (2013) found that engagement in social media brand communities leads to a positive increase
in purchase expenditures and reviews and user-generated content in social media affects consumer purchase behavior.
The construct Being affected by the Internet and social media was proposed by Akar & Topçu (2011) and represents
factors (public relations, advertisements, and reviews) that affect consumers‟ purchasing decisions and has a positive
effect on consumers‟ intentions. Thus, the following hypotheses are formed:
H6: Usefulness has a positive effect on Being affected by the Internet and social media
H7: Trust to online hoteliers has positive effect on Being affected by the Internet and social media
H8: Social media use has a positive effect on Being affected by the Internet and social media
H9: Being affected by the Internet and social media has a positive effect on intention to book through social
media
H10: Being affected by the Internet and social media has a positive effect on attitudes toward marketing with
social media
Attitude
Attitude toward a specific information technology is conceptualized as a potential user's assessment of
the desirability of using that technology (Davis et al., 1989). It is a significant factor that can shape people‟s
minds and make them behave in a quite consistent way toward similar objects (Kotler & Keller, 2006). When a person
has a positive attitude towards a brand is more likely to use a product (Chiou et al., 2008). According to the TAM
attitude predicts an individual's use of technology and it has a direct effect on intention to use. Thus: H11: Attitudes
toward marketing with social media has a positive effect on intention to book through social media
Figure 1 presents the research model.

Figure 1: The research model
METHODOLOGY
Figure 1 presents the research model and the formulated hypotheses. In order to validate the hypothesized
model, an online survey with internet and social media users was conducted. The population in the study was users
who either used or may use in the future hotel services provided through a social media platform. The questionnaire
was hosted to a web-site and a link to it was posted on Facebook and to popular blogs of students. Users willing to
participate in the survey clicked the link and responded to the questionnaire. The questionnaire was written and
administered in Greek. User responses were recorded in a database. In total, 640 completed and usable questionnaires
were received. All items of the questionnaire required five-point Likert scales responses ranging from 1 (strongly
disagree) to 5 (strongly agree). As discussed in the literature review and research hypothesis section the constructs and
items of the questionnaire were adapted from previous research in order to increase the reliability and validity of the
study.

Model estimation
FINDING
In case of ordered categorical data with five or less ordered categories, a robust diagonally weighted least
squares (DWLS) estimator should be used to find the model's estimates (Hancock & Mueller, 2012, p. 475).
Specifically, the weighted least squares mean and variance adjusted (WLSMV) estimator has been used from the
lavaan R package (Rosseel, 2012; Finch & French, 2015).
The Measurement Model
The measurement model was first examined for validating and refining the research constructs. Then an
analysis of the Structural Equation Model was used for testing the research hypotheses in the research model. For
model refinement, Confirmatory Factor Analysis was used. For testing the measurement model, convergent
validity, discriminant validity, and internal consistency of the constructs are examined. Reliability and convergent
validity of the measurements are estimated by the item factor loadings, Composite Reliability, and Average
Variance Extracted (Fornell & Larcker, 1981). Constructs, Items and Factor Loadings are presented in Table 1.
Table 1
Items Used and CFA loadings
Items Used
Social Media Use (SMU) (adapted from Akar & Topçu 2011)
I use social networking sites such as Facebook regularly
I like using social media applications such as YouTube, Facebook, and blogs
Attachment (ATCH) (adapted from Gao et al. 2013)
I can't live without using social media applications
I use social media applications 24/7
I am “addicted” to social media applications
Trust to online hoteliers (TRU) (adapted from O‟Cass & Carlson, 2012)
I feel safe in my transactions with the hotels’ social media applications
Profiles of hotels’ social media are trustworthy
I feel that any information communicated by the hotels’ social media applications

Factor
Loadings
0.825
0.867
0.820
0.852
0.785
0.881
0.793
0.666

is secure
Ease of use (EOU) (adapted from Karavasilis et al.2016)
Learning to interact with social media used by hotels would be easy for me
I believe interacting with social media used by hotels would be a clear and
understandable
process
I would find most social media used by hotels to be flexible to interact with me
It would be easy for me to become skillful in using social media used by hotels
Usefulness (USEF) (adapted from Karavasilis et al.2016)
Using social media used by hotels enables me to do business with them anytime
Using social media used by hotels enables me to accomplish tasks more quickly
The results of using social media used by hotels are obvious to me
Using social media used by hotels can cut down booking time
Using social media used by hotels can make booking procedure easier for me
Being affected by the Internet and social media (AFSM) (adapted from Akar &
Topçu 2011)
Public relations provided by the Internet affect my purchasing decisions
regarding hotels
Advertisements from the Internet affect my purchasing decisions regarding hotels
Reviews for hotels on the Internet affect my purchasing decisions
Attitudes towards marketing with social media (ASMM) (adapted from Akar
& Topçu 2011)
It is necessary for hotel companies to use social media sites such as Facebook for
the purposes of
marketing.
It is a good idea to market hotels with social media applications
Marketing with social media applications is very interesting
I think that hotel companies should take part in social media applications
I believe that marketing with social media applications such will be amusing
I think that marketing with social media is the future of marketing

0.766
0.797
0.774
0.704
0.752
0.799
0.827
0.741
0.836
0.789
0.687
0.673
0.816
0.739
0.839
0.812
0.817
0.800

Intention to book through social media (IBSM) (adapted from Akar & Topçu
2011)
I am willing to receive offers via social media from hotels the I have given my
consent to
I book online through social media applications
I manage my bookings through social media applications

0.716
0.827
0.809

Convergent validity was assessed by using two methods. Firstly, factor loading of each item on its
corresponding construct was evaluated. As it is evident from Table 1 all factor loadings are above 0.666 and thus
above the suggested threshold 0.55 suggested in Teo et al. (2009). Secondly, convergent validity was assessed
using the average variance extracted (AVE) for each construct. The AVE values exceeding 0.50 indicate the
reliability of the measurement model in measuring the construct (Hair et al., 1998; Teo et al., 2009). AVE values of
the constructs are all above the recommended level as shown in Table 2.
Table 2.
CR, AVE, and Cronbach’s alpha of the constructs
Construct

CR

AVE

Cronbach’s
alpha

Perceived Ease of Use (EOU)
Perceived Usefulness (USEF)
Trust to online hoteliers (TRU)
Social media Use (SMU)
Attachment (ATCH)
Being affected by the Internet and social
media (AFSM)
Attitudes towards marketing with social
media (ASMM)
Intention to book through social media
(IBSM)

0.94
0.95
0.85
0.86
0.86
0.86

0.57
0.62
0.63
0.71
0.67
0.51

0.86
0.89
0.82
0.88
0.86
0.75

0.97

0.65

0.92

0.85

0.62

0.82

Discriminant validity of the constructs was also assessed: discriminant validity is satisfied as all items
loaded more heavily on their corresponding constructs rather than on other constructs. Square roots of all AVEs are
larger than correlations among constructs, thus satisfying discriminant validity.
The internal consistency of the model is examined by Cronbach‟s alpha coefficient and by Composite
Reliability (CR). The Cronbach‟s alpha coefficient is influenced by the number of items and assumes equal
weights of all the items of a construct. Composite Reliability, on the other hand, provides a better indicator for
measuring internal consistency since it relies on the actual loadings to compute the factor scores (Teo et al., 2009).
Both Cronbach‟s alpha coefficient and Composite Reliability are higher than 0.7 (see Table 2), indicating internal
consistency for the proposed model.
Table 3.
Inter-construct correlations
EOU
USEF
EOU
1.00
USEF
0.709
1.00
TRU
0.601
0.437
SMU
0.487
0.428
ATCH
0.373
0.289
AFSM
0.422
0.368
ASMM
0.528
0.637
IBSM
0.654
0.571

TRU

SMU

ATCH

AFSM

ASMM

IBSM

1.00
0.204
0.332
0.371
0.364
0.432

1.00
0.661
0.557
0.482
0.485

1.00
0.418
0.341
0.415

1.00
0.485
0.472

1.00
0.655

1.00

Table 3 presents the pairwise correlation coefficients of the constructs. All the correlation coefficients are
lower than 0.9 which is the common cutoff value and thus the discriminant validity of the model is implied (Teo et
al., 2009).
Goodness-of-fit of the research model is estimated next. Recommended indices, according to Hair et al.
(1988) and Bagozzi & Yi (1988), for evaluating the overall model fitness are: goodness-of-fit index (GFI), normed
fit index (NFI), non-normed fit index (NNFI), comparative fit index (CFI) and root-mean-square error of
approximation (RMSEA). Chi-square per degrees of freedom (Bagozzi & Yi, 1988) was used to statistically test for
the null hypothesis that the model fits the data. All of the fit indexes indicate that the structural model has a good fit
(Table 4).
Table 4.
Goodness of fit

Fit index compared to the
Recommended value
Chi-square/d.f. ≤3.0
GFI ≥0.80
AGFI ≥0.80
NFI ≥0.90
NNFI ≥0.90
RMSEA ≤0.08
CFI ≥0.90

Measurement model
0.67
0.985
0.982
0.980
1.011
0.000
1.000

The Validated Model
The study identifies six factors that directly or indirectly affect Intention to book through social media.
These factors are Perceived ease of use, Perceived Usefulness, Social Media Use, Trust to online
hoteliers, Being affected by the Internet and social media and Attitudes towards marketing with social media.

Figure 2: The validated model
The role of perceived ease of use is fundamental in social media marketing. Consistent with previous
studies, perceived ease of use has a direct positive effect on intention to book through social media (γ=0.379,
p<0.05), so H1 is supported. If hotels develop profiles on social media that are easy to use then users‟ intention to
book through them will increase. H2 is also supported as perceived usefulness directly influences user‟s attitudes
towards marketing with social media (γ=0.473, p<0.05). If individuals feel that social media used by the hotel are
more useful they will have a more positive attitude towards marketing activities. Perceived usefulness indirectly
enhances users‟ intention to book through them. Thus, perceived ease of use and perceived usefulness are identified
as key factors for intention to book by using social media. Findings are consistent with the TAM framework.
Perceived usefulness was not found to have a significant influence on being affected by the Internet and Social
media, so H6 is not supported.
Trust to online hoteliers was not found to have a significant influence on attitude towards marketing
activities. Thus H3 is not supported, contrary to our expectations. The findings of the paper are partially in
accordance with previous studies as trust to online hoteliers has indirect effects on intention to book by using social
media through Being affected by Internet and Social media and attitude towards marketing activities, as H7
(γ=0.249, p<0.05), H10 (β=0.207, p<0.05), H11 (β=0.377, p<0.05) are supported. Trust to online hoteliers has a
positive effect on being affected by the internet and social media. If a person trusts more online hoteliers, the
person is more likely to take into consideration factors like public relation, advertisements and reviews in the
decision-making process. Being affected by the internet and social media, in turn, has a positive effect on attitude
towards marketing activities. Social media marketing approaches such as public relations, advertisements and user
reviews, have an indirect positive impact on intention to book or manage a booking through social media
applications through consumers‟ attitudes towards marketing with social media.
Being affected by the internet and social media has no direct effect on intention to book through social
media. Thus, H9 is not supported.
Social media use has a significant direct positive effect on being affected by the internet and social media
(γ=0.484, p<0.05). H8 is supported. The more people use social media the more they are being affected by hotel
marketing practices for their purchase decisions. Social media use was not found to have a significant influence on
attitudes towards marketing with social media, so H4 is not supported. Thus, social media use has indirect effects
on intention to book by using social media, through Being affected by the Internet and Social media.

Attachment was not found to have a significant influence on attitudes towards marketing with social
media, so H5 is not supported.
CONCLUSIONS
The research proposes and validates a model for investigating the factors affecting potential customers‟
intention to book a hotel through social media. The model can serve as a starting point for future research in the
field. It may be extended by using new constructs taking into consideration the evolution of social media
applications. However, it raises fundamental issues that should be taken into account and manipulated by hoteliers
and IT specialists, to increase customers‟ intention to book a hotel using social media applications. The research
for first time integrates constructs from TAM, constructs from a consumer-based scale proposed by Akar & Topçu
(2011) that presents the attitudes of consumers toward marketing with social media and trust to online hoteliers.
Ease of use has a significant direct effect on Intention to book through social media. Hotel companies
nowadays are giving importance to new and innovative booking options to reserve rooms through their social
media profiles. However, as bookings through social media represent only a small proportion of the online
bookings, hotel companies should develop friendly online booking services meeting international usability
standards and improved user interface. The results indicate that perceived usefulness is also a relevant antecedent to
form a positive attitude towards marketing with social media, whereas attitude significantly influenced consumer
intention to book through social media. If social media provide useful information for the hotel and the booking
procedure, functionalities that support services to users, as instructions to solve problems or ways to receive them
and fulfill users‟ expectations, they will form a more positive attitude towards marketing with social media and
finally intention to book using them.
The findings, also, indicate that trust to online hoteliers has a positive effect on being affected by the
internet and social media and indirect effect on attitudes towards marketing with social media and intention to
book through social media. Thus, hotel companies should upgrade their security mechanisms on social media and
communicate them to potential customers and exert more efforts to encourage customers to build up trust through
social media hotel booking process. As being affected by the internet and social media has a mediator role between
trust to online hoteliers and intention to book through social media intention should be enhanced by promoting
online reviews and user-generated content on hotel's social media profiles. The reason behind this may be that
“consumers prefer to rely on online reviews to build trust as reducing the online uncertainty associated with
intangibility about a hotel” (Kim, Kim & Park, 2017).
The present research has two main limitations; findings are context-sensitive and they depend on the set
of variables and the model used. The paper reports on the intention of Greek social media users to book a hotel
using them; however, this is far from claiming that they are indicative of all the Greek social media users and more
surveys and analyses should be conducted. The second limitation is about using the particular set of variables which
measure the intention to book a hotel through social media. The proposed validated model describes associations
among variables that have been suggested in the relative literature; however, the proposed model may be further
improved by including other possibly more suitable variables.
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ABSTRACT
Museums and cultural organizations need publicity and media in order to inform their public about their
events and activities. With the use of online information it is easier for visitors to find all the necessary information
they need in order to visit the museum. Social media are changing the way that museums communicate with their
public. Most of the museums seem to understand the need for using social media to communicate their events to
the public. Facebook and Instagram now dominate the social media use landscape. Instagram is one of the fastest
growing social network globally among young people. What users can do with the use of Instagram is to
communicate their experiences through both choice of photo subject and ways they choose to manipulate and
present them (Weilenmann, Hillman and Jungselius, 2013). Greek museums, especially in big cities, use social
media for communications and provision of all the necessary information to the visitors. The aim of the study is to
examine the use of Instagram by museums in the Greek cultural scene. More specifically the study focuses in
examining the use of Instagram by the museum communication professionals and carry out a twofold investigation;
do they use and in what way Instagram to reach out for their audience and also how does the public perceives this
effort. Instagram has already been adopted by other groupse.g. politicians in Greece, with its usage however not
being to the same extent as with other popular social media such as Facebook.
Key Words: Social media, communication, digital marketing, Instagram, multiple regression, predictive
modelling.
INTRODUCTION
Social media platforms seems to be popular with consumers and businesses as they provide new
opportunities for interactivity and connectivity for both of them. Social media are described as “content that has
been created by its audience” (Comm, 2009) and they are characterized by user generated content (DeNardis,
2014). User generated content refers to media content created or produced by the general public rather than by paid
professional (Daugherty, Eastin and Bright, 2008). Social media are defined as “a group of internet-based
applications that build on the ideological and technical foundations of Web 2.0, and that allow the creation and
exchange of user generated content” (Kaplan and Haenlein, 2010, p.61) and they are used for the development of
social connections, using highly available and scalable publishing methods (Sajid, 2016) changing the ways society
consumes and contributes to the creation of information (Hays, Pages and Buhalis, 2013).
Interactivity, connectivity and sharing are the most important applications offered by social media.
Interactivity is defined in terms of the immediacy of the responsiveness and the degree to which the
communication resembles human discourse (Liu and Shrum, 2002). Social media interactivity can take place viaa
desktop computer, laptop, mobile phone or a personal digital assistant of the iPod (Grover and Stewart, 2010). In
terms of social media social interaction is one key element in the effectuation perspective of enterprises in their
public (Fischer and Reuber, 2011).
Connectivity is also one of the characteristics of social media. Social media have increased individuals’
connectivity and enabled users’ direct participation (Chou, Hunt, Beckjord, Moser and Hessee, 2009).
Organizations can maintain “an ongoing dialogue with customers by exploiting the connectivity, content
creation and sharing functionalities of social media” (Cabiddu, Carlo and Piccoli, 2014:187). This application gives

the opportunity to the users to be online and to be always connected. That means that they can share their content
or others’ connect.
Sharing is another application that helps companies and organisations to gain publicity (Kietzman,
Hermkens, McCarthy and Silvestre, 2011). Each user is able to share others posts to their wall. As Kirtiş and
Karahan, (2011) claim social media user is able to create and comment on blogs, share contents or communicate
with friends via social networking sites like Facebook or MySpace. On the other hand other media like YouTube
gives the opportunity with its users to share certain kinds of videos with one set of friends, while making and
sharing other types of videos with a different set of friends (Lange,2007).
More than two billion users all over the world use social media. In Table 1 (taken from
https://www.statista.com/statistics/272014/) there is a list showing the number of registered users for each platform.
Facebook as it can be observed, is the most popular social media all over the world, with Instagram however being
the fastest growing social network site globally (Wagner, 2015).
Table 1. Registered users for social media platforms (in millions, April 2019)
Facebook –
WeChat
TikTok
Linkedin
2,320
– 1,098
– 500
– 303
YouTube –
Instagra
Twitter
Baidu
1,900
m – 1,000
– 330
Tiera – 300
WhatsApp –
QQ –
Reddit
Skype –
1,600
807
– 330
300
FB
QZone –
Douba
SnapCha
Messenger – 1,300
532
n – 320
t – 287
Social media started to become a key factor in the way that cultural organisations communicate with their
public, as they are able to support the marketing of performing arts organizations. It continues to become more
prominent in communication campaigns due to the high levels of public usage and public involvement with
organizations on social media sites (Waters and Jones, 2011). Many museums have started using different forms of
social media, such as social networking, podcasting, and blogging (Russo and Peacock, 2009) as they gives
museums the power to move their activities into the digital space while also reinforcing their reputation for cultural
authority and authenticity (Dearolph, 2014).
As Russo, Watkins and Smith (2009:153) argue “social media offers young people agency previously
unavailable in informal learning environments in order to explore complex responses to and participation with
cultural content”. Museums are using mostly social media such as Facebook and Twitter to promote on event
listing, reminders, and reaching larger or newer audiences by increasing the number of fans and promotional
messaging (Fletcher and Lee, 2012). Through the use of social media museums are able to distribute information to
their audience and create opportunities for visitors to learn about and interact with each other (Chung, Marcketti
and Fiore 2014). Stuedahl and Smørdal (2011) believe that social media has been adopted by museums for its
potential to help visitors to interact socially with museum exhibitsthemselves.
The goal of this research is to describe how museums are utilizing social media and especially Instagram
as a platform and to begin to identify the most effective tools for audience engagement. As there is almost no
research about the use of Instagram in the Greek cultural environment this research tries to fill the gap about the
use of social media in cultural organisations as a communication and marketing tool in Greek archaeological
museums.
WHY INSTAGRAM?
Instagram is a relatively new form of communications (Hu, Manikonda and Kambhampati, 2014) which
gives users the opportunity to communicate their experiences through the choice of photos (Weilenmann, Hillman
and Jungselius, 2013). Instagram is an online photo-album that was launched in 2010 (Hochman and Manovich,
2013) and it enables users to take photos and videos with their mobile devices, perform some basic processing by
applying digital filters and share them on a variety of social networking services, such as Facebook, Twitter,
Tumblr and Flickr. As every moment counts, or at least so it seems through the eyes ofsocial media users
(Hockman and Schwartz, 2012), Instagram is an application that combines smartphones with cameras and the
possibility of constant access to social media, enabling easy sharing of images of people’slives (Araújo, Corrêa, da
Silva, Prates and Meira,2014:20).
As a social network, Instagram allows users to create a personal profile and build relationships by
following other users. These relationships are asymmetrical as users are not required to reciprocate(Zappavigna,
2016). The larger the number of followers an individual has, the greater their perceived social influence (Jin and
Phua, 2014). A key idea behind the application is to share photographs and videos by using a hashtag (#) so that
other users can find the photographs (Sheldon and Bryant, 2016). Users can also choose to tag an image or video
during the publishing process, either independently as they wish to describe it or by following a predetermined
dictionary of tags (Schwartz and Halegoua, 2014). They can also add captions and mention other users by using the
@ symbol, which effectively creates a link from their posts to the referenced user’s account, before posting them
(Hu, Manikonda and Kambhampati,2014).

Instagram expands the array of aspects of everyday life that become organized in relation to flows of
images. Navigation in these flows is natural, by scrolling through the stream, using their finger on the smartphone
touch screen (Carah and Shaul, 2016). The online photography facility as provided by Instagram, such as uploading
photos, is a symbol of the reality that the user experiences as a mobile digital citizen. About 20 billion images had
been shared via Instagram, a mobile application developed in 2010 for the iPhone (Zappavigna, 2010). In some
social networks, digital photography has become a central element to the post that is uploaded but in Facebook and
Instagram, photographs are used as a point of reference as users can make also comments and likes (Budge and
Barnes, 2017).
A key Instagram functionality is Instagram Stories, launched in 2016. With Instagram Stories users have
the ability to create a digital photo story with all their daily highlights. This shared image and video experience can
also be enhanced by e.g. using drawing tools and embedding stickers and emoticons in order to become more
appealing (Veissi, 2017). Instagram Stories last 24 hours before it disappears from users’ profile. In terms of the
use of Instagram in the museums, Instagram, is used to communicate visitors’ experiences while visiting a museum
(Weilenmann, Hillman and Jungselius, 2013).
RELATED WORK
As Instagram is quite a new medium in the context of cultural organizations there is not much published
work about the use of the medium in the museums. Weilenmann, Hillman and Jungselius (2013) in their work
about visitors’ experience in natural history museums based on an analysis of 222 instagrams created in the
museum, as well as 14 interviews with the visitors who created them, they unpack the compositional resources and
concerns contributing to the creation of instagrams in this particular context.
In a more recent work Budge and Burness in 2017 explore and interpret visual and text based posts by
visitors using the social media application, Instagram, as part of their experience. Findings suggest that museum
visitors using this application do so to account for and record details of their experience that draws attention to
exhibition content, specifically objects (Budge and Burness 2017).
Lazaridou, Vrana and Paschaloudis in their work in 2017 about the use of Instagram in museums and
galleries found that it can be used by museums to their advantage, to boost their visibility on the internet, attract
more attention and potential visitors (Lazaridou, Vrana and Paschaloudis, 2017).
Suess (2018) in his work about the use of Instagram by visitors to the Gerhard Richter exhibition at the
Queensland Gallery of Modern Art found that the use of Instagram at the gallery engaged visitors in a manner that
transcended the physical space and extended their aesthetic experience.
METHODOLOGY OF THE STUDY
Our dataset was constructed by initially visiting the Ministry of Culture webpage and extracting the names
of all archaeological museums in Greece, yielding a list with 125 museums. Our next step involved searching
Instagram for the museum accounts and their web presence (either on their own websites or hosted under The
Ministry of Culture, the respective Archaeological Ephorate or Municipality). The process revealed that only the
Acropolis Museum in Athens maintains an active Instagram account. At this point however, we recorded each
museum’s type of website (private or hosted) and the different social media platforms they are engaged in as two
dataset variables. Website variable values are coded as 0 for no presence, 1 for a hostedwebsite and 2 for a
dedicated, private website. For the social media presence variable we encountered cases with 0-3 different
platforms. Three additional dataset variables were introduced for the region the museums belong to (coded with
numbers 1 to 13 in ascending order of population), the actual region population (in thousands) and a binary variable
that characterizes a museum as being central (Athens or Thessaloniki, coded as 1) or peripheral (rest of Greece,
coded as 0).
As stated the Acropolis Museum is the only archaeological museum maintaining an Instagram account.
This does not mean however that the museums do not appear at all on Instagram-mediated dialogue. In fact, for
quite a few of them the name-search on Instagram returned location and hashtag results. There were 72 museums
with location results and 53 with no location results which were discarded from the dataset and the rest of our
analysis. For the 72 museums we made a note of the occurrences where the museum is tagged, distinguishing
between 5 different categories with respect to the image content: exhibits, people, people and exhibits, outdoor
scenes and other. All in all, our dataset consists of 72 observations and 11 variables, tagged and the five content
categories, website and social media and the three region related variables.
RESULTS AND ANALYSIS
Our statistical analysis of the constructed dataset was performed leveraging Python (Anaconda
distribution) in an interactive Jupyter notebook. The .csv file was read into a Pandas dataframe object (first five
rows are shown on Table 2), enabling rapid calculation of descriptive statistics measures and execution of more
advanced statistical tests. It is noticed that there are museums that returned location results with no tagging
occurrences though.

Understanding the data and gaining insight on its structure is crucial and has to be established (aided by
descriptive statistics and various visualizations) before proceeding with hypothesis testing and more advanced
methods. As an example, Table 3 depicts the pairwise Pearson correlation table, where we notice that all
correlations are positive. This is of course partially due to our specific coding scheme, e.g. for region.

According to Cohen’s standard, inter-variable correlations can be interpreted as: weak: [0.1–0.29],
intermediate [0.3–0.49] and strong [0.5–1]. Following this scheme, different levels of positive correlations between
our variables can be identified, e.g. tagged is in strong positive relation with all content categories (exhibits 0.922,
people_exhibits 0.905, people 0.825, outdoor 0.808, other 0.703) which is somewhat expected as tagged is the sum
of the five content categories. This ordering of the coefficients is however indicative of people’s tag preferences,
i.e. exhibits rather than outdoor scenes. Figure 1 displays the tagged categories as a percentage of the total number
of tags that the museums have received. Out of the 1561 total tags, 50% of them are exhibits, while the other four
categories account for the 17%, 15%, 14% and 4% of the total tags.

Tagged is also in weak (to moderate) positive relation with website, social media and population. The
correlations in Table 3 were calculated with the pandas “corr” function passing “pearson” as the method to use.
Some further experimentation with the non-parametric (more on normality later) tests Spearman and Kendall
revealed that the variables tagged and population are uncorrelated (retain H0) at 0.95 significance level (Spearman
coefficient 0.222, p=0.061, Kendall coefficient 0.164, p=0.063). The mean, standard deviation and Tukey 5number summary for each of our variables are shown on Table 4 below. The museum of Thessaloniki is the one
mostly tagged (350), followed by the museum of Piraeus (196), the museum of Heraklion (139) and the Acropolis
museum in Athens (122). These are all large Greek cities and one might expect some degree of correlation with the
region population. This however has not been verified as seen previously, at least to a significantly large extent.

The skew of the variable distributions have been calculated. All of our variables have positive skewed
distributions (ranging from 6.713 for people_exhibits variable to 0.174 for region variable) apart from the social
media variable (-0.685). This has also been verified by also looking at the histogram and density plots (not shown
here). The presence of outliers is apparent especially with the box-whisker plots (again not shown here). This fact,
combined with our small sample size, may have some undesired effects in our statistical analysis further on but at
the moment we deliberately opted not to employ any outlier elimination process.
At this point we conducted normality tests for our variable distributions. We employed the Shapiro-Wilk
Test and the D'Agostino K2 Test. In some cases a power transform like Box-Cox was utilized. Results showed that
tagged, exhibits, social media, region and population follow a Gaussian-like distribution, whereas the rest of our
variables are non-Gaussian distributed. Following these normality tests we employed independent T-tests for our
Gaussian variables and Mann-Whitney U Test for our non-Gaussian ones to argue about the similarity or the
difference between central and peripheral museums. All tests have revealed similar distributions. Results at the
0.95 level are summarized on Table 6.
Table 5. Central and peripheral museum differences
variable
test type
distribut
stat
p-value
ions
istic
tagged
T-test
Same
1.6
0.151
ind.
(retain H0)
44
exhibits
T-test
Same
1.3
0.218
ind.
(retain H0)
73
social
T-test
Same
1.0
0.315
media
ind.
(retain H0)
74
peopleMannSame
224
0.480
exhibits
Whitney U
(retain H0)
.500
people
MannSame
198
0.277
Whitney U
(retain H0)
.000
outdoor
MannSame
198
0.280
Whitney U
(retain H0)
.000
other
MannSame
196
0.182
Whitney U
(retain H0)
.000
website
MannSame
212
0.357
Whitney U
(retain H0)
.500
A popular effect size measure for quantifying the difference between groups is the Cohen's d measure. In
our case the central and peripheral groups have been shown to be similar. As an example, we calculated the
Cohen’s d measure for the case of tagged variable and found a score of 1.827, which can be interpreted as very
large (initial interpretations by Cohen and expanded by Sawilowsky, 2009). Thus we can argue that as we have a
very large effect size measure, the T-test result holds firm.
Finally, we would like to model the number of tags each museum receives, based on region population,
social media presence and website status as predictors. Multiple linear regression was carried out in RStudio
(within Anaconda environment as well). After loading our .csv formatted dataset we can build our linear model and
display its coefficients:

In our case, it can be seen that p-value of the F-statistic is 0.009948, meaning that, at least, one of the
predictor variables is significantly related to the outcome variable. To see which predictor variables are significant,
we can examine the coefficients table, which shows the estimate of regression beta coefficients and the associated
t-statistic and p-values. For a given predictor, the t-statistic evaluates whether or not there is significant association
between the predictor and the outcome variable, i.e. whether the beta coefficient of the predictor is significantly
different from zero. In our case, it can be seen that population is significant at the 0.05 level and website at 0.1
level, while social media as a feature is not significant and could be removed from our model as redundant. The
website predictor could be removed as well but we choose to retain it to demonstrate that for the new two-predictor
model its significance has increased remaining however above the 0.05 threshold.

Thus, our model equation can be written as:
tagged = -19.649 + 24.417*website + 0.013*population
The model confidence intervals could have been calculated with confint (model) but are not shown here as
we have opted to keep the website predictor as well. In multiple linear regression R2 represents the correlation
coefficient between the observed values of the outcome variable (y) and the fitted (i.e., predicted) values of y. A
problem with the R2, is that, it will always increase when more variables are added to the model, even if those
variables are only weakly associated with the response (Gareth, Witten, Hastie and Tibshirani, 2014). A solution is
to adjust the R2 (Adjusted R Square) by taking into account the number of predictor variables. In our case, the
adjusted R2 value suggests that only 11% of the variance in the measure of tagged can be predicted by website
status and region population. Therefore we can conclude that our model is rather unsatisfactory and other features
should be surveyed.
CONCLUSION
What comes out from our research is that most of the museums use at least 1-3 social medium for
communications and marketing reasons. That means that with the use of social media museums will have the
choice as to illuminate and explore some tensions such as to highlight a number of knotty juxtapositions, to share

public experiences and private engagements and personal and communal pasts with their visitors, but only if their
use is framed and understood in alignment (Kidd,2011).
It is also important that only the Acropolis Museum has an official page in Instagram. The rest of the
archeological museums can be found only through location by tags made by Instagram users. What Instagram users
do is that they found the location of the museums in Instagram and they upload their photos. That fact of course
could offer publicity to the museums but it also means that museum officials have not seized the opportunity that
social media and especially Instagram offer today. Their importance seems to be underestimated.
Most of the photos that are uploaded include museum exhibits which means according to Budge and
Burness (2017) that what draws attention to exhibition content, are specifically objects. Finally, as our statistical
analysis has shown, there is no significant difference between the locations of the museums as both museums in
Athens and Thessaloniki and museums in providence of Greece have similar distributions in all our dataset
variables.
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ABSTRACT
Facebook has become a vital tool for businesses to market themselves and stand out above competition.
This is also true for high number of dive operators that form a vital part of the marine tourism industry. Dive
operators often use Facebook as a means of reaching potential clients as well as forging a relationship and sense
loyalty with their current clients. However, due to the high number of marketing messages reaching Facebook
users, the management at Facebook decided to limit the number of messages that reach users which is done
according to the amount of engagement and interaction achieved by messages. The purpose of this study was to
develop a CIA-typology (Connection seekers, Inclusive seekers, and Attention seekers) which will assist dive
operators to display the correct messages at the most appropriate times to ensure their Facebook followers engage
with their posts. This was done through an online questionnaire which was distributed worldwide through snowball
sampling. This study revealed that Facebook followers are not heterogeneous and that followers can be segmented
according to their engagement preferences. The findings will help dive operators to get their customers to engage
with them, thereby improving their marketing efforts.
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ABSTRACT
Tourism is a constantly developing activity. ICT and social network can influence tourist
behaviour. New technologies today provide access to a vast amount of data.The research focused on the extraction
of User Generate Content (UGC) with the aim of analysing tourist consumer behaviour on the Social Network
Instagram. The results provide additional information for the policy maker to enhance and strengthen the image
role in travel decision process.
Key Words: Tourist Consumer Behaviour, Text mining, User Generated Content (UGC), Instagram, Destination
Image
INTRODUCTION
Consumer behaviour in relation to new technologies is a recognizable theme which has been widely
discussed over the last decade. The Internet is more and more a mine of information for people during the travel
search process (Xiang et al., 2009). Online information for users and at the same time knowledge of tourist
behaviour provides a great input for successful destination management planning, ensuring an effective
communication strategy (Fesenmaier et al. 2006; Xiang and Gretzel, 2010). Technological progress is one of the
challenges for destination management in the tourism sector. Policy makers, tourist operators and DMOs need to
use technologies and create added value for the tourist experience (Gretzel et al., 2006). People’sbehaviour is
influenced by opinions, advice and emotions acquired by friends and families before deciding on their holiday
destination. Tourists, in fact, are likely to trust word of mouth communication. As previously noticed, word of
mouth (WMO) is the most important marketing factor (Gordon Weaver, 1984 - definition quoted in the Wall Street
Journal). WMO can be an effective unconventional marketing tool to communicate destinations and events. Users
today share holiday experiences on social media that can be considered as a verbal communication tool enhanced
by the technological process (Sernoviz, 2009); the content generated by tourists has been widely discussed in
literature. Social media can reach a massive number of users instantly and at the same time they can replicate and
interact together (Munar and Jacobsen, 2013).
Tools and methodologies developed to analyse social media are classified in the literature generically in
the field of data mining and more specifically of social data mining.The challenge is to extract exclusively data
generated by tourist and related to their experience in the destination. Girardin et al.(2008) defined this object of
analysis as "digital footprints" left by tourists.
User Content intentionally generatedis defined as ‘explicit footprints’, while traces left unintentionally by
tourists during the use of electronic devices (such as telephone traffic data, wireless connections, online map
consultation) are defined as ‘implicit footprints’ (Girardin et al., 2008).UGCs represent a source to trace the
experience and emotion in tourism destination. Research methodology approaches were developed to identify the
content generated only by tourists, removing the effects of some users (i.e. residents, tourist operators) which are
outliers in terms of the number of posts published about the analysed destinations. Specific algorithms categorized
tourists onthe base of the time span between the first and the last date of posts taken (Girardin et al. 2008). Several
researches focused on analysing and classifying user emotions through algorithms based on words attributed to
emotions categories (Strapparava et al., 2006).
The present research examinesthe involvement of tourists in the developing and sharing of content
generated on Instagram. The aim of the research is to capture tourists’ communication and perception of
Montecatini Termeas shared on Instagram, as an important tool to promote the destination. Text mining were used
to allow the identification of the most frequently used terms, to measure and determine the online reputation of
Montecatini Terme.
METHODOLOGY
COLLECTION OF DATA

The purpose of the case study is to enhance the understanding of tourists experience and know what tourists
communicate on Instagram. The destination identified was Montecatini Terme, situated in the heart of Tuscany,
Italy. The urban area of Montecatini extends over 17,69 km², with 20,663 inhabitants. The main economic
activities are thermal and tourism sectors, considering that Montecatini has a wide range of tourist supplies for
different target groups of tourists. Montecatini has great accommodation capacities, a favourable geographic
position as being half way between Pisa and Florence, and offers a number of historical monuments and cultural
events, in addition to good gastronomy and hospitality. The therapeutic properties of its water were already known
in the Roman times. It presents a complete offer of thermal treatments and natural remedies to prevention and
rehabilitation. According to the official data of the Tuscany Region statistical office, the average duration of tourist
stays in Montecatini, in 2016 was 2.6 days. The number of nights in commercial and non-commercial
accommodations for 2016 was 1,583,645 and the number of tourist arrivals was 602,230.
The study analysed a pool of user posts on Instagram to detect the communication and perception of
Montecatini Terme as tourist destination from users. It retrieved posts from the social network with the following
data available: hashtag, caption (text), time stamp, geotag, like and anonymized user code. Through a preliminary
screening to check data extracted the results considered 11,993 posts to analyse with reference to specific hashtags
such as: #montecatini and #montecatiniterme, between May 2016 and October 2016.
DATA PREPARATION AND PROCESSING
Datawere analysed using R software and several ‘libraries’ (packages) were applied to elaborate the data
(i.e. dplyer, tidytext, rstem, sentiment, ggplot). Results were presented with descriptive statistics.
A preliminary analysis of the total sample (11,993 posts) provided a fragmented framework of results. The
high incidence of posts published by those who promote and live (resident) in Montecatini Terme has led to the
need to identifyand select the photos posted by tourists. This analysis will help policy makers to understand the city
in a purely touristic aspect, removing the effects of resident users. The sample was filtered based on the users
presence in the destination over time. The aim is to focus the study on tourist behaviour, using a twotargetcategorization, tourists and residents/local tourists operators.
The research methodology was adopted from Girardin & al.(2008). The study filtered comments with a
specific algorithm using a 7 day time span between the first and the last date of posts. In this way if the users took
all their comments within a period of 7 days, the algorithm would categorise them as tourists/visitors, otherwise as
residents/tourists’ operators.
The final sample on which the analysis was performed was 5,111 posts. The study followed three main
steps: I) sorting out of data and identification of main keyword used by tourists in relation to the destination; II)
identification of dimensions (attributes) used by tourism operators (supply side) to promote Montecatini Terme; III)
creation of dimensions dictionary.
First step: a pre-processing operation was carried out with the aim of deleting duplicate results,
punctuation marks and stop words.Automated content analysis requires methods to understand and capture
information from content on Instagram. The research adopted text - analysis techniques to identify the main
keywords associated by users to Montecatini Terme. The semantic automated technologies distinguish words from
positive, negative and neutral reports. Sentiment analysis was used to automatically detect emotions, evaluations
and opinions in the text of user comments (Wilson et al., 2005). These analysesallowed to identify keywords most
used by tourists to communicate their experience.
Second step: the identification of dimensions was performed with the support of local tourism operators.
These dimensions were selected also following a previous study accomplished on tourism operators Facebook
pages (Marchi et al., 2016).
Third step: for each dimension, a dictionary was created. A dictionary consists of a keywordsets identified
among most frequent hashtags.
The study performs a content analysis of data collected through an automated dictionary-based approaches
(Guo et al,. 2014).

RESULTS
In the first section, a descriptive analysis of the results provides a preliminary framework of the perception
of Montecatini Terme on Instagram. It focuses on identifying the top keywords and places associated with the
destination by tourists. The second set of results shows the qualitative approach about the main dimensions of
tourism supply of Montecatini Terme. It analyses how tourists communicate their travel experiences enhancing the
tourists’ understanding on Instagram.
DESCRIPTIVE ANALYSIS
A total of 13,388 hashtags were collected among the total 5,111posts. Posts were published by tourists
mainly at the week-end (37%), during holidays and events organized in the city. The day was divided in 4 time
slots (night from 12am to 6am; morning from 6am to 12pm; afternoon from 12pm to 6pm; evening from 6pm to
12am) to detect the prevalence of photos posted during the day. More than 60% of posts are published during the
afternoon and evening slots.

Figure 1: Wordcloud and Polarity categories
Through text analysis, the study focused on the top keywords used to communicate Montecatini Terme by
tourists on Instagram. The worldcloud (Fig. 1a) shows the main words (minimum frequency 60), through different
sizes, used to define the destination. Italy and Tuscany are the main geographical definitions communicated in the
posts. In 2016, the main hashtags associated in the photos on Instagram, at European level, were ‘Love’ in
879,486,048 photos, ‘Instagood’ in 453,582,601 photos and ‘Photooftheday’ in 331,940,963 photos
(Webstagram5). The same hashtags are communicated to talk about Montecatini Terme by tourists, probably with
the aim of reaching more users on Instagram and increasing the number of followers/likes/interactions.There are
specific hashtags related to the Igers or Instagramers community in which users publish their photos on thematic
Instagram groups reserved for a specific topic, such as ‘Igersitalia’, ‘Igertoscana’, and ‘Igerspistoia’. Users usually
insert this specific tag in the photo to make it visible to all the community members. Among the tracked keywords
there are direct references to the destination attractions, such as spa, nature with reference to the pine wood that
represents the green area of the city, the old village of Montecatini Alto, food&wine and the night life.
The fig. 1b shows the positive sentiment through the polarity graph. Tourists talk about Montecatini
Terme with positive words.
TOURISM SUPPLY PERCEPTION
Dimensions identified represent the main Montecatini Terme tourism supply. They include the attributes
that could generate a potential satisfaction on tourists.
The dimensions individuated are 7 and for each of these has been built a dictionary as representative of its
content (Table 1). The interest areas identified allowed a quantification of results.
Table 1
Tourism supply dimensions
Tourism
supply
Characteristics
dimensions
Atmosphere of Emotional and intellectual attitude related to the
the place
experience in the destination.
Moments and initiative organized with the aim
Events
of offering experiences outside everyday life.
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Example of the dictionary
Love; Happiness; Beautiful;
Relax
Starwars; Street Food

Sport

Activities performed for recreational or health
purposes.

Food & Wine

Tourism experience based on traditional dishes
and wines.

Leisure &
Recreation

Activities designed to discover and visit
destination.

Territory

Natural, cultural and historical heritage of the
destination.

Spa – Therme

Beauty and thermal medical treatments.

Basketball; Fitness, Swimming;
Horse riding; Football
Pizza; Ice Cream;Wine; Cialde
– a traditional wafer biscuit of
Montecatini Terme
Shopping; Theatre; Funicular;
Nightlife; Hippodrome/Horse
Racing
Nature; Landscape; Art
Nouveau stile; Architecture;
Pinewood
Treatment; Spa; Natural
remedies; Massages

‘Atmophere of the place’ is one of the 9 dimensions considered in monitoring and measuring the image of
the destination. It includes the cognitive, affective and conative aspects (Beerli& Martin, 2004). One definition of
destination image is related to it as an attitudinal concept consisting of the sum of beliefs, ideas and impressions
that a tourist holds of a destination (Crompton, 1979).
Events represent an incentive to enhance resources and promote a destination with the aim of creating or
adding value to the territory. Destinations organize events for different reasons: I) improving the attractiveness of
an area; II) limiting the seasonality to the territory; III) attracting new markets and customers to the destination; IV)
stimulating people to extend their stay in a destination to attend events (Dimanche,2003).
Sport. Today sport encourages many people to travel. Sporting competitions facilitate the movement of
staff, doctors, athletes, family members and fans. Montecatini Terme offers different kinds of sporting activities
and some events organized are related to these (i.e. CSI National Finals, UISP National finals - basketball
championship).
Local food can represent one of the primary trip motivations (Quan and Wang, 2004) and it can play an
important role in the tourism experience (Everett & Aitchison, 2008).In Italy, food and wine are very important. In
the last 3 years, Italian tourist motivation related to food and wine reached 45% (with an overall increase of 48%
last year). Among the Italian regions Tuscany is the most loved for its food and wine for tourists (Rapporto sul
turismo enogastronomico italiano - Italian Food and Wine Tourism Report, 2019). Located in the heart of Tuscany,
Montecatini Terme has a vast selection of foods and wines to be enjoyed.
Leisure & Recreation are the main motivations that encourage people to travel. More than 90% of
holidays spent in tourist accommodation establishments in Italy are related to leisure motivations (ISTAT - Italian
National Institute of Statistics). Tourists will try new experiences to escape from routine during their holiday.
Montecatini Terme offers different kinds of activities and experiences to tourists, such as the funicular. It is a little
historical train, which dates back to the end of the 1800s, that easily connects the city of Montecatini Terme to the
old city of Montecatini Alto.
Territory. From the late seventeenth century since the Grand Tour, Tuscany attracts travellers for its
natural, cultural and historical heritage.Montecatini Terme is a city characterised by an art nouveau stile heritage.
Spa.Since 1773, Montecatini Terme has been well-known for its complete offers of thermal treatments
and natural remedies for prevention and rehabilitation.
The results of the analysis on supply dimensions are represented through heatmaps, which are graphical
representations of data through a matrix in which the individual values are highlighted using colours. The intensity
of colourvarying according to the value. The graph shows the results and on the X axis are chronologically
ordinated Instagram posts, while on the Y axis the 7 dimensions are sorted. Colour intensity on the heatmap depicts
the ratio between the number of keywords found for each area for every 100 posts and the total number of hashtags
on these posts. Fig.2 shows the results of the analysis on the main tourism supply dimensions identified. Statisticalcomputational techniques were used to analyse hashtags.
Tourists focus their communication on the aspects related to their experiences, placing them in relation to
Montecatini Terme’s heritage. This result can reflect the aim of the social network as a tool developed to share
experiences and emotions. Hashtags related to the ‘Atmosphere of the place’ are widely used by tourists in their
talk about destination.

Figure 2: Heatmap of Tourism offer
The heatmap shows a high presence of communications related to the ‘events’ area in May. Several events
were organized that monthbythe municipality and tourist operators.Results underline a strong interaction and
communication of theevent organized for fans of the Star Wars saga at the beginning of May. The specific posts
published by tourists to share their emotions and perception of the events were identified through a preliminary text
analysis. Street’n Food (gastronomic event) was another very communicated event.
Hashtags related to the thermal heritage and territory are used by tourists when talking about Montecatini
Terme during the analysis period.
CONCLUSION
Social media plays a key role in tourists’ choices. Users can communicate, exchange ideas, opinions,
experiences and passions. Touristsare an active part in the communication process and image formation of the
destination, through the contents they have generated.
Instagram,as part of the social media, has developed into atool to share experiences and emotions in which
touristscapture information about destination. In comparison Instagram when relating to tourism web sites adopts a
different language and is more dynamic. If websites run by tourist operators are mainly used to provide information
and descriptions of the destination, social media has now developed as a tool to share experiences and emotions.
The research contributes to the current literature on the use and impact of social network on tourist
destination. The study attempts to identify tourism consumer behaviour to show how Instagram is used as a tool to
discover user feedback on destination. This research has provided a framework that shows tourist behaviour on
social network. However, there are some restrictions due to technical aspects, such as the difficulty in tracing data
from the Social Network and the need to adopt a specific algorithm to analyse the Italian language.
Since 2016, Instagram has introduced limitation to the access of the application programming interface
(API). The results provide additional information to official statistical data to policy makers and stakeholders in
order to monitor the destinations, take decisions and enhance the role of image in the travel decision process.
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ABSTRACT
This paper aims to investigate the opportunities provided by new technologies and trends in e-marketing
for the development of strategic advantages by tourism enterprises at the least possible risk. The paper emphasizes
on E-Marketing opportunities for fast-followers and seeks the identification of the new e-marketing technologies
that should be adopted in the short-term period. The research is based on the Gartner Hype Cycle methodology for
the identification of the new trends in e-marketing and the analysis of their strategic opportunities for tourism
enterprises. The paper suggests an appropriate investment policy for the medium and small size companies that
wish to perform as fast-followers and highlights the appropriate for this policy technologies in the Gartner Hype
Cycle for Digital Marketing and Advertising of 2018.
Key Words: E-Marketing, Marketing Technologies, Tourism Enterprises, Gartner Hype Cycle.
INTRODUCTION
Today technology plays a key role in all areas of everyday life. Rapid technological developments have a
direct impact on the marketing activities of business firms for attracting customers and interacting with them. Emarketing has emerged as a new set of methods for the implementation of the marketing activities of the firms that
are enabled by the ever-increasing development of new digital technologies and the internet. Hence, E-marketing
modernizes the traditional marketing activities with the use of new tools and methods, but also extends them
beyond traditional limitations set by the physical settings and enriches them with the capacity to bring innovations
in the development and the application of the marketing activities.
Marketing insights is a fairly new term that describes the activities performed by marketers or marketing
analysts to look at consumer and market behavior or any other marketing issues in order to gain intelligence on
how best to perform any aspect of the marketing management function so that to increase the exploitation of
opportunities and reduce risks in marketing decision making (Proctor, Carter & Priest, 2017). Marketing insights
can contribute to the introduction of creativity into marketing research and technological progress. However,
developing marketing insights is a demanding in resources procedure and cannot be conducted by every company,
especially the medium and small ones. The main reason is the lack of experienced staff as well as the difficulties
that companies may face trying to implement researches in which they are not familiar to. It is quite possible that
even larger companies do not have experienced and knowledgeable staff in order to perform marketing insight
studies systematically.
Tourism is characterized by the rich interaction between providers and consumer and all kinds of tourism
enterprises have already widely adopted e-marketing practices, recognizing that in a fully competitive environment
e-marketing is necessary in order to promote their businesses globally and improve their profitability. In fact, some
of the most innovative uses of e-marketing are related to tourism enterprises, especially with regard to promotion,
interaction and transaction/ reservation platforms (Buhalis & Jun, 2011).
The antagonistic nature of the tourism sector, combined with consumer’s demanding character and
changing expectations, makes necessary to recognize and adopt early enough the new marketing trends in order to
gain full benefit of them or not lose ground in the race of competition. However, being early-adopters in new emarketing methods is extremely difficult for the great majority of tourism enterprises because of their medium or
small size. Hence, tourism enterprises quite often fail to adopt early enough the new technological trends, even
though it is important for their competitiveness.
In this paper we propose an approach for the identification of the new technologies and marketing trends
for the medium and small size companies of the tourism sector that pursue to be fast-followers in their marketing
strategy, that is they lack the necessary capacities and resources in order to be marketing innovators and gain the
benefits of early-adopters of new marketing technologies, however they want to adopt these new marketing

technologies early enough, before they become mainstream in the sector in order to gain and preserve a competitive
advantage towards their main competitors. The approach is based on the use of the Gartner Hype Cycle for Digital
Marketing and Advertising of 2018 for the identification and the evaluation of the characteristics of the different
marketing technologies with respect to the expectations and the hype they have created, the risk they may entail
and the maturity they have gained. The paper identifies the technologies that in 2018 had the right characteristics to
be adopted by fast-followers and discusses their potential uses and outcomes.
RESEARCH METHODOLOGY
The research approach we employ isthe Gartner Hype Cycle for Digital Marketing and Advertisingof
2018 as a source of insights for the early recognition of new trends and technologies in e-marketing methods.The
Gartner Hype Cycle methodology gives a view of how a technology will evolve over time, providing a sound
source of insight to manage its deployment within the context of specific business goals (Hagen, 2017). Hence, it
can serve as a key concept in marketing innovation that can help the businesses prepare for the future.The Garnet
Hype Cycleincludes five areas/ stages (Lajoie & Bridges, 2014, pp.1-2):
a) Innovation Trigger: The first stage begins when the general public perceives the initial hype of an
innovation. This trigger could be a new technology in the market, a scientific discovery, or a similar event that
causes great enthusiasm and hope. In this stage people start talking about innovation and word spreads quickly.
b) Peak of Inflated Expectations: During the second stage, innovators and first adopters begin to use and
test the new innovation, while the others are concerned about the fact that they are staying behind. The press and
the media coverage are very optimistic about the prospects of the emerging technology.
c) Trough of Disillusionment: After the excitement peak, the initial enthusiasm starts fading. In this stage
the interest in the new technology is diminishing as the first weaknesses or drawbacks begin to appear and the
customers see beyond initial enthusiasm and hype. This is the time period when many initially interested players
and early adopters are abandoning the new technology, believing that negative public opinion indicates that the life
of a technology has come to an end. In fact, it is possible that many new technologies will disappear at this stage
and will not manage get to the next stage of the Hype Cycle, the Slope of Enlightenment.
d) Slope of Enlightenment: In this stage the early adopters begin to experience the benefits of adoption and
more fully understand where the innovation can be used effectively. In this stage the new technology begins to
prove its true benefits and the potential impact for innovation and productivity.
e) Plateau of Productivity: The final stage occurs when the long-term benefits of an innovation are
accepted and incorporated into regular activities and workflows, making the adoption a significantly less risky
proposal. In this stage the new technology becomes mainstream, or even standard, and many companies in the
industry use it in their business processes.
New Technologies initiate at the Innovation Trigger and usually they continue to the Peak of Inflated
Expectations, but they do not necessarily pass through all the stages of the Hype Cycle. In fact, the majority of
them end their journey at the next stage, the Trough of Disillusionment, as they fail to come up to the high
expectations they have created after their launch. Only a small number of new technologies manage to come up to
the initial expectations and continue their journey to the next stages of maturity and productivity.The evolution
pattern depends on two factors (Fenn & Raskino, 2008, p.104): a) the nature of innovation to propose something
new and b) the nature of human beings to believe in hypes when something new emerges.
A key characteristic of the Gartner Hype Cycle is it indicates approximately the estimated timethat is
required for a technology in order to reach the Plateau of Productivity. For most new technologies this time is
estimated to 5-10 years. This estimation does not guarantee however that each technology will manage to get into
the Plateau of Productivity and will not disappear when it slides into the Trough of Disillusionment. Therefore, it
becomes evident why investing in new marketing technologies is not only expensive, especially for medium or
small size enterprises, but also a risky task that needs to be considered carefully. Fenn, Raskino andBurton (2013,
pp.13-16) indicate some typical traps of the Hype Cycle: a) Adopting too early and giving up too soon:
technologies should not be adopted only because they are rising at the Peak of Inflated Expectations, nor should
they be abandoned when they enter the Trough of Disillusionment. Instead, businesses should identify which
technologies are potentially beneficial to their business processes, advance their business models and serve their
strategic plans; b) Adopting too late: one of the biggest mistakes made by companies is the identification and
adoption of only visible market trends, at the later stages of the Gartner Hype Cycle, blocking hence trends that can
protect and/ or boost their competitive advantage; c) Handing on too long: sometimes companies make decisions
based on accurate researches, but the results are not as expected. The abandonment or continuation of the project
should be based on an objective assessment rather than intentions, fears or past psychological investments.
Not all technological innovations are valuable to every organization. According to Lajoie and Bridges
(2014, p.3), making good decisions based on the Hype Cycle requires the business to balance three variables: a) the
potential value of the innovation for the company, b) the position of the new technology on the Gartner Hype Cycle
and c) the company’s tolerance to risk. The combination of these three variables produces three general profiles of
companies: a) type A companies try to adopt innovations that are located early in the Gartner Hype Cycle because
they are ready to take the risk associated with early adoption in return for the reward; b) type B companies look for
opportunities in the middle of the Gartner Hype Cycle, as they wish to learn from type A companies, but not wait
so long as to stuck behind their competitors (like type C companies do); c) type C companies try to minimize risks

by adopting in the time that the innovation hits the Plateau of Productivity, but they run the risk of losing many
opportunities and rewards.

Figure 1: Types of Adoption Strategies
Source: Gartner
RESULTS
We suggest that small and medium size enterprises of the tourism sectorbelong to the type B
companies.On the one hand they wish to be at the forefront of technological development, not as innovators but as
early-followers of the trends that are shaped by the big companies of the sectors, but on the other hand lack the
resources and cannot spend big money on the development of new technologies.In order to reduce risk type B
companies should initially analyze the technologies that are at the Trough of Disillusionment stage - and compare
their fitting with their strategic intentions and their operational attributes.At this point the hype of technologies is
significantly reduced. In particular companies should focus their analysis on these technologies that have crossed
successfully (i.e. without failure) the big slope of the Trough of Disillusionment and are marchingtowards the stage
of Slope of Enlightenment. This means that these technologies have overcome the hype, they remain at the front of
technological edge, they have started proving their capacity for important marketing innovations and they are ready
to become mainstream approaches and enter the stage of productivity.So, this area in the Gartner Hype Cycle
constitutes an opportunity for investigation and investment.
We should notice that according to Linden&Fenn (2003)less than 5% of all the companies in a sector have
already adopted new technologies before they have entered the Trough of Disillusionment. Hence,by following the
suggested investment policy for the adoption of new marketing technologies the small and medium companies in
the tourism sector can combine the benefits of reducing the investment risk with the benefits of harvesting early
enough the benefits of the new technologies,such as competitiveness, economic profits, reputation, new customers,
etc., much earlier that most of their competitors.
The marketing technologies that are presented at the Trough of Disillusionment stage of the Gartner Hype
Cycle for Digital Marketing and Advertising of 2018 are five, and each of them should be considered separately so
that to identify the most suitable for the company:
•
•
•
•
•

Advocacy Marketing
Native Marketing
Personalization Engines
Social Analytics
Content Marketing

Figure 2: Field of Technologies Adoption
Two of the above technologies are not considered as pure marketing technologies, in fact they are tools
that help to better operate specific marketing technologies. In other words, the adoption of these two technologies
presupposes the use or the adoption of related marketing technologies, otherwise these technologies cannot benefit
the company.
In particular, Personalization Engine is directly related to the Personalization Marketing Technology,
having the role to support the implementation of this technology to deliver better results. According to Gartner
(2018), “personalization is a process that creates a relevant, individualized interaction between two parties designed
to enhance the experience of the recipient. It uses insight based on the recipient’s personal data, as well as
behavioral data about the actions of similar individuals, to deliver an experience to meet specific needs and
preferences”.Polk and Yeager (2018) say that personalization engines apply context about individual user and their
occasions to select, tailor and sent messaging such as content, offers and other interplays through digital channels
in support of three use cases – customer experience, digital commerce and marketing. These personalized
interplays can increase conversion, marketing effectiveness and customer satisfaction, thereby improving business
results.Most personalization engines not only help orchestrate multichannel marketing, but also customize digital
commerce experiences through personalized product and offer recommendations, search engine optimization
(SEO), site search, and navigation. A number of personalization engine vendors are expanding their capabilities to
trigger interactions across touchpoints like chatbot, kiosks, Internet of Things (IoT), call centers or customer
service centers. A small number also offer the ability to execute surveys and gather incorporate user feedback (Polk
& Yeager, 2018).
Likewise, Social Analytics collects information from Social Network Platforms to inform and guide the
company's marketing strategy. Social Analytics serves as a particular tool that supports the successful
implementation of Social Network Platforms(Holsapple, Pakath,& Hsiao, 2014). Generally speaking, Social
Analytics applies suitable analytics capabilities to user-generated social content to achieve specific goals. Such
content is located in a diversity of repositories including, blogs, social networking sites, wikis, social bookmarking
sites, social news sites, review sites, and multimedia sharing sites. There are sundry techniques that it could take
advantage of, for example, Trend Analysis, Sentiment Analysis, Insight Mining, Opinion Mining, Topic Modeling,
Influence Analysis, Visual Analytics and Social Network Analysis. More than figure of speech, Social Analytics
takes the tactic of “listening” to available user-generated social content, rather than “asking” for user contribution.
A primal reason for the growing interest in Social Analytics is the depth and reach of social networks in terms of
user-generated content intensity and content dissemination speed (Holsapple, Pakath,& Hsiao, 2014).
The other technologies in the area under investigation in the last phase of the Trough of Dissolution are
exceptionally attractive and promising for tourism businesses. Each technology can provide different benefits in
case of adoption, but the most important of them is the brand awareness. The key benefits they can offer are briefly
described in the next paragraphs.
The Advocacy Marketing is a form of marketing that emphasizes getting existing customers to talk about
the company and its products. The majority of shoppers conduct online research before buying, and having people
who publicly support the product gives the researchers something to find and study. Advocacy works because,
people are more probable to trust their friends than direct advertising. When someone asks a friend about their
experiences with a specific product or company, feedback may be far more effective than any marketing campaign
can hope to achieve.For most tourism companies, paid advertisements are not as trusted as they were, and trust is
the most important key in tourism sector. Tourists want to know that they are going to have a great time.They run
the risk of spending a lot of money and most of their time off, and perhaps not enjoy themselves. This is something
that every tourism company must take into consideration in order to minimize this risk as much as possible.While

people lose their trust in paid media, 84% say that they trust the recommendations from friends and family as well
as other reliable sources from third parties (Nielsen, 2015). The rise of review sites such as TripAdvisor, combined
with hashtags and Instagram check-ins, means that potential tourists will base their assessment of a site on the
experiences of their peers.
The Content Marketing is a marketing strategy approach that embraces the creation and distribution of
valuable, relevant and consistent content for attracting and maintaining a clearly defined audience. The best content
campaigns are based on the understanding of the target audience. The better the audience of a business is known,
the easier it is to communicate with new prospective customers (Google, 2017). The tourism sector is one of the
most aggressively competitive sectors on the internet. The majority of modern travelers use search engines like
Google, Bing and Yahoo to learn about destinations, find the best prices on flights and accommodation, buy
regional event tickets and plan a trip.The sites that contain the most detailed information about all of these topics
are those that enjoy higher rankings in search engine indexes.Therefore, it is very important that a website not only
includes information about the company's offers and services, but also comprises detailed destination guides, hotel
descriptions, and other relevant information that holidaymakers may find helpful.An effective content strategy
requires the regular creation, publication and promotion of unique content related to the company's products and
services.For travel and tourism marketing, this will include destination guides, accommodation guides, and travel
tips tailored for holidaymakers. If visitors can find all the information they need for their holiday on a website, they
are less likely to take their business elsewhere when it comes to booking.
The Native Marketing, is a type of advertising that matches the format and function of the platform upon
which it appears. In many cases, it occurs either as an article or as a video produced by an advertiser with a specific
intention to promote products or services. These ads are different from the existing ones, and their biggest
advantage is the fact that they cannot be blocked from Add blocking applications(Kenton, 2018).Native content
advertisement is one of the latest things of the online marketing world. It is expected to continue to spread as ad
blindness grows among Internet users and as more companies struggle to get their brand messages to consumers.
Native content advertisement is essential for tourism companies that use paid advertisement in particular. When a
potential traveler visits a site that provides information about interesting sights, hotels for bookings, car rentals for
use, and all sorts of information about the tourism destination, it seeks valuable information specifically related to
local travel opportunities. This is why travelers are more likely to omit any banner showing anything that is not
closely related to their journey.
CONCLUSION
The primary objective of this paper was to find out the new trends in E-marketing and to suggest the right
ones for the medium and small size tourism companies that wish to be fast-followers inE-marketing technological
developments. For this we employ the Gartner’s Hype Cycle approach for the evaluation of technologies –
particularly the Gartner Hype Cycle for Digital Marketing and Advertising of 2018, a well-known tool for emarketing practitioners. Based on the Gartner’s Hype Cycle method, we highlight the maturity of the different
technologies for Digital Marketing and Advertising and we characterize the strategic options of the companies in
the adoption of new technologies.
All the companies should be very careful in their decisions about the technologies they will adopt in order
to develop or improve their business operations or their business models. This issue becomes extremely crucial for
the small size tourism companies in tourism sector, as they must meet two different and sometimes contradicting
goals: on the one hand to adopt fast enough the new technological trends so that they improve their competitiveness
or remain competitive at least, and on the other hand to be prudent in their investment decisions as they lack the
resources to take advantage of the most state-of-the-art technologies. For this we suggest that the dominant
technological investment policy for the medium and small size tourism companies is to be fast-followers, i.e. adopt
the new technologies early enough, but not become marketing innovators because they cannot afford it.
Based on the Gartner Hype Cycle for Digital Marketing and Advertising of 2018, we suggest small size
tourism companies in tourism sector should look for new technologies they can adopt when they follow a fastfollowing investment strategy in the area of the Trough of Disillusionment For the Gartner Hype Cycle for Digital
Marketing and Advertising of 2018 the technologies that are found on this area are five: Advocacy Marketing,
Native Marketing, Personalization Engines,Social Analytics and Content Marketing.
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ABSTRACT
Timely and accurate information, which is related to the needs of tourists, is the key to the successful
development of a tourist destination. Digital Marketing essentially upgrades the classic marketing mix and focuses
on social media users. It requires a new approach to marketing and a new understanding of the behavior of
touristsin order to give a competitive advantage to the destination. This study aims to suggest a digital marketing
strategy for Thessaloniki as a tourist destination, firstly by investigating on line the new tourism markets and
subsequently by using a model of a proper digital strategy.
Keywords: information & communication technologies (ICT), e-tourism, digital marketing strategy, social media,
tourist destination, Thessaloniki
INTRODUCTION
Information is the key to success in the tourism industry (Shanker, 2008). Thus, timely and accurate
information, which is related to the needs of tourists, is the key to the satisfaction of the tourist requirement (Ashari
et al, 2014).
The development of Information and Communication Technologies has been easily accepted by both
tourists and tourism businesses, as well as by tourism destinations (Avamendia, Muneta&Ollo Lopez, 2013;
Ficarelli et al., 2013).
The internet has given the tourism industry the opportunity to bridge the gap between supply and demand
through communication and interactivity.
The use of ICT (Internet, Social Media) brings new opportunities, but also requires special attention and
effort to improve communication and marketing strategies (Bassano et al., 2019).
E-TOURISM / TRAVEL 2.0
ICT have brought global changes in tourism businesses and also many new opportunities and challenges
(Avamendia, Muneta &Ollo-Lopez, 2013; Buhalis, 1998). For the tourism industry and tourism destinations, ICT
today presents how to achieve a competitive advantage (Mihajlovic & Krzelj-Colovic, 2014; Buhalis& Law, 2008).
E-tourism includes management, strategy and marketing issues. The internet has become a unique
interactive environment, or an e-community that exchanges information,sells products and performs payments, and
it is a means of promoting businesses and organizations. As it is based on Webtechnology, it can be called Travel
2.0 (Ficarelli et al., 2013; Buhalis& Law, 2008). What characterizes Travel 2.0 applications is transparency, cooperativity, speed, predictability and better information.The tourism industry, through technological developments,
sees the emergence of "smart" search sites through Travel 3.0, which has already begun. It promises to simplify
travel information and travel planning, e.g. Uptake.com. ―Smartǁ tourism can not only apply techniques of tourism
information, but also helps to maximize the value of current tourism resources. Through interoperability and
interconnectivity of all network partners, smart tourism gives the opportunity to organizations to develop their
competitiveness by understanding of customers and market desires (Buhalis& Leung, 2018).
DIGITAL MARKETING FOR DESTINATIONS
Nowadays, tourists from all over the world are increasingly using online information(from internet and
websites) to plan their vacations and travels.
It is necessary to explore and develop digital and Social Media Marketing Strategies, which upgrade the
classic marketing mix and focus on online users, attracting them through their interests and making communication
interactive, collaborative, and continuous (Ge, 2014).
According to Wang et al. (2014), modern tourists almost depend on their mobile phones, sharing content
on social media, checking the availability of tickets, checking in for their flight, finding information about hotels,
restaurants and other offers and finding additional value before and during their trip.

Tourists can share content and images from their experiences on destinations through social networks,
mobile applications, etc. (Stetic &Simicevic, 2014). Surveys have shown (Ashari et al., 2014) that tourists who
search the internet tend to spend more on destinations.
According to Gruz & Mendelsohn (2010), the tendency of tourists to "buy" and "set up" a destination
increases when they follow their brand through social media.According to Aaker (1996), when consumers interact
with brands, they create an active relationship with them, as they do with their friends. A destination can establish
relationships with customers and increase customer loyalty (Buhalis& Leung, 2018).
Through Internet and Social Media and by involving the locals and the clients, a destination can develop a
powerful weapon of persuasion while having feedback (Bassano et al., 2019).
Through Social Media, destinations encourage people to tell their tourism stories (place storytelling) and
share their experiences (Bassano et al., 2019). According to Neff (2012), tourists who viewed the video of a
destination through social media were 83% more likely to have positive impressions of the Brand than those who
viewed the video through paid advertisement.
According to Petti and Passiante (2011), since virtual collaborations and dynamic personalization of
services have been created via networking, the competitiveness of destinations increases.
According to Law, Buhalis and Cobanoglu (2014), the growing interaction of tourism enterprises and
organizations with ICT offers opportunities and challenges. ICT and the Internet provide tools for tourism
businesses and organizations that can help to find information, learn the behaviour of tourists, make decisions and
plan (Aghamirian, Dorri, Aghamirian, 2015).
SOCIAL MEDIA MARKETING (SMM)
Examples of use of social media & mobile phones:
Facebook. Scandinavia: the website ―Visit Scandinaviaǁ was created. The campaign ―Go Scandinavianǁ
was created, in which the Facebook pages of the capital cities (Stockholm, Copenhagen, Oslo) jointly participated.
At the same time and combined with the above, the respective accounts were created in Twitter, Google +,
YouTube, Flickr, Pinterest. They used the advertisement tool (Facebook Ads) and they created a game (Facebook
Apps). They would ask the users almost daily through a quiz on the Scandinavian culture, history, cuisine etc. The
users that did not know the answer could use links to Twitter and Pinterest in order to find it. The visitors were thus
turned into participants.
Twitter. In the USA - California (in Monterey), they recommend the city to new visitors using comments
and tweets of people who have already visited the city. They urged the users to write something and, in this way,
they participated in competitions and the 3 more creative tweets would win. Also, in Sweden the official tourism
organization (―visit Swedenǁ) has the official account of Sweden on Twitter which is managed everyday by a
different Swedish citizen. Hence, the moments of everyday life are promoted such as cooking, sites etc. The people
responsible for the website regarded that no one can promote Sweden better than Swedish people themselves.
YouTube. Ireland: The name of the campaign is ―Ireland’s Goǁ and it was organized by the tourism
organization of Ireland. A channel was created under the title: ―go where Ireland takes youǁ, where videos would
be uploaded in which the citizens of Ireland tour guided the viewers. The people would present trips to Ireland and
places that are not necessarily popular tourism destinations. Its success was due to: the good quality, the fact that
the Irish themselves would tour guide and thus the information was true. It was apparent that posts of several
backstage scenes were there to convince that nothing was meretricious. Scotland adopted the same strategy with its
campaign called:―Meet the Scotsǁ.
• Foursquare. Chicago: It created a digital treasure hunt in order to motivate both local people and
tourists to get to know the city. Digital emblems were given which had been created in collaboration with
Foursquare.
• Mobile applications. Washington: An online innovation competition invites the citizens to develop their
own applications, such as mapping cycling routesetc.
METHODOLOGY
This research was essentially based on two axes: The survey was carried out from the 20th of
September2018 till the 25th of September 2018. First of all it was considered appropriate, based on the references
and the study of case studies of successful digital strategies for the promotion of tourist destinations, as they were
presented in this paper, to create a model of a proper digital strategy for the promotion of a tourism destination and
compare it to the respective one of Thessaloniki.This model could be a basis upon which to build the digital
strategy of promoting the city of Thessaloniki.

Figure 1: A Digital Strategy Model for promoting a tourist destination
Also, the investigation of new tourism markets in which Thessaloniki could be digitally
―visible ǁand exploit them for the purpose of its tourist development.
GoogleTrends(2018)Onlinesearchinthetravelcategoryfor―cultureǁ
https://trends.google.com/trends/explore?cat=67&q=cultureAccessed the 22ndSeptember 2018.
Google Trends (2018) Online search in the travel category for ―wellnessǁ
https://trends.google.com/trends/explore?cat=67&q=wellnessAccessed the 22ndSeptember 2018.
GoogleTrends(2018)Onlinesearchinthetravelcategoryfor―Greekcuisineǁ
https://trends.google.com/trends/explore?cat=67&q=%2Fm%2F038sfAccessed the 21ndSeptember
2018.
GoogleTrends(2018)Onlinesearchinthetravelcategoryfor―MICE:Meetings,Incentives,
conferencing, exhibitionsǁ
https://trends.google.com/trends/explore?cat=67&q=%2Fm%2F0ffx7xAccessed the
21ndSeptember 2018.

Illustration1:On line search in the travel category for―cultureǁ

Illustration 2:On line search in the travel category for―wellnessǁ

Illustration 3: Online search in the travel category for ―Greek cuisineǁ

Illustration 4: Online search in the travel category for «MICE: Meetings, Incentives, conferencing,
exhibitions»
ANALYSIS AND DISCUSSION
An integrated management policy, in line with the overall strategy.Modern tourist trends show an increase
in online searches for alternative tourist destinations such as cultural tourism, gastronomical tourism, wellness
tourism, MICE tourism.Thessaloniki could respond to this demand, as well as it is a city with big history, many
monuments and cultural events, special & rich cuisine, thermal springs in the surrounding areas and conference
rooms. It is important for Thessaloniki to become digital ―visibleǁ as a tourism destination where the demand is.
This can be possible when the digital strategy cooperates with the overall strategy, in order first of all to build
the ―imageǁ of the city and then to identify on time possible problems.Since the digital strategy can create close
relationships to the visitors of the city, it can more directly and quickly pay attention to possible problems but also
to new tourism trends and preferences by helping the general strategy to be modified with flexibility.
Co-operation of operators with business and with citizens.The two main websites of Thessaloniki are not
linked to each other, a fact that would confirm the collaboration between the bodies. Also, there are other websites
and blogs that provide information on Thessaloniki but do not work under a common ―umbrellaǁ. Finally, is
missing the connection with the companies, the websites of basic events and the bloggers of the city. Very useful
for the digital promotion strategy of Thessaloniki would be the following: the increase of online searches for
Macedonia, Chalkidiki and Olympus. Potential visitors can be digitally influenced for the development of their
travel to Thessaloniki, from travel websites with reviews and advice (e.g. Trip Advisor), from on-line travel
agencies (e.g. Expedia), travel blogs, and comments on social media from friends.
Construction and operation of an official website.Thessaloniki has two main websites, as this is in line
with the international city models: the Website of the Municipality (www.thessaloniki.gr), and the Tourism
Website (www.thessaloniki.travel). All the official events in the city have their own website on the Internet
(www.dimitria.thessaloniki.gr,www.thessaloniki2012.gr,www.thessaloniki2014.eu,www.foodfestival.thessaloniki.
gr,www.filmfestival.gr).In the two pages there is organized menu, unified style, coherence, rich photographic
material & informationand a sufficient number of Links.The basic characteristics of the modern era in tourism
(Travel 3.0) are speed and interactivity, in that case there is reduced speed and missing: news, event calendar,
search and reservations, FAQ, games, competitions, individual Brochure. The development of digital communities
would be useful for the relationship between the Brand of Thessaloniki and its visitors. There are thousands of

people all over the world who have common interests (e.g. gastronomy, history etc.). Thessaloniki should find
them electronically, by creating basic stories on their points of interest and connecting them with the central
website.
Run official social media accounts. The website of the Municipality is linked to a variety of social media,
which, however, should be posted on the home page and be more active.There is no interaction with the users,
namely that there is no willingness from the part of the users to approve of and support the city as a tourism
destination and share the content, thus, enhancing its popularity.Important weapon is the Optimal use of social
media (Facebook, Twitter, You Tube, Photosharing such as Instagram – Pinterest- Flickr): By taking into
advantage the possibilities that all social media offer, the city of Thessaloniki can give a reason to its visitors and
citizens to share their impressions of the city through photos, videos, stories, encouraging, thus, the most authentic
word of mouth promotion. Furthermore, by giving them the possibility to participate in competitions and games,
the city helps them to increase their interest, but also to gain knowledge. Through Social Media, destinations
encourage people to tell their tourism stories (place storytelling) and share their experiences (Bassano et al., 2019)
Creating mobile apps.The Municipality has created a mobile application, the ―Municipality of
Thessalonikiǁ. It provides information on sites, addresses and cycling routes. It is linked to maps. There are three
applications for mobile phones: - I make my city better - GIS - Thesi (for parking). Also, an application for mobile
phones and tablets has been launched by the Region of Central Macedonia to promote the area as a tourism
destination. The application ―Thessaloniki 360ο Editionǁ has been in the market since summer 2017 and at this
stage it concerns the promotion of Thessaloniki. It serves as a tourist guide. Other regional units are also included
in the application featuring their natural resources.
According to Wang et al. (2014), modern tourists almost depend on their mobile phones. It is important to
offer more mobile applications, with which visitors could receive directly and quickly information. Moreover,
through them, the city can personalize its services and products.
Continuous measurement of effectiveness.There are plenty of tools (Web analytics & Social Media
analytics) which offer statistical data through measurement indicators and variables of effectiveness.
Web analytics
Measuring indicators (Visits, BounceRate, Page / Visit, Averagetime, %NewVisits, ConversationRate,
Contenttraffic etc)
Sources of origin (Direct traffic, Reffering sites, Search Engines)
Marketing performance(SEOKeywordRanking, Averagesitetime) SocialMediaAnalytics
Measuring indicators (total visits – Unique visitors – How many times have they seen the page –
Residence time – Intensity &frequency of comments – Where did the users come from (paths) – Keywords – Other
actions (participation in contests, video viewing, application uses, sharing, votingetc)
Effectiveness variables (ConversationRate, AmplificationRate, ApplauseRate)
Thessaloniki should know and estimate them constantly and in combination in order to be able to find the
weak points but also the opportunities. In addition, Thessaloniki could be informed on the tourism trends in order
to improve and redefine itself, plan constantly and implement with the purpose of claiming its position on the
worldwide competitive tourism map.
CONCLUSION
The word «Live» corresponds to the concept of Travel 3.0. The basic characteristics of the modern era in
tourism are co-operativity, speed and interactivity. In this environment, Thessaloniki in the last years started to
develop digital marketing strategy for its promotion. Emphasis should be placed on the following sectors: First of
all Thessaloniki as a tourist destination should be able to find out where there ison line demand and the new
tourism trends, in order to be there digital ―visibleǁbased on a Cohesive and solid management policy. Digital
Cooperation is importantfirstly between the two central websites of the city, as well as with the companies, the
websites of basic events,the bloggers of the city and the surrounding areas (Halkidiki, Olympus etc). Thessaloniki
should become more interactive by making e- communities and by encouraging its visitors and citizens to share
their impressions of the city through photos, videos, stories, establishing strong relationships with them, thus
succeeding the most authentic word of mouth promotion. Therefore, it would be important for the city to offer to
the visitors the possibility of multiple searches but also of bookings (e.g. rooms, event tickets etc.) and more mobile
applications. Finally, Thessaloniki should know and estimate the tools of effectiveness constantly and in
combination in order to be able to find the weak points but also the opportunities and the new tourism trends. The
interaction between users in combination with a meticulous destination profile could contribute to the success of
the tourism destination and give a competitive advantage to Thessaloniki.
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ABSTRACT
Video games have become a major source of in-content product placements across product categories,
including tourism. Destinations serve as the location within which the action takes place. Midnight Club: Los
Angeles (MC:LA) has the destination in its name. Players race the compressed space with every neighborhood and
sight found in the real-world Los Angeles, California. This research takes a quasi-experimental look at the impact
of playing in simulated Los Angeles in three different studies of game play. In one study the desire to travel to Los
Angeles increases while in another the impression of Los Angeles, Beverly Hills and Hollywood becomes more
positive. In all of the studies landmarks are the most recognized parts of the game world. It appears that there is
value for destination image in setting a video game within an actual destination.
Key Words: Destination Image, Video Game, Recall, Recognition, Landmarks, Placements
INTRODUCTION
Console, mobile and online games have embraced the business models of traditional mass media with the
use of advertising through in-game brand and product placements. In-game advertising was a more than onebillion dollar business in 2010 and is projected to be a 5 billion dollar business by 2020 (Statista, 2018).
Advertisers have had to move placements into games because time spent in video game play is taking time
away from watching television and watching movies, at home and in theatres (ESA, 2016). Every minute spent
playing a video game is a minute that is not spent with traditional or social media and represents a loss of
opportunity to reach potential customers. Researchers have considered ad placements in video games from a
number of perspectives, but not yet in relation to destination image and tourism. This could be particularly
important as game designers and producers have the option to place their games in real or fictional environments.
Allowing people to play in a real-world environment has the potential to reinforce and even expand the image of a
destination. A real-world location serving as the context for the mechanics and experience of a game could make
the place attractive to players and potential visitors. Playing a place can introduce features of the destination and
give players reference points when they become visitors. The question is whether details of the environment will be
noticed in a high intensity video game experience and if the exposure can enhance the players thoughts about the
potential travel destination.
LITERATURE
Yang et al (2006) propose that the division of attention between the media elements of a game and the
control of the game could reduce a player’s ability to remember non-essential elements of the game such as an
advertising message. They found that in-game ad placements had a positive impact on explicit and implicit memory
of brands. Lee and Faber (2007) said audiences have built psychological defenses and technological skill to
overcome interruptive advertising across media and say that an advertising placement is less likely to engage these
defenses. But, a placement is processed as a secondary element within content that holds the primary attention of
the viewer. Brasel (2011) said, ‘to play a racing videogame, as opposed to merely watching, one must be constantly
monitoring the media environment for track boundaries, upcoming turn markers, the location of opponent cars and
numerous other signals that are necessary for the moment-to-moment interaction and control the game requires’ (p.
476). He acknowledges the importance of advertising placements in this environment but concedes that we know
very little about how the processing of multiple media and experiences work. Kim and Eastin (2015) say that
players focus on the play and not the advertising so it is important to know how much the brands are being noticed.
STIMULUS
The three studies reported here use a commercial video game as stimulus to address the important issue of
ecological validity emphasized by Brasel (2011). There is a loss of experimental control using a game off of a store
shelf but there is a more complex experience in terms of game aesthetics and mechanics. It is a game respondents
might play by choice. The stimulus in all three studies is Midnight Club: Los Angeles (MC:LA). MC:LA is a
commercially produced street racing simulation from Rockstar Games. It is the last installment of their second
highest selling franchise with more than 4.7 million units sold worldwide, across platforms (VGChartz, 2018).
MC:LA is an open world game offering almost unlimited navigational choice for players. There are check-points

that must be crossed in a race but the path to those check-points is not fixed. The game is based on Los Angeles,
including significant local landmarks. While there are aggressive elements, MC:LA is not violent (Smith et al.,
1998). Participants played MC:LA on the Xbox 360. Xbox game consoles were connected to 50-inch HDTV
monitors with headphones while sitting in comfortable chairs set approximately two meters away from the
monitors. Machines were separated by dividing screens. Sound effects were a part of the experience but the music
portion of the sound environment was muted so that it would not impact any aspect of the game play experience.
STUDY 1
Study 1 was a between subjects quasi-experimental study of the difference in game play experiences based
on the field of view in game play. Subjects were 109 female university students from a gender-segregated federal
university in the UAE. They were randomly assigned to play with the first person or third person field of view. The
car being driven is visible in the third-person FOV while there is no vehicle seen in the first-person FOV. No
effects were found on the basis of field of view during play. However, after spending 30 minutes in the game, 15
minutes practicing and 15 minutes racing on a specific course around the Hollywood portion of the game map,
there were significant differences in the recognition of placements in the games. T-tests showed that Landmarks
were better remembered than billboards (t = 9.912, df = 108, p < .000), interruptive ads, and ads that were a part of
the environment (t = 3.956, df = 108, p < .000), integrated ads. Integrated ads were also better remembered than
interruptive ads (t = -8.287, df = 108, p < .000). Nine percent of players recalled Holiday Inn without any
prompting.
STUDY 2
Study 2 was a within subjects quasi-experimental study of the difference in game play experiences based
on the type of controller used to play the game. Subjects were 42 female university students from a gendersegregated federal university in the UAE. They were randomly assigned the order in which they played with each
controller, a standard X-box controller and a more naturally mapped U-shaped controller. As players each
participant spent more than 40 minutes with the game in several areas of the game map including the Downtown
and Hollywood areas. Some effects were found on the basis of the controller (Williams, 2018) and there were
substantial differences in memory and recognition of ad placements on the basis of positioning and ad type
(Williams, forthcoming). Once again landmarks were more memorable and better recognized than either integrated
or interruptive placements with integrated placements being more memorable than interruptive. The most
recognized images from the game were landmarks. The 6th Street bridge, 90%, The Mark Taper Forum, 54%, and
the Disney Concert Hall, 42%. These are all located in the Downtown section of the game map which was the
travelled extensively in the two races used in this study. Graffitti in the LA River was recognized by 52% of the
participants. This is also in the Downtown area and is an area that is visually simple and uncluttered. In free recall
two participants mentioned the Staples Center in Downtown, it was the starting point of a race and two participants
identified the Downtown LA County building. Subjects were also asked about their interest in travelling to Los
Angeles before and after the game. The desire to visit the city increased after play at a statistically significant level
(t = -3.289, df = 41, p < .01)
STUDY 3
Study 3 is one of the first studies of long term video game play. Forty-three female university students
from a gender-segregated federal university in the UAE participated by driving more than 1,000 km in the game.
This took between 17 and 20 hours to complete and was accomplished over a 10 week period. Before starting
MC:LA they answered questions about game play habits, preferences and their feelings about different brands they
would encounter in the game, including Los Angeles, Beverly Hills and Hollywood. After completing the
necessary distance or time they were sent another questionnaire that asked them about their recall of brands, their
recognition of landmarks and ads within the game and their attitudes about the brands and places queried in the pretest. Attitudes toward Los Angeles (change of .30), Hollywood (change of .51) and Beverly Hills (change of .19)
all improved after playing through a significant portion of the game, but t-tests show that only the improvement in
the attitude toward Hollywood was statistically significant (t = -3.250, df = 42, p < .01).
Hollywood is really the center of Los Angeles in MC:LA. There are more races here than anywhere else
and Sunset Blvd. would appear to be the most important street in the Los Angeles basin as it runs from east of
Hollywood through Hollywood to Beverly Hills and then to the Pacific Ocean at the edge of Santa Monica. The
recognition of placements only found in Hollywood is higher at the level of statistical significance than the

recognition of placements found throughout the game (t = -2.111, df = 42, p < .05). Landmarks are once
again better recognized than Integrated (t = -3.780, df = 42, p < .001)and Interruptive (t = 8.462, df = 42, p < .001)
ad placements with Integrated being more recognized than Interruptive across the game map (t = 9.136, df = 42, p
< .001). This is also true for landmarks, integrated ads and interruptive ads only found in the Hollywood area of the
simulated Los Angeles. In Free Recall 37% of participants named Hollywood, 12% named Los Angeles, 5 %
named Pink’s hot dog stand in Hollywood and 5% named the giant donut on top of Randy’s Donuts in South
Central. In text-aided recall 23% remembered Holiday Inn and 7% remembered the Disney Concert Hall in
Downtown. The 6th Street Bridge in Downtown was recognized by 98% of participants while the Hollywood sign
was recognized by 86%, the movie studio in Hollywood by 84%, Century City in Hollywood by 70%, Capitol
Records, Hollywood, by 58%, The LA Coliseum in South Central by 53%, the Beverly Hills City Hall by 51% and
the Beverly Hills signs by 50%. This is very strong recognition of significant landmarks in Los Angeles, real and
imagined.
CONCLUSION
Video game placements can be a strong for communicating a destination image. In fact it appears that
landmarks in the environment are the most recognizable for players when they play for 20 minutes and 20 hours.
Clearly the recognition of these landmarks increase with the amount of time spent in the game world. A player
with this experience can become a traveler with visual reference in the actual destination. Having a real world
location as the context for game play can also increase the interest of potential visitors in the destination. When
playing only 40 minutes the interest in traveling to Los Angeles increased significantly. When playing for nearly
20 hours the impression of Los Angeles became more positive and the impression of Hollywood became
significantly more positive. Video game placements should not be overlooked by DMOs as they plan their
marketing mix. There needs to be a significant amount of lead time to get into a game but once the destination is in
the game there is ample opportunity to improve the image and the desire to visit the destination by players.
The nature of the game is also an important consideration when deciding to use a real destination as its
environment.
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ABSTRACT
We problematize the relationship between tourism and communication in the tourism offices of the 19
municipalities of the Douro region (NUT III, UNESCO world heritage areain Portugal) and how theyare
readjusting in order toadapt to new communication paradigms in tourism. This fact implies that the structures are
(re)functionalized and (re)meaningin order to promote more social contact with tourists and to offerservices other
than the simple information sharing. We shall analyse the “human factor” andtheir communication strategies with
the visitors: verbal, non-verbal, textual, digital. The methodology used was participant-observation andmysteryclient techniques and interviews.
Key Words:tourism communication, tourism offices, Douro region (Portugal).
INTRODUCTION
The main objective of this text is to think of tourism as a human communication between visitors, visited
and tourism destinations, from a case study in the Douro region (NUT III) in Portugal. Complementarywe intend to
analyse the tourism information network of Porto and Northern Portugal (TPNP) in the Douro region and the
transformation of tourism offices into interactive tourism shops (LIT).This implied a change of paradigm and
tourism communicationmethods: from the past verbal, telephone and written communication to a more diversified
communication that integrates forms of audiovisual, digital, interactive and multisensory communication.Tourist
offices represent a space of mediation between locals and visitors and sometimes is the first contact with the
destination (Brito, 2013), the first contactwith the destination’s culture of hospitality. Tourist communication has
changed from an essentially oral and verbal communication to an audiovisual, digital, multisensory and interactive
communication supportedby new technologies (cf. Crouch and Lubbren, 2003; Buhalis & O´Connor, 2005). Since
2012, tourism offices in the North of Portugal have been undergoing a very important transformation. They are
converting into interactive tourism shops (LIT), which operate in network and make integrated
communicationpossible, providing information and sharing content amongthis network of stores, carrying out
promotional actions and supportingand directing the visitors/tourists during their visits. According to LIT’s
statistical information,in 2017, the Douro region received a total of 250,828 guests (source: PORDATA,
https://www.pordata.pt/DB/Municipios/Ambiente+de+Consulta/Tabela) and around 90,000 visited the region's
tourism offices. Since the mid-nineteenth century Douro’s region dominant image in tourism guides and other
promotional materials is that of a "wine-growing country" with a grandiose and imposing landscape (Santana,
2017). In our reserarch we analyse the supply organisation of tourism information in these tourism offices as well
as the acquisition of new functions, meanings and communication strategies in today's digital society. Tourism
communication is a non-linear process, but one that circulates between supply, mediators and tourism demand,
which must be analyse in its complexity.
This paper is part of the research project «I& DOUROTUR – Tourism and technological innovation in
the Douro», n. º de operación NORTE-01-0145-FEDER-000014, co-funded by FEDER through the programme
NORTE 2020 (Programa Operacional Regional do Norte 2014/2020), main researcher: Prof. Dr. Xerardo Pereiro
(UTAD- CETRAD) – xperez@utad.pt.Also, this work is supported by national funds, through the FCT –
Portuguese Foundation for Science and Technology under the project UID/SOC/04011/2019.
1.

TOURISM OFFICE HAS TOURISM COMMUNICATION CENTERS

According to Erving Goffman (1974) the human being builds "frames", which are cognitive structures
that guide the perception, representation and understanding of what reality is. From this perspective in this point
we will approach the tourism communication built and projected, taking into account the tourism mediatization
intensified by today's digital societythat expands the scales its audiences. Tourism offices are visitor information
centres (OMT, 1999: 81; Benabente Espantoso, 2009; Sánchez Vázquez, 2016) where visitors are received to
improve their experience in the destination. But they are also spaces for communication forimage building and
tourism experience of the destination. They can trigger emotional and affective connections with the visited
territory. They are crucial in encouraging visitors to stay longer in the area. Tourism offices traditionally offered

oral and documentary information to visitors (Hetherington, 1991; Salazar and Graburn, 2014). Among the basic
information that they offered, and still offer, stands out: tourism brochures, calendars of events, regionguides,
maps, information on services and tourism attractions, where to stay, where to eat, what to visit and what to do at
the destination.
With the arrival of the digital society, tourism offices were questioned and reinvented. On the one hand,
they increased the volumes of visitors, on the other hand, they extended their traditional informative function and
increased the digital information on tourism destinations. In the Portuguese case, these tourism information centres
are mostly public and managed by public administrations. This increased audiovisual and digital communication
towards the visitor, but paradoxically maintained oralcommunication withtourist office staffand handed out written
information to the visitor.
In our opinion, what we call the human factor continues to be very important in these tourism offices (cf.
Araña et al., 2016), i.e., the presence of people who act as mediators and build a culture of hospitality with the
visitor. From a less functionalist perspective (cf. Pereiro & Fernandes, 2018), elements such as trust, intercultural
translation, mediation, visitor greeting and empathy relations between tourist offices staff and visitors continue to
be very important in the context of visitor satisfaction or happiness.
Tourism offices in scientific literature are defined as tourist information centres promoted by the public
administration in order to promote destinations in markets (Poon, 1993; Dann, 1996). Its main function is
information, recommendation and visitor service to improve their satisfaction (Alvarado Corrales, 1995). And in
addition, other functions of tourism offices are to receive and help tourists (Goval, 1996). These are the two main
and traditional missions of the tourism offices, communication and the welcoming and hospitality towards the
tourist (Claude, 1996).
But this scientific literature view has gradually changed since the late 1990s whentourism offices were
redefined (cf. Benabente Espantoso, 2009; Sánchez Vázquez, 2016). Thus, Cals, Capella, & Vaqué (1998) and new
functions added: managing visitor reception services, coordinating, planning, promoting and marketing tourism
products. And according to Miralbell (2007), tourist offices also participate in boosting the supply of tourism
products and services by working closely with tourism producers and entrepreneurs, so they no longer serve only
tourists but also local communities. They give information about the destination to visitors and in exchange receive
information about the social profile of visitors (Benabente Espantoso, 2009), something very advantageous to
better understand tourism markets.
2.

METHODOLOGY

This research is part of the Dourotur project (see http://dourotur.utad.pt/),which has been developed at
CETRAD since April 2016, aiming to holistically studythe supply, demand, mediation and digital marketing of
Douro’s tourism. The research methodology used was multimethodical (see Pereiro & Gómez Ullate, 2018), but
always based on participant observation at the 21 tourism offices in the Douro region (NUT III). First of all, we
developed a work script for participant observation in the form of a mystery customer. The question guide included
three item groups: a) basic information; b) other information and services; c) office evaluation. This script is based
on other models of analysis and was adapted to the local reality.
The first source of inspiration is the analysis model that the WTO applies to tourism information centres
(cf. WTO, 1999: 81) and that evaluates the physical accessibility, signage, architectural structure, opening daystime-duration, relationship with other tourism information offices, hospitable attitude, knowledge of the destination
and other neighbouring destination by tourist office staff, sharing and exchange of promotional material with
neighbouring tourism offices, information material displayroom, room attraction, and storage room. Other
technical sources of inspiration were valuation surveys of the tourist information service in Gijón, Salamanca,
Cantabria and Santigo de Compostela (Spain).
During our research, in addition to the station’s participant observation, we requestedvia email quantiqualitative data on their visitors. We received replies from 16 of the 19 municipalities in the region, with precise
data for 2016 and previous years. They have already been analysed in another text (Pereiro and Sousa, 2019),
which allows us to cross-reference the qualitative and quantitative points of view to better understand the tourism
demand. In addition, in January 2019 we organized a discussion group with tourism technicians from the region,
which gave us many local perspectives on the Douro's tourism communication.
3.

THE DOURO TERRITORY AND ITS TOURIST OFFER

The Douro is an essentially wine-growing area with a monumental landscape declared a world heritage
site by UNESCO in 2001 in the category of "living evolutionary landscape" (cf. Martins Pereira, 2019). The basis
is the wine economy that moulds the landscape and the lives of its people.This does not mean that there is not a
polyactivity and diversity, in which tourism activity fits (Gonçalves and Guerra, 2018). The "Douro" territory is
ambiguous and has a difficult delimitation, which in this project is the NUT III Douro (cf. Bernardo and Pereiro,
2018). The Douro sub-region occupies, territorially, about 19% of the area of the Northern Region of Portugal (86
municipalities) or 4112 km2 (GEPE, 2011), being composed of 19 municipalities and "shared" by 4 districts (Vila
Real, Viseu, Bragança and Guarda). From a demographic point of view, the Douro is characterized by being a subregion in a constant process of depopulation since 1960, with a marked loss of resident population in recent

decades, until today with 205,157 inhabitants, approximately 6% of the Northern region (source: INE, 2017). The
population density is 47,8 inhabitants per square km (see : https :// www .pordata. pt/DB/ Municipios/
Ambiente+de+ Consulta/Tabela) , with the country's reference number being 114.5 Hab./Km2 and the NUT II
North 173.3 Hab./km. The 44% of the population lives in the most urban axis of Vila Real-Régua-Lamego.
Douro is a territory with 744 Euros per capita average wage salary (2013 data), a ageing high rate (212.0
in 2016), a low birth rate (6.3‰ in 2016), an average fertility rate of 0.96 (in 2016) and an 8.64 % illiteracy rate
(2014 data) (sources: INE). The basic economic productions are viticulture (Port wines, Douro wines, Varoso
sparkling wines, Muscat of Favaios), fruit growing (apple, chestnut, cherry, almond), olive growing (olive oil) and
tourism, which is an emerging activity.
The role of tourism in the region is understood in different ways by different institutions, let's see two
examples, the CIM Douro and the Turismo de Portugal. The first is a community of municipalities that promotes in
its tourism advertising its three World Heritage Sites (Alto Douro Vinhateiro, Prehistoric Sites of Rock Art and
Côa River Valley, Black Pottery of Bisalhães) and reasons to visit Douro that are interconnected with key elements
of the region's tourism offer, namely:
a) The cultural heritage classified by UNESCO (Alto Douro Vinhateiro, Vila Nova de Foz Côa Rock Park
and the Barro Preto de Bisalhães in Vila Real).
b) The vineyards, the wines and the harvests.
c) The gastronomy and sensory experiences.
d) Safety and well-being (relaxation, physical and psychological recovery).
e) Landscapes and nature tourism (parks, nature reserves, viewpoints...).
f) Light, villages and farms.
g) Historical train and cruises on the Douro River (the tourist transport as experience).
h) Monuments, routes, monasteries and historical tourism (history of Portugal).
i) Immaterial heritage (traditions, legends, ...).
j) Sports and active life (e.g. walks, trails, mountain bikes...).
Regarding the second, Turismo de Portugal, the entity that manages tourism in Portugal and as planned it
under the 2007 PENT (National Strategic Tourism Plan) as a destination for cultural touring (including river
cruises), gastronomy and wine and nature tourism. The evolution of the tourist accommodation offer in the region
presents very significant data. In 1991 the Douro had only a tourism accommodation capacity of 1559 beds, and by
the end of 2018 has already 7545 beds (source: National Tourism Register - RNT). Other important considerations
of Douro’s tourismare that it organizes 75 events that we can classify as "touristic" (ex. Races of the International
Urban Circuit of Vila Real).
4. ANALYSIS AND DEBATE ON THE COMMUNICATION FROM TOURIST OFFICES IN
DOURO
4.1. Characterization of tourism offices in the Douro region
Tourism offices are essentially public tourist information centres with a public service function, generally
managed by the municipalities and/or in conjunction with the regional public entity Turismo do Porto e Norte de
Portugal (TPNP), which involves the 86 municipalities of the northern region of Portugal. They are located in
central places of the settlements and with specific signage. Tourism information technicians work there and also
usually receive university and professional school students for theircurricular internships.
Their multifunctionality leads them to assume functions of hospitality, welcoming and visitor reception,
mediation, orientation, information and communication of the destination’s tourism offer. They are therefore a link
between places and visitors, the local and the global, the tourism destination and its visitors. They also have other
complementary functions besides providing information on the northern region of Portugal, such as exposing
cultural and heritage elements of the municipality where theyare located and, finally, interpreting the natural and
cultural heritage of the territory they serve. They are therefore mediated places that provide a way of seeing and
gazing the tourism destination. They orientate how to see the visual, sound and multi-sensory landscape, and guide
the tourism destination experience.
Douro’s region 21 tourism offices (see table 1) offer personal, telephone, audiovisual, documentary and
digital face-to-face information about the region. They are managed in the vast majority by municipalities, and to a
lesser extent by parish councils. In the Douro there are two types of tourism offices depending on the form of
organization of communication:
a) Tourism offices - tourist information centres (CIT), which are generally heirs of the former municipal
tourism offices.Basically local, oral, verbal and documentary tourist information centres for the municipality or its
points of tourism interest,with its headquarters in the main urban centres (e.g. tourist offices in Mesão Frio,
Ucanha, Salzedas, Pinhão or Provesende).
b) Interactive tourism shops (LIT), which are an update and renewed tourism offices. They were created
in 2012 by Turismo do Porto e Norte de Portugal (TPNP) in coordination with the municipalities (cf. Domingues
Araújo, 2015), creating a regional network of 65 shops. At the LIT’s, tourism communication with visitor is not
only personal, verbal and documentary, but also audiovisual, digital, mobile, multisensory and interactive. Herethe
municipalities digital information is fed by the municipalities and local agents, authorizedby TPNP. LITs have
unitary colours in black and white and a diversity of colours and symbols associated with their strategic products:

1)
Business tourism (person in fact), the sky blue;
2)
City & Short breaks (hourglass), the orange;
3)
Gastronomy (glass), the violet;
4)
Nature Tourism (tree), allied to the green;
5)
Religious tourism (key), by its spirituality is linked to purple;
6)
Cultural and landscape touring (castle), orange;
7)
Health and well-being (heart), blue.
In this second case, with great support in the new information and communication technologies, the
visitor can receive information about the entire northern region of Portugal and not only about the municipality
headquarters of LIT. These LITs are complemented by a TOMI (Total Outdoor Media Interative), which is a kind
of totem, a digital and interactive tourist information point -e.g. it allows taking and sharing visitor photographs-,
which operates 24 hours a day, informing on the tourism offer and the events taking place in the North of Portugal.
The Douro-NUT III region includes 21 tourism offices with personal, audiovisual, documentary and
digital information about the region, and depending on the geographical distribution of the offices and their tourist
vocation, we can talk about several territorial axes:
a) Border axis with Castilla y León (Spain): Freixo de Espada-a-Cinta, Vila Nova de Foz Côa and Torre
de Moncorvo.
(b) The inner axis of the Douro: We include in this inner axis the tourist offices of Carrazeda de Ansiães,
São João da Pesqueira, Murça, Alijó and Sabrosa.
c) The most urban axis of the Douro: Vila Real, Régua and Lamego.
d) The western axis of the Douro region: Mesão Frio and Santa Marta de Penaguião.
e) The Douro Sul axis: In the Douro Sul we highlight three municipalities: Armamar, Tabuaço and
Sernancelhe.
Map No. 1: Map of the northern region of Portugal and its division by NUTs (7. Douro)

Source: http://www.ccdr-n.pt/regiao-norte/apresentacao
We must underline that the buildings where the tourism offices are located are central places in their
localities and usually have architectural or artistic interest for visitors. In the cases of Vila Real, Penedono, Foz
Côa or Torre de Moncorvo, they are by themselves tourism attractions with theirrehabilitated traditional
architectures or new structures as those of Peso da Régua, Tarouca or Lamego: "It is worth to come and see the
building" (Spanish visitor of the tourist office of Foz Côa, 52 years, 30-09-2016). So going to the tourism office is
more than just looking for information, it can also allow for the patrimonial an architectural delight. Also it can
mean the possibility to receive free guided tours by the small towns of the area as happens in Torre de Moncorvo,
Armamar or Vila Real, there tourism offices offer free guided tours.
But managing these tourism offices requires obvious organizational, financial and human efforts. Some of
the management problems of these tourism offices are the lack of available human resources and the limited
opening hour/workhours. In some cases the tourism offices are closed at the weekend, when most visitors come to

the Douro. Another problem is the disarticulation of information about the region or the lack of it in the TOMI
itself due to lack of updateby those responsible.
4.2. The tourist demand of the Douro tourist offices
In the Douro region there are 21 official public tourism offices and we can summarize their demand in the
table below:
Table 1: Douro-NUT III tourism offices demand in 2016
Municipalit
y

Nº of
visitorsin 2016

Alijó

737

Armamar

Nº of
portuguese
visitors
287

1005

Carrazeda
de Ansiães
Freixo de
Espada à Cinta
Lamego

450

713

292

918

837

81

1732

838

894

1746

6281

7
Mesão Frio

Nº of
foreign
visitors

1118
6

691

430

261

Moimenta

-

-

-

Murça
Penedono
Peso da

2234

4597

1775

4670

3939

% of
portuguese
visitors
48,95
%
70,94
%
91,18
%
48,38
%
35,96
%
62,22
%
-

% of
foreign visitors

20,58

79,52

61,05
%
29,06
%
8,22%
51,62
%
64,04
%
37,77
%
-

da Beira

Régua

7

São João da
Pesqueira
Sabrosa

0

%
731

%
84,34

%
774

246

528

31,78
%

Provesende
(Sabrosa)
Santa Marta
de Penaguião
Sernancelhe
Tabuaço

2193

Torre de
Moncorvo
Tarouca
Vila Nova
de Foz Côa
Vila Real

592

15,66
%

1601

68,22
%

26,99
%

73,01
%

299

-

-

-

-

1751
2481

1443

1038

58,16

41,84

5154

3987

1167

%

%
77,35

%
1576

9735

6027

1177

4733

7041

22,65
%

62%

38%

2
4

Total

8975
5

40,19
%

3865
8

4904
7

59,81
%

43,07
%

54,63
%

Source: Authors
Around 90.000 visitors sought Douro’s tourism offices in 2016 and 54,63% of them were foreigners,
mainly Europeans. The most sought after tourism offices in the Douro are, in descending order, Peso da Régua,
Lamego, Vila Nova de Foz Côa and Vila Real. In second place the medium-low demand are Torre de Moncorvo,
São João da Pesqueira, Tabuaço, Provesende and Freixo de Espada-a-Cinta. In third place the low demand are
Armamar, Carrazeda, Sabrosa, Alijó, Mesão Frio, Santa Marta de Penaguião and Murça. From the point of view of
demand there is a hierarchy and inequality in Douro’smunicipality’stourism attractiveness. The most part of the
visitors attend the tourism offices municipalities more closed from Douro River (visited by foreign tourists of river
cruise ships).
4.3. Tourist communication at tourist offices in the Douro region
Tourism is a broad range in which communication is an essential element (Dann, 1996). "There is a lot of
information and you don't needthe LIT" (male, 20 years old, informant in practices, tourist office of Vila Real, 26-

10-2016), but the reality is that visitors continue to come and trust the regional tourism. All tourism offices have
the same recurring elements:
a) Counter with computers and some leaflet, plant or map.
b) Exhibition area with exhibitors, and, in some cases, proof of local products.
c) Exhibition area for leaflets, guides, scripts, maps... in paper format.
d) Audiovisual projection area (tourism promotion and promotion).
e) Interactive table with information on the northern region of Portugal coordinated by TPNP.
Virtually all tourism offices in the Douro are adapted and prepared to receive people with reduced
mobility. Most of the tourist offices are in great demand during the Easter holidays, and in the European summer
months from June to September. The receptive and communicative functions are closely linked in these spaces, so
that they are real regional entryways and not just windows or shop windows.
Most of the tourist office staff at the Douro tourism offices are public employees of local authorities, but
some are also students in their tourism internships, thus strengthening their educational role. Most of the tourism
information professionals who assisted us at the posts were female. There are 55 tourist office staff in total, 40
(73%) women and 15 (27%) men, which shows the predominance of the female gender in the profession of tourist
tourist office staff in the Douro. Moreover, in 7 municipalities there are only women working in tourist information
posts.
Although with some variability, our observation also allowed to verify a pattern in the tourist office
stafflinguistic attitudes towards visitors, during our mystery customer’sappearances:
a) If the visitor speaks in Spanish, they try to speak in Spanish, rather "portunhol".
b) If the visitor speaks in English they address him in English.
c) If the visitor speaks Portuguese, so does the informer.
d) If the visitor speaks Galician, the informant can speak in Portuguese in some cases, in Portunhol in
others and to a lesser extent in Spanish.
e) There are also tourist office staff who speak Portuguese slowly and pedagogically to Spaniards.
Tourist office staff at the posts are a central element of the tourist information process, but in some cases,
especially in smaller municipalities with less hospitalityaptitude, there are human resources problems.These keep
the officesfrom openingduring weekends or even during high season. This is a structural problem for tourism
offices in the region.
And what do visitors ask or want to know? We answer this question from an ethnographic perspective. In
the case of the Vila Real tourist office, a LIT located in the former Casa dos Marqueses, a central place on Avenida
Carvalho Araújo, visitors are usually more than 40 years old, and ask at LIT for Casa de Mateus (baroque palace
near the city), the Douro, the Alvão Natural Park, the Fisgas de Ermelo, the Sé de Vila Real, hotels and restaurants.
Visitors take maps, postcards, itineraries and calendars of local events from the office. In this tourism office the
most frequent questions are how to get to the points of tourism interest, the timetable and where to eat and sleep.
Underline here a difference between two types of communication, the face-to-face communication at the station
itself and the communication via telephone, which is usual between tourist office staff and visitors. In this second
type of communication, the dialogues are around the museum schedules, the post itself, and visits to the historic
centre of Vila Real, the Mateus Palace and the Panoias Sanctuary. They also request information on guided tours,
accommodation and restaurant contacts, information on Bisalhães black pottery, farms, harvests, tourism service
providers, parties and Douro’s points of interest.
And what do you offer in the Douro’s region tourism offices? In order to answer this question, we asked 8
researchers of various nationalities to visit the 21 tourist offices as mystery customers in order to evaluate the
offices communication strategies. We detected some problems of tourist communication from the point of view of
the offer: 1) little knowledge of foreign languages in some of the tourism offices; 2) in other cases, problems with
the office's own signage; 3) information shared from the point of view of supply and not from the point of view
demand (the tourist and his needs); 4) in some offices the printed material is scarce, especially in tourism offices
that are not part of the TPNP's LIT network; 5) in some offices,lack of information and interpretative material on
flora and fauna in the municipality and the region; 6) the time and dates of operation of the office; 7) the time and
date of the visit.
CONCLUSIONS
The results of the research indicate the discursive mechanisms of places, their people and cultural
heritage, the languages of tourism and its cultural representations. It also highlights the great importance of the
human factor in communication relations between tourist office staff and visitors, problems in managing posts and
a reflection on the role of these tourist offices as spaces of trust in a digital society with a lot of information that is
not always aggregated. The LITs operate as a network throughout the North of Portugal, also in the Douro, and
represent a new paradigm of digital tourism communication. Even so, there are still municipal tourism offices
classified by us as CIT that operate in a more disconnected fashion. In the Douro’s regional implementation of this
new paradigm of digital, interactive and networked tourism communication (cf. Castells, 1999), verbal, oral and
personal tourism communication at tourism offices is not excluded. We consider that the human factors of tourist
communication are essential for a better broadcast, interpretation and decoding by visitors, as well as for their
satisfaction and better tourist experience.

From the point of view of communication management and understanding this as a mediation amid supply
and demand, we find some mismatches between the destination and visitors that are elucidated in the following
aspects: schedules, lack of human resources, work-family reconciliation, the lack of uniformity of a system for
collecting information on visitors. The new communication model promoted by TPNP is based on an integrated
communication model, in which in theory the whole surpasses the sum of the parts. Even so, in the case of the
study analysed, there is still no coherence in the communication that must obey non-fragmented communication
efforts, integrating the entire Douro region in the communication strategy of the destination and taking into account
cognitive, affective and emotional human factors.
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ABSTRACT
A study on 171 countries for the period 1995-2013 established that corruption affects business tourism
(Callego, Nadal and Fourie, 2016). Nearly nine out of ten Greeks and Greek businesses indicate that they believe
bribery and the use of personal relationships is the easiest way to obtain public services (Eurobarometer 2017;
Flash Eurobarometer 2017). A third of Greeks indicate they perceive corruption to be widespread among local
government officials (GCB 2017). Businesses complain about complex and overlapping regulations, uneven
implementation and arbitrary decision-making, and rent-seeking on the part of public servants (ICS 2017).
The current paper aims to give answers regarding the following: does corruption influence the tourism
development of an area in terms of sustainability, carrying capacity and destination viability?
Is it possible to establish a model that highlights the path of corruption and its effect on the sustainable
development of a destination?
What was the role of corruption in areas presenting overtourism features?
A research was designed and a structured questionnaire was delivered to public servants. The
questionnaires were distributed to public bodies engaged in tourism i.e. Financial authorities, authorities involved
in tourism policy design (Ministry of tourism, Regional Authorities), total of 756 so far (research in progress)
The areas chosen following a Delphi technique were the areas of Rhodes, Santorini, Corfu, Chalkidiki,
Mykonos. The items and scales included in the questionnaire were adapted by a variety of sources. A SEM
procedure was employed to test the hypotheses and a respective theoretical model was developed.\
Keywords: corruption, yellow tourism, sustainability
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ABSTRACT
Tourism is a major socio-economic activity in the European Union that has traditionally been, cast as a
means of promoting European identity and progressing the EU’s aims for further European economic and political
integration. The decision of the UK to leave the Union has implications for all areas of socio-economic activity,
including tourism. Using secondary data analysis, this paper considers how the EU’s approach to tourism may
adapt after the UK has left the Union.
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INTRODUCTION
Tourism is a major socio-economic activity in the European Union “with wide-ranging impact on
economic growth, employment and social development and it can be a powerful tool in fighting economic decline
and unemployment” (European Commission, 2014: 8).
Policy making on tourism is a national competence but tourism is as an area of interest in Article III- 281,
in the Treaty establishing a Constitution for Europe. The EU has a complementary competence for tourism.
According to Panyik and Anastasiadou (2013), the EU has gradually adopted a facilitator role by focusing on soft
‘law’ measures, voluntary schemes, partnerships and knowledge exchange. Moreover, EU institutions have created
additionality for tourism by focusing on the tourist experience, and have initiated a range of measures to support
tourist rights (such as the EC Package Travel Directive) (Anastasiadou, 2008a, 2008b). Table 1 summarises the
most relevant EU programmes for the tourism sector.
Table 1
Most relevant programmes for the tourism sector in the EU
Area

Multiannual Financial Framework 2014-2020

Cohesion

Structural funds:
•
European Cohesion Fund
•
European Social Fund
•
European Regional Development Fund
o
European Territorial Co-operation
Environment,
•
LIFE
Agriculture & Marine and
•
European Agriculture Fund for Rural
Fisheries Policy
Development
•
European Maritime and Fisheries Fund
Research,
•
Horizon 2020 (Framework Programme for
Innovation and
Research and Innovation
Competitiveness
•
COSME (Programme for the
Competitiveness of Enterprises and SMEs)
Culture and
•
Creative Europe Programme
Education
•
Erasmus for All Programme
Employment
•
EaSI (EU programme for Employment and
Social Innovation)
o
PROGRESS (Programme for Employment and
Social Solidarity)
o
EURES (European Employment Services)
o
PROGRESS Microfinance Facility
Source: Adapted from European Commission, 2016.

Current issues for European tourism continue to revolve around sustainability, the capacity to fully take
into account “current and future economic, social and environmental impacts” (European Commission, 2018), and
digitalisation, since tourists are increasingly reliant on the flexible and often cheaper digital services of the sharing
economy. The EU also finances tourism-related activities through grants or indirect funding via financial
intermediaries in relation to such EU policy objectives as cohesion or improving European cooperation in research
and education (European Commission, 2016).
IMPACT OF BREXIT
The decision of the UK to leave the EU brings significant political and institutional disruption and has
wide range implications for tourism. Access to the single market and freedom of movement has ensured hasslefree travel across the EU area and the development of strong intra-European tourism flows (WNS, 2018).
Inbound tourists from the EU have contributed around £10bn to the UK economy each year, while
outbound tourism to the EU contributes £22.4bn to the UK economy (Tourism Alliance, 2017). As one of Europe’s
main originating tourist markets, outbound tourism from the UK presents high exposure for such destination
countries as Spain, Portugal, Cyprus and Greece. It would be in the interests of both parties to enable a
continuation of the status quo for tourism. However, this is untenable given the UK’s decision to leave the customs
union and the single market and thus to end freedom of movement after withdrawal.
Issues of particular relevance to tourism as part of any future relationship include agreements concerning
consumer rights, passenger rights and the application of the package travel directive. The UK and EU have
indicated that they would like to continue with reciprocal, non-discriminatory, visa-free travel for short-term visits.
Reaching a sensible agreement to promote the air service agreement negotiations between the EU and the UK
independent of other negotiations (DG Internal Policies, 2018) would also be a necessary condition for the
continuation of tourism flows between the UK and the EU, affecting inbound and domestic tourism in both.
Beyond the changes and any exit agreements concluded in terms of trade, aviation and movement of
people, capital and services, the UK’s withdrawal necessitates reviews of the Union’s treaties and of the EU
budget. The EU’s system of revenues and expenditures will need to be reviewed and reformed. In the medium
term, policy areas such as cohesion, common visa and consumer protection – all significant for tourism and travel
– will change as the existing member states attempt to tackle the aftermath of financial and migration crises and
contemplate their future as a bloc. Some of these reviews and revisions may be relatively straightforward, whereas
discussions around the EU’s budget are likely to be contentious, generating intense negotiations between member
states.
The EU’s cohesion policy and the European Structural and Investment Funds have previously funded
tourism projects, so policy reform will have implications for the types of actions and projects supported from 2021.
The European Commission’s (2019) roadmap to an agreement of the EU’s 2021-27 budget indicated broad support
for streamlining the future budget, radically reducing the number of programmes, while introducing new integrated
programmes in areas such as investing in people and the single market and in simplifying funding rules. The
European Parliament (2019) requested the addition of a separate budget line for tourism in the next multi-annual
financial framework (MFF), a significant development acknowledging the importance of tourism as a socioeconomic activity and the Council of the European Union (2019) endorsed continuation of the European
Commission’s work in supporting the sustainable development of tourism within the EU.
A wider issue that will underpin any future discussions about tourism will be the shape the EU will take
after Brexit. The Bratislava declaration and roadmap (2016) set out an agreement of how the EU should move
forward post-Brexit and the European leaders’ main objective has been to maintain unity, to boost the legitimacy
of the EU, connect with disaffected citizens, and to combat Euroscepticism (Anghel et al., 2018) to stay together
and embrace the future as a new Union of 27 (European Commission, 2019). Europe has to deal with challenges as
diverse as migration, climate change, terrorism and the transition to a digital economy, as well as the need to boost
growth, jobs and investment (Bachtler & Begg, 2018). The need to reinforce notions of unity, common heritage
and shared identities may bolster further the discourses that support tourism’s input and contribution to the creation
of a common European identity. In the longer term, it is likely that tourism will continue to be considered
important for the European integration process, and the emphasis that has been placed on the promotion of cultural
heritage as an area of shared interest is likely to continue.
CONCLUSION
Intra UK-EU tourism flows have flourished within an environment that supported the freedom of
movement. It is within the interests of the EU and the UK, industry and other interested parties that the status quo
where tourism is concerned remains as streamlined and unhindered as possible. In reality though the dominant
political ideology of a ‘clean’ Brexit which has shaped the negotiations may impact how post-Brexit tourism flows
develop.
The UK government has indirectly acknowledged that the fallout from Brexit can be significant for the
UK tourism industry through the introduction of the New Tourism Sector Deal, a set of concrete steps to
essentially transform and adapt the UK tourism sector to the post-Brexit reality. The New Tourism Sector Deal
emphasizes the upskilling and development of human resources, investing in tourism growth areas (DDCMS,

2019). Similar approaches may be necessary within EU member states that have high exposure to UK tourism
flows perhaps most aptly demonstrated by the multi-million € losses experienced within EU destinations after the
collapse of Thomas Cook (Mustoe, 2019).
Within the EU, there will be a continuation of the current approach to tourism with only marginal reviews
to consider the impact of new technologies on tourism destinations. In terms of policy approaches, there will be
continuity of action in the areas of heritage and cultural tourism, digitisation, the impacts of new business models
and disruptive economy on tourism destinations. It is unlikely that the UK’s departure will generate a major change
to the EU’s tourism competence. Evaluations of current practices in tourism indicate a preference for the
continuation of the current path of complementary competence and existing types of policy instrument
interventions (collaboration, knowledge exchange, voluntary schemes) but with adjustments to reflect budgetary
and policy priorities. Tourism practitioners though will experience the impacts of the post- Brexit set up for
consumer rights, visas, etc.
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ABSTRACT
Green marketing practices allow the hotel industry to reach sustainable goals with the double effect of
safeguarding the environment and being economically efficient. In recent years, technological innovations and
changes in tourists' behaviour have contributed to changing the hospitality sector. The paper carries out a literature
review by examining the main tourism and hospitality management journals, to highlight the evolution of green
practices and to detect lights and shadows concerning the effectiveness and development of green marketing in the
hotels' industry.
Key Words:Green Marketing, Environmental Marketing, Eco-Marketing, Sustainable Marketing; Hotels and
Accommodation.
INTRODUCTION
The interest on environmental sustainability issue is growing at a global level; the increasingly evident
negative effects of human activities on the climate and the environment impose the need of actions in the short
term to reduce pollution and excessive consumption of natural resources. This objective is particularly relevant for
companies in the tourism sector, considering the high impact that this sector has on a global level.
In this perspective, green marketing -as an approach aimed at influencing the choices and behaviour of
customers and meeting their needs by developing more eco-friendly products and services- takes on importance. In
the past, it was highlighted that green marketing would represent an illusion (Peattie and Crane, 2005); this, like
cultural issues, economic motivations and the skepticism generated by greenwashing would not make green
marketing strategies effective. In light of technological innovations but also the higher sensibility of consumers and
tourists, this paper intends to verify, with specific reference to hospitality businesses, whether green marketing
effectively represents an opportunity or whether critical limits that do not allow companies to become more
environmentally sustainable, still exist.
METHODOLOGY
1.

Journal selection
A total of eleven journals to review were selected: it was decided to focus on the eight journals
analyzed by Sun-Hwa Kim, Kiwon Lee and Ann Fairhust in The review of “green” research in hospitality, 20002014 (2017). It was then decided to add three more journals (Journal of Cleaner Production, Sustainability and
Journal of Travel Tourism Marketing) for their focus on green marketing practices.
The journals are:
1. Journal of Hospitality and Tourism Research
2. Annals of Tourism Research
3. Cornell Hospitality Quarterly
4. International Journal of Hospitality Management

5. Journal of Travel Research
6. Tourism Management
7. International Journal of Contemporary Hospitality Management
8. Journal of Sustainable Tourism
9. Journal of Cleaner Production
10. Sustainability
11. Journal of Travel Tourism Marketing.
2.
Data Collection and study selection
Articles included in the review were identified with a research on two databases: Scopus and Web of
Science. All databases were searched using four keywords: green marketing, environmental marketing, eco
marketing and sustainable marketing. The results obtained with each search were then furtherly filtered with three
more key words: hotel, accommodation, and lodging.
For each search, all papers published between 2005 and 2019, which contained our keywords or a
combination of them in the title, abstract or keywords were included.
A total of 626 papers was obtained before the exclusion of duplicates within and across databases.
The number of articles, net of duplicates, after the process of elimination of duplicates within and across
databases dropped from 626 to 245.
After that, the titles of the 245 articles were analyzed, trying to discard those that, from the title, did not
seem relevant for the research purpose.
The selection by the title made the number of potentially relevant articles drop from 245 to 124.
Last, the abstracts of the 124 remaining articles were reviews, and the search ended with a list of 48
articles for which a full text analysis was carried on.
Considering the focus of our study, it was decided to discard all the articles that, despite dealing with
green or environmental or eco or sustainable marketing initiatives in the hospitality industry, were not strictly
related to the hotel industry. In fact, studies referred to hospitality sectors such as food service, airlines, tour
operators, were all discarded.
3.
Data extraction
For each article included in the final list for the review, the full text was analyzed, including author(s),
source name, year of the publication, title, research questions, main results related to the research questions.
The journal where most of the studies were published is the International Journal of Contemporary
Hospitality Management with 12 articles, followed by Journal of Sustainable Tourism with 9 and by International
Journal of Hospitality Management with 7.
RESULTS AND IMPLICATIONS
The short paper shows the preliminary results of a research work that is still in progress. For this reason, it
is not possible to have the final results, but just some preliminary considerations.
Based onanalysis of the academic literature on tourism and hospitality since 2005, the aim is to investigate
ifthe technological innovations and regulations towards a higher level of sustainability of hotels’ industry and the
changes in green orientation and tourists’ behaviors had an impact of both these sides.Does the green marketing in
hotels’ industry produce positive effects or is still an “illusion”?
Several studies found that the increasing green practices of eco-friendly hotels not only contribute to
fulfilling customers’ needs in the marketplace but lower operational costs by reducing the solid waste and the
energy and water consumption (Hall, Dayal, et al., 2016; Manaktola and Jauhari, 2007).However, the
hotels’environmental claims can be perceived by tourists withskepticism, influencing consumers’ intention to
participate in green programs and to revisit the hotel (Chen, Bernard, & Rahman, 2019). Implementing and
promoting environmentally conscious practices, like for example, the adoption of certifications that require the
hotel to meet specific standards can help ensure credibility in the eyes of consumers and improve their
competitiveness (Rahman, Park & Chi, 2015).
On the consumers’ side, studies on tourism and hospitality focus mainly on the analysis of changing in
tourists’ behaviors towards the hotel’s green practices. As showed by Slevitch et. al. (2013), the individuals who
already experienced sustainable practices or environmental consumption were more likely to choose to stay at a
green hotel, over those who did not.
The increasing awareness of sustainable processes and of the eco-friendly attitude, influence the
willingness to pay for green services/products (Hall, Dayal, et al., 2016; Nickerson, Jorgenson, &Boley, 2016;
Chia-Jung & Pei-Chun, 2014; Han & Kim,2010; Manaktola and Jauhari, 2007).Moreover, empirical studies
underline that environmentally responsible customers are willing to sacrifice a little convenienceon occasion
(Nickerson, Jorgenson, &Boley, 2016; Dalton et al., 2008; Diekmann and Preisendorfer, 2003).
Despite the limits to be still a working in progress, this article aims to fill the gap existing in the green
marketing literature in the tourism and hospitality sector, taking in consideration both industry’s management and
tourists’perspective.
Future researches could take in consideration the sustainable practices in general and not only the ecosustainable ones; moreover, publication in other languages, not only English, could be included in the analysis to
present a more comprehensive picture of the green marketing in hospitality and tourism researches.
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ABSTRACT
The purpose of the new Package Travel Directive is to contribute to the proper functioning of the internal
market and provide consumers with a high level of protection when purchasing packages and linked travel
arrangements. Its provisions are very favorable to the travellers, but clearly affect the competitiveness of organisers
and retailers in the market. The strict liability regime and the extended pre-contractual information duty entail
significant costs for travel professionals. Moreover, the new legislative framework regulating package travel is
complex and might therefore create confusion. This paper will present the transposition measures taken by Greece
to implement the PTD and their impact on the national contract law rules.
Κey Words: package travel contract, traveller, consumer, organiser.
INTRODUCTION
In the context of the private (contract) tourism law, the package travel contract is one of the most notable
contracts concluded between tourists-consumers (travellers) and travel services’ providers (traders). The EU
legislator recognised that package travel, package holidays and package tours (“packages”) represent a significant
proportion of the travel market and introduced specific provisions (regarding the law-making procedure,
development and history, see Kristjansson 2016). Τhus, the EU legislator adopted the new Directive (EU)
2015/2302 on package travel and linked travel arrangement (hereinafter referred to as “PTD”1). The objective of
this Directive is to contribute to the proper functioning of the internal market and to the achievement of a high and
as uniform as possible level of consumer protection (recital 51 of the Preamble of PTD) (Bergmann 2018:7). It is
crucial that the new PTD introduces the principle of full harmonisation (article 4 of Directive) (Führich 2018:2945)
and therefore Member States have a rather small regulatory freedom when transposing its provisions into their
national legislation (Bergmann 2018:7). The Greek legislator transposed the PTD into Greek law by the
Presidential Decree 7/2018 “Harmonisation of legislation with Directive (EU) 2015/2302 on package travel and
linked travel arrangements (EE L 326/11.12.2015)” (Official Gazette Α´ 12/29-01-2018) (hereinafter referred to as
“PD”). The Greek legislator chose to transpose the PTD by means of a Presidential Decree (PD) and not of any
other form of legislative text, for instance by means of a law or by incorporating the provisions of the PTD into the
main legislative text on consumer protection, namely Law 2251/1994, or into the corpus of the Civil Code. As a
result, the provisions of the P.D., although non- fragmented, may be supplemented by general provisions of the
main corpus of contract law as well as by more specific rules of consumer protection law. The present paper
examines, by choosing the relevant points of each case, whether the protection of the traveller under Greek law is
part of the system of civil law provisions regarding the protection of consumer and what this means for both the
traveller-consumer who has its habitual residence in Greece and the tourism industry. Moreover, the legitimate
interests of the organiser and the retailer need protection given the contribution of commercial activity to the
national and global economy (Koutsouradis 1998:589; Karakostas 2001:481). Τhe issues in question must
therefore be interpreted and solved from a teleological perspective, by integrating the basic typological features of
the package travel contract into the existing system of contract law and consumer protection.
1.
Legal nature of the contract – Supplementary application of provisions
The package travel contract is a regulated type of contract, a specific case of a works contract of articles
681 et seq. of Greek Civil Code (hereinafter referred to as “GCC”) (Rizos 2016:103). The traveller's counterparty
(organiser or retailer) is obliged not only to make an effort to provide the goods or to grant the use of the goods or
to solely provide the goods, but also to produce a total result by performing the promised work (Αugoustianakis
1995:121). Specifically, the organiser or retailer must ensure that the organized trip or holiday will take place in
accordance with the terms of the contract and will not suffer a defective fulfillment. The tourist-consumer
(traveller) must pay for it (also elements of a paid mandate according to articles 713 et seq. of GCC are not
exlcluded, Psychomanis 2003:12). The provisions on the works contract and, where appropriate, on
1
Directive (EU) 2015/2302 of the European Parliament and of the Council of 25 November 2015 on
package travel and linked travel arrangements, amending Regulation (EC) No 2006/2004 and Directive
2011/83/EU of the European Parliament and of the Council and repealing Council Directive 90/314/EEC, OJ L

326, 1.12.2015, p. 1-33.
the paid mandate apply in each case directly if a package travel contract does not fall within the scope of the PD.
The provisions of the PD prevail to the package travel contracts under the PD regime – as lex specialis – and the
provisions of Civil Code as well as Law 2251/1994 apply – as lex generalis (for the specific relation between the
PD and the Law 2251/1994, see Dellios 2002:302, 304). In other words, the general rules on consumer protection,
namely Law 2251/1994, apply. According to article 24 of PD, “articles 3b, 3d par. 2 and 6, articles 4c, 4e, 4f of
Law 2251/1994 apply mutatis mutandis to the package travel contracts”. Except for these articles, the general
provisions of Law 2251/1994 apply (for instance, article 2 of Law 2251/1994 is applicable, additionally to the PD
rules, if the package travel contract contains General Τerms and Conditions (hereinafter referred to as “GTC”). The
provisions of Presidential Decree 131/2003 on e-commerce apply in the case that the organiser or retailer offer
package travel trips or holidays via a website (compare Torres 2017; Asensi, 2016).
Furthermore, the general provisions of the GCC for the works contract (articles 681 et seq.) are applicable
to the extent that they are in line with the rules of the PD. For example, in the event of cancellation of the
organized travel on the initiative of the traveller for a reason related to the traveller (no show), article 700 of GCC
shall apply due to a lack of a specific provision in the PD, so the traveller shall have to pay to the organiser the
total price of the package due to the lack of any relevant provision in the PD (cf. Pantelidou 1991). In contrary,
articles 688-689 and 694 of GCC (cf. Valtoudis 2010: 91 et seq., 109 et seq., 113 et seq., 121 et seq., 124 et seq.,
127 et seq.) don not apply, unless otherwise agreed by the parties. In any case, the legal consequences of the
improper performance of the travel services included in the package travel contract, as set out in article 12 of PD,
correspond, as a result, to these articles.
2.
The definitions of traveller and consumer
Ιn general, a tourist (natural person) is a consumer as a recipient of tourist services (whether it is a sameday tourist or an overnight tourist) and falls entirely within the scope of consumer protection legislation. Travellers
are mainly consumers under the package travel contract (Koumanis 2007:40). Unlike Directive 90/314/EEC which
used the term “consumer”, PTD chose the wider term “traveller” in order to avoid confusion with the narrower
definition of consumer used in other EU legislation. The Greek legislator adopted this narrower definition of
consumer in article 2 of Law 2251/1994 regarding GTT in the beginning of 2018. The “traveller” is the
counterparty of the trader and is defined as “any person who is seeking to conclude a contract, or is entitled to
travel on the basis of a contract concluded, within the scope of this PD” (article 3 par. 7 of PD). The concept of the
traveller therefore includes any person who concludes or wishes to conclude a package travel contract or a linked
travel arrangement (“main contractor”) or any other person on whose behalf the main contractor undertakes to
conclude a package travel contract or a linked travel arrangement (“other beneficiary”) or any other person who
satisfies all the conditions applicable to that contract and to whom the main contractor or one of the other
beneficiaries transfers the package travel contract (“transferee” under Article 9 PD).
However, a professional may fall within the concept of a traveller (contra Kressel, 2015:177), not only
because the new package travel legal framework does not refer to “consumer” (contrary to what Presidential
Decree 339/1996, which transposed Directive 90/314/EEC into Greek Law, did) (Koumanis 2007:127 et seq., 136
et seq., 146 et seq., 148 et seq., 153 et seq.), but, also, because it clearly uses an autonomous European definition of
a “traveller” (Tonner 2018:306). Article 2 par. 2 sentence c´ of PD provides that its scope of application includes
those who travel for professional reasons (Nikou 2018:809-10, footnotes 32 et seq.).
According to recital 7 of the Preamble of PTD, “companies or organisations that make travel
arrangements on the basis of a general agreement, often concluded for numerous travel arrangements for a
specified period, for instance with a travel agency … do not require the level of protection designed for
consumers” and thus are excluded from the scope of the PTD. PTD and PD apply to business travellers, including
members of liberal professions or self-employed or other natural persons, where they do not make travel
arrangements on the basis of a general agreement (see the new § 651a § 5 no 3 of German Civil Code; Sonnentag
2018). In fact, the inclusion of business trips within the scope of the new provisions does not extend the scope of
the provisions unless these trips take the form of an organized trip (Tonner 2018:306). Packages reserved for the
purpose of business on the basis of a general agreement indicate the way that large businesses book their trips.
Such customers are not “consumers” of packages, as these “travellers” generally do not require protection or are
protected by similar provisions that would probably be included in their general agreement. That is why this
category of “packages” is out of scope of PTD and PD.
3.
Pre-contractual information obligations
PD includes provisions regarding an extended framework of information obligations both at the precontractual and contractual stage (articles 4 and 6 of PD) which ensure a high level of clear, comprehensive and
rich information to the traveller (for the detailed information requirements, see Bergmann 2018:63 et seq., 75).
Some of the information provided to the traveller at the pre-contractual stage form an integral part of the package
travel contract and shall not be altered, unless the contracting parties expressly agree otherwise (Tonner 2018:307),
which means that they have a binding character (article 5 of PD). As far as compliance is concerned,

with the information requirements laid down in articles 4-6 of PD, the burden of proof shall be on the trader (article
7 of PD). The organiser shall provide, at the same time, the standard information by means of the form set out in
the Annex of PD. This obligation aims to inform the consumer-traveller of his / her rights. For instance, it is
important for the consumer-traveller to know the total price of the package inclusive of taxes and, where
applicable, of all additional fees, charges and other costs before he / she is bound by any package travel contract or
any corresponding offer (“at the start of any booking process”)2. The new PTD refers to a “total price” in article 5
par. 1 sentence c´, whereas article 23 par. 1 of Regulation (EC) No 1008/2008 provides that the information
obligation includes not only the indication of the final price, but also the air fare or air rate, taxes, airport charges
and other charges, surcharges, such as those related to security or fuel. The provision of article 6 par. 2 of PTD –
and article 5 par. 2 of PD – according to which “if the organiser and, where applicable, the retailer has not
complied with the information requirements on additional fees, charges or other costs…before the conclusion of
the package travel contract, the traveller shall not bear those fees, charges or other costs” is of the benefit to the
traveller. The new provisions in the PTD and PD regarding information that organisers and retailers are required to
provide to the travellers improve travellers’ awareness and knowledge and help them make better decisions when
purchasing packages or linked travel arrangements.
4.
Termination of the contract - Cancellation of the trip
Article 11 par. 2 and 3 of PD provides, in exceptional circumstances, the possibility of termination of the
package travel contract, before the start of the package, either to the traveller or to the organiser without paying any
termination fee the first and without paying additional compensation the second (free of termination fees or
additional compensation claims). If the traveller terminates the package travel contract at any time before the start
of the package for any other reason (other than unavoidable and extraordinary circumstances occurring at the place
of destination), he / she may be required to pay an appropriate and justifiable termination fee to the organiser
(article 11 par. 1 of PD). If the organiser terminates the package travel contract for any other reason (other than
because the number of persons enrolled for the package is smaller than the minimum number stated in the contract
or because of unavoidable and extraordinary circumstances), the organiser shall provide the traveller with a full
refund of any payments made for the package and additional compensation.
Right of withdrawal
In order to protect the tourist market, which is characterized by the timely execution of contracts and the
“pre-purchase” of goods and services, which are available to tourists-consumers, the legislator introduces some
exceptions to the right of withdrawal of the consumer. Thus, the provisions in favor of the consumer regarding the
right of unjustified withdrawal within fourteen (14) days (articles 3e to 3ia of Law 2251/1994) shall not apply if a
tourist contract is concluded remotely or off-premises (Giovannopoulos, R. and Elefteriadis, N. 2018:191 et seq.,
197 et seq.). This is of high importance, given that most tourist contracts are now concluded via the Internet or
other similar ways3 as a result of the promotion and advertising of the tourism product at a distance to touristsconsumers who are domiciled or habitually residents in another Member State than the one where the tourism
product is offered.4 Article 11 par. 5 of PD provides a partial reintroduction to the general rule of the right of
withdrawal for distance and off-premises contracts (as defined in paragraph 2 or 8 of article 3 of Law 2251/1994):
for off-premises package travel contracts, the traveller has the right to withdraw from the contract within fourteen
(14) days from the date of conclusion of the contract, without giving any reasons. Although it is not explicitly
stated in article 24 of PD the application of articles 3e-3i of Law 2251/1994 mutatis mutandis on the right of
withdrawal, the failure to inform about the right of withdrawal, its exercise, the effects of the withdrawal and the
obligations of the trader and the consumer in the event of a withdrawal, these articles shall apply in the case of offpremises package travel contracts.
2

Case C-573/13, Air Berlin plc & Co. Luftverkehrs KG v. Bundesverband der Verbraucherzentralen und
Verbraucherverbände - Verbraucherzentrale Bundesverband e. V., decision of the ECJ, of 15th January
2015, regarding the interpretation of the second sentence of Article 23(1) of Regulation (EC) No 1008/2008 of the
European Parliament and of the Council of 24 September 2008 on common rules for the operation of air services in
the Community (OJ 2008 L 293, p. 3).
3
This is evident in the package travel contract, since the scope of the new PTD deliberately refers to
“packages purchased from separate traders through linked online booking processes” (Article 3 par. 2 point v´
PTD) and also regulates linked travel arrangements (article 3 par. 5 PTD).
4
Jurisdiction over consumer contracts, based on articles 17 and 18 of Regulation (EU) No 1215/2012,
shall not apply to a contract of transport other than a contract which, for an inclusive price, provides for a
combination of travel and accommodation, see article 17 par. 3 of Regulation (EU) No 1215/2012. This provision
refers to package travel contracts and repeats the provision of private international law and specifically article 6
par. 3 point c´ of Regulation (EC) 593/2008.
Termination of the package travel contract because of unavoidable and extraordinary
circumstances for both counterparties (traveller and/or organiser)
Under the new PTD travellers’ rights to cancel packages have increased. Both travellers and organisers

are able to terminate the package travel contract without having to pay any termination fee or compensation in the
event of unavoidable and extraordinary circumstances (article 11 par. 2 and 3 point b´of PD), but the organisers
have to notify the travellers of the termination of the contract without undue delay before the start of the package
(article 11 par. 3 point b´ of PD). If the travellers terminate the contract for the above-mentioned reason, they shall
receive a full refund of any payments made for the package, but are not entitled to receive additional compensation
(article 11 par. 3 sentence 1 of PD). Unavoidable and extraordinary circumstances may cover for example warfare,
other serious security problems such as terrorism, significant risks to human health such as the outbreak of a
serious disease at the travel destination, or natural disasters such as floods, earthquakes or weather conditions
which make it impossible to travel safely to the destination as agreed in the package travel contract (recital 31of the
Preamble of PDT). The similarity to the cases of force majeure is obvious (Rizos 2016:297-301). Where longer
periods are provided for in European Union passenger rights legislation applicable to the relevant means of
transport for the traveller's return (e.g. air passenger rights), those periods shall apply (article 12 par. 7 sentence 2
of PD).
The right of travellers to terminate the package travel contract free of charge in the event of unavoidable
and extraordinary circumstances may increase the number of cancellations of packages. Cancellations of packages
can cause costs for businesses, administrative expenses of processing the cancellation, loss of any fixed costs and
loss of potential revenue (i.e. empty rooms or seats). Retailers are unlikely to be able to offset any costs by
reselling cancelled packages as a result of unavoidable and extraordinary circumstances as they would be
unattractive to other travellers. However, organisers have the similar right to terminate the package travel contract
without paying additional compensation to the travellers in the event of unavoidable and extraordinary
circumstances.
Termination of the package travel contract by the organiser
Organisers may also terminate the contract without being liable to pay additional compensation in case of
unavoidable and extraordinary circumstances, if they notify the traveller of the termination of the contract without
undue delay before the start of the package (article 11 par. 3 sentence b´ of PD). Furthermore, they have the same
right in case the number of persons enrolled for the package is smaller than the minimum number stated in the
contract, if they notify the traveller of the termination of the contract within the period fixed in the contract but not
later than 20 or 7 or 2 days before the start of the package (article 11 par. 3 sentence a´ of PD).
Alteration of the price after the conclusion of the package travel contract
After the conclusion of a package travel contract by a traveller, price increases shall be possible
exclusively as a direct consequence of changes in: (a) the price of the carriage of passengers resulting from the cost
of fuel or other power sources, (b) the level of taxes or fees on the travel services included in the contract imposed
by third parties not directly involved in the performance of the package, including tourist taxes, landing taxes or
embarkation or disembarkation fees at ports and airports; or (c) the exchange rates relevant to the package (article
9 par. 1 points a´, b´, c´ of PD). Moreover, prices may be increased only if the contract expressly reserves that
possibility and states that the traveller is entitled to price reduction (article 9 par. 1 sentence 1 of PD). Businesses
that wish to have this as an option shall therefore include it as a clause in the contract signed with the traveller.
If the package travel contract stipulates the possibility of price increases, the traveller shall have the right
to a price reduction corresponding to any decrease in the costs referred to in points a´, b´ and c´ of paragraph 1 of
article 9 that occurs after the conclusion of the contract before the start of the package (article 9 par. 4 of PD). This
means that businesses have to allow for price increases as well as price decreases. In any case, PD stipulates a
minimum notice period of twenty (20) days before the start of the package (article 9 par. 3 of PD), while allows
businesses to deduct actual administrative expenses from the refund owed to the travellers (article 9 par. 5 of PD).
Additionally, PD imposes an 8% threshold on the amount a package can increase in price before the traveller can
cancel without incurring any cost (article 9 par. 2 combined with article 10 par. 2-5 of PD). For those organisers or
retailers who do include a clause on price alterations, it is likely only a small number of packages would increase in
price over the 8% threshold after the traveller books and prior the start of the package, provided that the traveller is
allowed to cancel the package for free.
Costs for organisers may increase as they might face a higher number of cancellations as a result of the
price increase over the threshold of 8% (article 9 par. 2 of PD). Travellers can cancel in that case once this
threshold is breached with heavy legal consequences for the organisers: i) termination without termination fees or
ii) proposed changes as an alternative, iii) appropriate price reduction in case the proposed changes are of worse
quality, iv) refund of any charges (article 10 par. 2 sentence 1 points a´, b´ and sentence 2, par. 4 and par. 5
sentence 1 of PD) and with right for compensation in case of termination of the contract mutatis mutandis

(article 10 par. 2 sentence 1 point b´, par. 5 sentence 2 combined with article 13 par. 2, 3, 4, 5, 6). PD introduces
new requirements for businesses (i.e. businesses must inform travellers clearly and comprehensibly of a price
increase with a justification for that increase and a calculation, according to article 9 par. 3 of PD).
The above-mentioned provisions on price alterations after the conclusion of the contract could be seen
from the traveller’s perspective as unfavourable contract terms and in that way could deter and damage the
organiser’ s reputation. Moreover, oganisers might have to comply also with other legislation, i.e. covering
contract terms which would restrict their practices, such as unfair contract terms. It is likely only a small number of
travellers would exercise their right to cancel so that organisers and retailers would be able to resell packages to
offset costs.
5.
Responsibility for the performance of the package
Same responsibility for the retailer as for the organiser
The organiser is responsible for the performance of the travel services included in the package travel
contract, irrespective of whether those services are to be performed by the organiser or by other travel service
providers (article 12 par. 1 sentence 1 of PD). The Greek legislator used the discretion of transposition of the
Directive provided in article 13 par. 1 sentence 2, which stipulates that “Member States may maintain or introduce
in their national law provisions under which the retailer is also responsible for the performance of the package”,
combined with article 3 point 9 of PTD regarding the definition of the “retailer” and recognized the responsibility
of the retailer in article 12 par. 1 sentence 2 of PD. This means that if the package is sold or offered for sale by a
retailer, the retailer is also responsible for the performance of the package. In that case the provisions of Article 6
of Chapter B (Information obligations and content of the package travel contract), Chapter C (Changes to the
package travel contract before the start of the package), Chapter D (Performance of the package) and Chapter E
(Insolvency protection), which are applicable to the organiser, shall also apply mutatis mutandis to the retailer,
without prejudice to the provisions of Civil Code (article 12 par. 1 sentence 2 of PD).
The liability of the trader for lack of conformity, which means a failure to perform or improper
performance of the travel services included in a package5 (i.e. wrong booking in a hotel of 2 stars instead of 4 stars)
is strict liability and the burden of proof shall be on the organiser who can prove that the lack of conformity is
attributable to the traveller; or attributable to a third party unconnected with the provision of the travel services
included in the package travel contract and is unforeseeable or unavoidable; or due to unavoidable and
extraordinary circumstances (article 13 par. 1-3 of PD). The same type of responsibility is the general rule in
contract law. The French legislator also regulated the responsibility of both the organiser and retailer for the
performance of the travel services included in the contract, by using the above-mentioned discretion of article 13
par. 1 sentence 2 of PTD (Jégouzo 2017). On the contrary, the German legislator did not proceed to such regulation
(Sonnentag 2018).
Liability for the non-performance or improper performance of the package
Strict liability for the organiser and retailer
The organiser of the package is liable for the performance of the travel services included in the package
travel contract (article 12 par. 1 of PD) and shall remedy any lack of conformity with the contract (article 12 par. 3
sentence 1 of PD), unless it is impossible to do so or this would entail disproportionate costs taking into account
the extent of the lack of conformity and the value of the travel services affected (article 12 par. 3 sentence 1 points
a´, b´ of PD). If the organiser does not remedy the lack of conformity, article 13 of PD shall apply and the traveller
shall be entitled to an appropriate price reduction and compensation for damages (article 12 par. 3 sentence 2 PD).
The traveller may remedy the lack of conformity itself and request reimbursement of the necessary expenses. It
shall not be necessary for the traveller to specify a time-limit if the organiser refuses to remedy the lack of
conformity or if immediate remedy is required (article 12 par. 4 of PD, compare article 385 of GCC).
Where a significant proportion of the travel services cannot be provided as agreed in the package travel
contract, the organiser shall offer, at no extra cost to the traveller, suitable alternative arrangements of, where
possible, equivalent or higher quality than those specified in the contract, for the continuation of the package,
including where the traveller's return to the place of departure is not provided as agreed (article 12 par. 5 sentence 1
of PD). Where the proposed alternative arrangements result in a package of lower quality than that specified in the
package travel contract, the organiser shall grant the traveller an appropriate price reduction (article 12 par. 5
sentence 2 of PD). The traveller may reject the proposed alternative arrangements only if they
5

For the definition of “lack of conformity”, see article 3 par. 13 of PD.

are not comparable to what was agreed in the package travel contract or the price reduction granted is inadequate
(article 12 par. 5 sentence 3 of PD). According to article 12 par. 6 sentence 2 of PD, “if it is impossible to make
alternative arrangements or the traveller rejects the proposed alternative arrangements (because they are not
comparable to what was agreed in the package travel contract or the price reduction granted is inadequate), the
traveller is, where appropriate, entitled to price reduction and/or compensation for damages, in accordance with
article 13 PD, without terminating the package travel contract”.
The strict responsibility regime for the proper performance of the package would burden the organiser
with additional costs, such as compensation for non-material (moral) or material damage, financial damage (e.g.
unnecessary expenditure by traveller or loss of earnings), the provision of alternative arrangements or services
when the contracted supplier fails to fulfil the contract or the provision of compensation for non-performance or
improper performance of the travel services included in the contract.
Τhe concept of package travel defects
The concept of package travel defect corresponds to the concept of “defect” in civil law and specifically
in the sales contract and works contract (Tonner 2018:308; compare for the concept of “defect” articles 534-535
and articles 688-689 of GCC in sales law and in works law respectively). Such defects occur when the journey is
not performed according to the agreed properties, which are not limited to the specific choices of the traveller
(article 6 par. 2 point a΄ and article 10 par. 2 sentence 1 of PD). In the event that certain properties have not been
agreed, a package travel is considered to be performed without defects when it is suitable for conventionally agreed
use, otherwise for normal use (Cf. article 535 point 2 and 3 of GCC). A package travel is considered to be
defective, when the organiser does not provide certain travel services (improper performance) or provides these
services with undue delay (debtor’s delay).
Τravellers’ rights in line with buyers’ and employers’ rights
Similarly to the law which governs sales contract and works contract (cf. articles 513 et seq., 681 et seq.
of GCC), under the new package travel legislation, the travellers’ rights in the event of a package travel defect are
listed as follows: in the case of a package travel defect or of an improper performance of the package, the traveller
has the following rights: a) to request from the organiser to remedy the lack of conformity (article 12 par. 3
sentence 1 of PD; compare article 540 par. 1 point 1 of GCC (for the seller) to article 688 of GCC (for the
organiser), b) to do so himself and request reimbursement of the necessary expenses (article 12 par. 4 sentence 1 of
PD), c) to request from the organiser to offer, at no extra cost to the traveller, suitable alternative arrangements of,
where possible, equivalent or higher quality than those specified in the contract, for the continuation of the package
(article 12 par. 5 of PD; compare article 540 par. 1 point 1 ΑΚ (for the seller) to article 688 GCC (for the
organiser), d) to request from the organiser to bear the cost of necessary accommodation, if possible of equivalent
category, for a period not exceeding three nights per traveller (article 12 par. 7 PD), e) to terminate the package
travel contract (article 12 par. 6 sentence 1 PD; compare article 540 par. 1 no 3 of GCC (for the seller) to article
689 of GCC (for the organiser), and/or f) to claim price reduction (article 12 par. 6 sentences 1 and 2 combined
with article 13 par. 1 PD; compare article 540 par. 2 of GCC (for the seller) to article 688 of GCC (for the
organiser) and/or to claim compensation or refund of unnecessary costs (article 12 par. 6 sentences 1 and 2
combined with article 13 par. 2 and 3 of PD as well as article 12 par. 4 of PD; compare article 543 of GCC (for the
seller) with/to article 699 of GCC (for the buyer).
The organiser’s offer for alternative arrangements
Under the new legal framework for package travel contracts, the traveller's position deteriorates to the
extent that the last is not allowed to reject an alternative arrangement proposed by the organiser (e.g. another hotel
equivalent to the hotel specified in the package travel contract) on the grounds that it is of equivalent quality
(Tonner 2018: 309) or on the grounds that it is of a lower quality than the hotel specified in the contract but is
accompanied by an appropriate price reduction (article 12 par. 5 sentences 2, 3 of PD). Under the general
provisions of GCC (e.g. article 689 of on essential defects, fault-based liability, contrary to article 688, for nonessential defects, strict liability, irrespective of fault), the traveller would not have to accept anything less than the
remedy of the lack of conformity and would demand a price reduction (Valtoudis 2010). This means that the
traveller is obliged to accept another hotel of equivalent quality as an alternative arrangement or another hotel of
lower quality than the one specified in the contract together with an appropriate price reduction, in the sense that
the hotel can be considered either as a substantial lack of conformity affecting the performance of the package
(article 12 par. 6 sentence 1 of PD) or a significant proportion of travel services that cannot be provided as agreed
(article 12 par. 5 sentence 1 of PD). For example, under the new package travel legal framework, it would be
clearly easier for the organiser to exchange reservation in a four-star hotel with reservation in another four-star
hotel at the same location. This change can be particularly difficult for the traveller if he has chosen a particular
hotel for specific reasons, which may be quite personal.
The covering of costs of necessary accommodation
The new PD introduced the obligation of the organiser to bear the cost of necessary accommodation
(article 12 par. 7 of PD), which clearly improves the position of the traveller (Tonner 2018:309). As long as it is
impossible to ensure the traveller's return as agreed in the package travel contract because of unavoidable and

extraordinary circumstances, the organiser shall bear the cost of necessary accommodation, if possible of
equivalent category, for a period not exceeding three (3) nights per traveller. The three-night limitation of costs
shall not apply to persons with reduced mobility and any person accompanying them, pregnant women and
unaccompanied minors, as well as persons in need of specific medical assistance, provided that the organiser has
been notified of their particular needs at least forty-eight (48) hours before the start of the package (article 12 par. 8
of PD). Where longer periods are provided for in European Union passenger rights legislation applicable to the
relevant means of transport for the traveller's return, those periods shall apply. Organisers or retailers are entitled
not to recover the cost of providing assistance to travellers only when the cost arises due the fault of the traveller or
due to negligence of the latest. It should be noted that the obligation to cover accommodation costs in an
alternative hotel under the above conditions may have significant or disastrous financial consequences for the
business of small tour operators (Kressel 2015:178 et seq.).
Return to the non-fault liability: price reduction, compensation for damages or refund of
unnecessary costs
The traveller is entitled to an appropriate price reduction for any period during which there was lack of
conformity, unless the organiser proves that the lack of conformity is attributable to the traveller (article 13 par. 1
of PD). The traveller shall be entitled to receive appropriate compensation from the organiser for any damage
which the traveller sustains as a result of any lack of conformity (article 13 par. 2 of PD). The traveller shall not be
entitled to compensation for damages if the organiser proves that the lack of conformity is: (a) attributable to the
traveller; (b) attributable to a third party unconnected with the provision of the travel services included in the
package travel contract and is unforeseeable or unavoidable; or (c) due to unavoidable and extraordinary
circumstances (article 13 par.3 of PD). Instead of the compensation for damages, the traveller may claim for a
refund of unnecessary costs.
The obligation of the traveller to invoke the lack of conformity or the defect and its right to contact
the organiser via the retailer
Under the new package travel legal framework, the traveller shall inform the organiser without undue
delay, taking into account the circumstances of the case, of any lack of conformity which he / she perceives during
the performance of a travel service included in the package travel contract (article 12 par. 2 of PD). Τhe traveller
may address messages, requests or complaints in relation to the performance of the package directly to the retailer
through which it was purchased. The retailer shall forward those messages, requests or complaints to the organiser
without undue delay (article 14 par. 1 of PD).
Compensation for non-material damage
Τhe traveller is entitled to compensation for damages where the travel services are not performed or are
improperly performed. An issue arises whether the traveller can seek compensation for non-material (moral)
damages, according to article 13 par. 2 of PD and specifically for the non-material damage suffered by the nonperformance or improper performance of the travel services included in the package travel contract, e.g. due to loss
of holiday time. 6 As in the previous legal regime, the claim for compensation of non-material damage, due to the
loss of holiday time in its expression of the personality rights (see articles 299, 57 et seq. and 932 of GCC)
continues to be possible (see recital 34 of the Preamble of PTD). According to the prevailing view (contra
Kornilakis 2007:23), the default of a contractual obligation does not justify a claim for damages for non- pecuniary
damage.7 Article 14 of PTD does not explicitly state that non-material damage should be restored, but according to
the Preamble of PTD (recital 34),“Compensation should also cover non-material damage, such as compensation
for loss of enjoyment of the trip or holiday because of substantial problems in the performance of the relevant
travel services”.
CONCLUSIONS
The new PTD and PD aim to adapt the legal framework for package travel to the significant
transformations in the travel industry. It seems at first sight that the PD created a balanced contract in its typical
elements of rights and duties for both counterparties. Leaving aside the requirements to provide insolvency
6

Case C-168/00, Simone Leitner v. TUI Deutschland GmbH & Co. KG, decision of ECJ of 12th March
2002, p. I-2631.
7
See decision no 182/2000 of Nikaia District Court, Νοmiko Βima 2001, p. 677 et seq. Compare decision
o
n 74/2007of Rhodes District Court, Episkopisi Emporikou Dikaiou, 2008, p. 623 et seq.

protection (Benavides 2018) and not analyzing the important information obligations of the PD, which
aim to improve consumer awareness, it should be pointed out that by strengthening travellers’ rights, tourism
professionals are exposed to severe risks and greater duties. The new provisions aim to improve the protection of
consumers-travellers and ensure the access to the internal market. But some of the above-mentioned provisions
affect in a direct or indirect way the travel sector. For instance, travel professionals face difficulties which arise
upon the conclusion or execution of the package travel contract, due to the exhaustive volume of pre-contractual
and contractual information, the introduction of a new category of travel products, named
“linked travel arrangements”, which broadens their responsibility, etc. In conclusion, the current strict
liability legal regime for the organiser - and, in some countries, such as Greece and France, for the retailer involves significant costs for travel professionals (mostly insurance costs) and the variety of responsibility regimes
among Member States impedes the proper functioning of the internal market.
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ABSTRACT
Cultural tourism is one of the growing segments of the global tourism industry. In South Africa,
specifically in KwaZulu-Natal, cultural events such as uMkhosi WoMhlanga (Reed Dance) and Indoni as part of
tradition that evokes a sense of national pride among the participants. These events inculcate traditional and social
values that are at the verge of being disintegrated to ashes. uMkhosi Womhlanga (Reed Dance) is an annual
ceremony celebrated yearly by the Zulu nation in September, involving thousands of Zulu maidens and visitors at
the Zulu Royal Residence, eNyokeni in KwaNongoma and eMachobeni Royal Residence in Ngwavuma. Indoni is
an annual cultural programme with a series of events aimed at addressing different social problems facing young
people. This exploratory research paper aims to provide an overview, reveal the influences and motivations that
propel the young girls to attend these cultural event. It also highlights the role played by these cultural events in the
lives of the young maidens and provide an overview of the events’ limitations. Further conclusive research will
assist in documenting the maiden’s feelings and perceptions about the events. This will in future assist the events’
planners and policy makers in making informed decisions to ensure the growth and continuous success of these
unique cultural events within the Zulu nation.
INTRODUCTION
In the Sub-Saharan Africa region, culture, heritage resources and other tourism products are considered as “key
factors” that attracts the fast growing market of tourists interested in experiencing and indulging in other people’s
way of life (Ritzer 1999; Richards and Hall, 2000 and Novelli, 2015). Cultural tourism has significantly contributed
to tourism development and growth in many African countries (Christie, Fernandes and Messerli, 2013). Celebration
of cultural events, like uMkhosi Womhlanga, Indoni are a key to restoring and instilling cultural traditions of value
to the nation.
Due to modernisation and western influences, these valued traditions are verge of being disintegrated to ashes.
UMkhosi Womhlanga and Indoni are annual cultural events aimed at showcasing our culture and heritage through
traditional dance, music, art and craft to mention just a few. What Indoni and uMkhosi Womhlanga have in common
is the pursuit to take the young generation back to their roots and address the social ills facing today’s youth. The
Reed Dance provides young maidens with the opportunity to partake in an event that invokes national pride, a sense
of belonging and gives emotional gratification for keeping their purity. This paper aims to contextualize uMkhosi
WoMhlanga (Reed Dance) and Indoni Cultural events, secondly to examine the influences and motivations that
propel the young girls to attend the cultural events. Thirdly to highlight the role of the cultural event in the lives of
the young women. Fourthly, provide an overview of challenges and encounters that comes with attending these
cultural events (uMkhosi WoMhlanga and Indoni). These events have become popular as part of the KZN events
calendar and contributes significantly to the economy of the province.
uMkhosi WoMhlanga (Reed Dance) and Indoni Cultural events
It is essential to set the scene for this paper by providing the background and procedures involved in these events.
Cultural events usually have a specific theme that must be clear so that potential tourists know what to expect
(Ivanovic, 2008). With cultural events, the image of the destination plays an important role in attracting tourists
seeking a unique event experience (Richards and Wilson, 2004; Povey and Van Wyk, 2010).
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Figure 1: Image showing the royal palace (the Zulu Royal Residence eNyokeni,
kwaNongoma), arena, reed collection spot, route taken by maidens to present
the reeds, sleeping tents, bus parking, local vendors site and Queen KaMsweli
Primary School.

Source: Google Earth Image (2018)
a) Enyokeni Royal Palace b) Reed presentation spot c) Dome under construction d) Arena
e) Exhibition Site f) Maiden sleeping Tents g) Bus Parking h) Local Vendors Site i) Queen KaMsweli Primary
School – registration and accreditation spot j) Reed Collection Spot.
The main event takes place at the Zulu Royal Residence, eNyokeni in KwaNongoma and the subsequent part takes
place at eMachobeni in Ngwavuma. The aim of uMkhosi Womhlanga is to celebrate the maiden’s purity,
showcasing that they are proud of their bodies while they are being prepared for womanhood, at the same time
giving the King and the nation a spectacle to marvel at, and motivate the young maidens through words and
joyfulness. According to the Zulu myth, if the young maiden carrying the reed is no longer a virgin the reed breaks,
thus embarrassing the maiden in public (Bennet, Mills & Munnick, 2010; Nkosi 2013 and Maytham-Bailey, 2014).
The event initially started when young girls (maidens) who used to stay at the King’s palace, would go to the
forest to collect fire wood as part of their household chores uMntwana (Princess) uThembi (2008). While
collecting firewood, young men would approach and propose to them with the aim of “stealing” their virginity.
A fight would break out between the young men and the girls. Firewood was used to fight the young men, and
ultimately win the fight. As a symbol of victory, the maidens would leave firewood, descend to the river, cut reed,
pile it up as firewood and carry it back to the palace. Upon reaching the palace, maidens chanted “amahubo”
(traditional hymns) indirectly narrating what had happened and victory. From then on the reed symbolized
that a maiden had succeeded in protecting and preserving her virginity.
Pre-event ceremonies are held in 11 District Municipalities (Amajuba, Zululand, uMkhanyakude, uMzinyathi,
uThukela, King Cetshwayo District, uMgungundlovu, iLembe, eThekwini Metro, Sisonke and Ugu) and all the
Local Municipalities leading to the main events in September. These pre-event events provide a chance to all the
maidens celebrate their purity through singing, dance and beads. The pre-event events are part of the “Siyaya
emhlangeni” (we going to the Reed Dance) programme driven by the Provincial Department of Arts and Culture
together with District and Local municipalities. This programme caters for maidens, especially very young maidens
(below the age 14) who are not capable of looking after themselves and endure long travel associated with the main
events. These events are meant to encourage the younger age maidens to take pride in their purity until they are
able to attend the main events.
UMkhosi Womhlanga lasts for three days, but preparation of the main events begins three weeks before. The
event starts when “ ibutho” (a group of men or regiment) set off to eHabeni, about 30 km west of eMpangeni,
to harvest thousands of reeds later transported by trucks to KwaNongoma, Enyokeni Royal Palace. T he initial
spot to harvest the reed(s) was in KwaSokhulu about 50 km north of Empangeni. Owing to increasing numbers
of reeds to be harvested and fearing the depletion of the natural resource, a new harvesting site was developed in
eHabeni. On Wednesday, prior to the arrival o f maidens, a cow is slaughtered in a ritual to inform the ancestors
about the event to take place, the lead princess chosen by His Majesty the King wears the cow’s gall bladder
[emptied, inflated and dried] on her head.
The princesses accompanied by other maidens from KwaNongoma, set out in a bus to oBuka, the homestead
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of iNkosi uBiyela. A ccording to the Zulu custom, iNkosi uBiyela slaughters a goat to welcome the maidens,
and a cow, as a special welcome for the lead princess (the king’s daughter). The lead princess wears the second
cow’s gall bladder (emptied, inflated and dried) on her head. The cows gall bladders symbolize that the princess
is chosen to lead the maidens for the event in that particular year. Very early the following morning, Thursday the
lead princess and other maidens, joined by maidens from oBuka, go to uMhlathuze River Bend to bathe. The lead
princess cuts the first reed with a “itshakaza” (tassel), which is considered to be a special reed. This symbolize that
the maidens have gone out to cut the reed. On their return they sing and dance which is a rehearsal session for the
main event, the Reed Dance. On Friday afternoon maidens pack their belongings, leaving oBuka to go back to
KwaNongoma, taking the special reed with them.
On the first day (Friday), maidens start arriving in the afternoon until the early hours on Saturday morning at
eNyokeni Royal Palace in different forms of transport (buses, taxis, trucks or private cars) for the main event.
Maidens who descend to the palace on Friday sleep in marquees hired as temporary accommodation. At times
maidens do not sleep at all owing to the long distance to travel, and others too excited to sleep even after their arrival
at the palace. For safety and security purposes, maidens register on arrival. For the 2010 Reed Dance, maidens had
to produce indemnity forms completed and signed by parents and guardians. The aim behind the indemnity forms,
registration and wristbands is to a) create a database of all maidens b) protect the Department of Arts and Culture
and the Royal Household of uMkhosi Womhlanga against any unforeseen circumstances and c) identify maidens
easily according to districts as wristbands are colour-coded (Nkosi, 2013).
Maidens are accompanied by one or two women from each “isigodi” (village), called matrons. Some of the matrons
mentor the young maidens and even perform virginity testing (Scorgie, 2006, Bennet et al., 2010; Nkosi, 2013) in
preparation for the Reed Dance each year (Ndimande, 2010). On day two maidens wake up and go down to
Ntsonyane River to bathe and regroup to pick up their reeds piled up at oSuthu Palace before proceeding to eNyokeni
Palace and present the reeds to the King. In the Zulu culture, it is the Zulu princesses that pick up the reeds first and
lead all maidens to the palace in a procession. All maidens are not allowed to enter the royal palace on Friday, except
for the princesses. OSuthu Palace is not a fixed traditional spot for maidens to pick up the reeds, in the 2010 a
different spot near oSuthu was used. In 2018, maidens collected reeds at Figure 1 – J and proceeded towards G joined
the main road to the palace then presented the reed at B. This route is estimated at ± 2 km and maidens never feel
the gently steep as they often chant, sing and dance all the way up to the presentation spot.
The first reed is presented to the King by the lead princess, who is the last to receive her first menstruation period
before the event. The reed that is carried and presented by the lead princess is the one that was harvested at oBuka
area with a tassel, a mark is made on it to ensure that it does not get lost. In a very long procession, maidens walk
towards the royal palace to present their reed, each maiden is advised to talk to the reed along the way, appealing to
it to give her strength to withstand any pressures and preserve her purity until the following year, then participate
again in the Reed Dance (uMntwana uThembi, 2008). After presentation of the reeds, the King his car and entourage
are escorted by the regiment from the palace to the arena. Upon arrival the entourage is guided to the reserved seating
inside the VIP marquee divided into different sections according to the people in attendance such as the “abantwana”
(royal family members), “amakhosi” (chiefs), “izinduna” (herdsmen) and their entourage, other dignitaries from
government, business etc.
When His Majesty, the King arrives in the arena, “imbongi” (the praise singer) recite the King’s praises while His
Majesty gets out of the car and takes his royal seat. During the King’s entrance all men within the arena stand up and
take off their hats as a sign of respect. Only women are allowed to remain seated. When the praise singer has finished,
the proceedings of the day can resume, protocol is carefully observed. After the speech by the King and other guest
speakers, the maidens showcase their Zulu dancing. Dignitaries are later invited to join His Majesty, the King and
his entourage for lunch, and all other people are guided to different points where they will be served. At the
dignitaries’ marquee, all men stand up as the King enters, and the praise singer recite his praises. Once the King is
seated at the main table with his entourage sit according to their rightful positions, the food is blessed and serving
begins. It is interesting to note that guests are not allowed to start eating before “Ongangezwe lakhe” (the King)
starts eating. At the main table the King is served only by the person tasked with that duty and all protocol is carefully
observed (van der Wagen & White, 2010).
After lunch guests are not allowed to leave before the King leaves the marquee, this is done as a sign of respect. It is
important to mention that the sequence in observing these royal protocols makes uMkhosi Womhlanga uniquely
interesting to the guests from foreign lands such as Japan, the United States of America, Germany and the United
Kingdom. On day three, the last day of the event maidens wake up early to bathe at Ntsoyane River before moving
up to the arena to sing and dance for the King and nation. On this day different groups per district present showcase
their beads, songs and Zulu dance styles. After the festivities, His Majesty the King extends an invitation for the
Reed Dance at eMachobeni in Ngwavuma and then King bid farewell to all present and people depart. There are
specific songs that maidens sing during this ceremony which are easy to learn. The special songs, “amahubo” are
relevant for the event, and the lyrics are about the pride of the maidens and their King, current issues concerning the
royal house, the government and their communities. Idziak, Majewski and Zmyślony (2015), emphasises that the
local community must be accountable for the effective use of a range of tourism products (cultural events, crafts,
traditional cuisine etc).
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Indoni Cultural event
Indoni is a unique cultural event targeting the youth in South Africa and popularly known as Indoni SA. This nonprofit making organization is registered with the National Department of Social Development (www.indoni.org,
2018). The event was founded and launched in June 2011 by Dr Mthembu, a female medical doctor. Indoni is based
on bringing social cohesion, unity, behavioral change and addressing social ills facing the South African youth. Lack
of respect, skilled youth, high rate of unemployment, substance abuse, high teenage pregnancy, low moral
degeneration, prevalence of HIV and AIDS among the youth led to the birth of Indoni. The event is named after a
Nguni name, “indoni” a sweet black berry fruit that grows along the coastal areas. The fruit is a symbol of beauty,
love, culture, pride that young men cherish and show for their women. Hence a popular Zulu saying “indoni
yamanzi” (the berry of water) meaning a young, beautiful, dark skinned young women with respect, pride and dignity
(www.indoni.org, 2018).
This gender inclusive cultural event targets both young males and female unlike uMkhosi Womhlanga which is for
young girls only. The Street Carnival, Fashion and Exhibitions, Africa in Dialogue, Cultural SA (South Africa)
pageant, music and arts. The series of activities are part of the colourful and fun National Culture and Heritage
Festival aimed at celebrating cultural diversity and heritage of the African people. The Street Carnival is a colourful
display of bead work, art, music, dance. The event doubles as a celebration of culture and heritage yet promoting
tourism and contributing to the economy of the region (Richards & Wilson, 2004). Like uMkhosi Womhlanga local
communities benefit through the creation of job opportunities, economic development, skills development, rekindling of the spirit of “ubuntu” (humanity), morale regeneration and respect amongst others (Ezeuduji & Nkosi,
2017; Lenao and Saarinen, 2015).
The Street Carnival takes place in Durban from King Dinizulu Park to the City Hall lined up with ululating and
cheering event attendees. The Fashion and Exhibition present a platform to South African small medium and micro
enterprises as well as affiliated neighboring African businesses to showcase various clothing lines, indigenous
products and services (www.indoni.org, 2018). Only three exhibitors are allowed to participate from each province
or country thus providing an ample opportunity to benefit.

Figure 2: Image showing the Carnival Route (from King Dinizulu Park to the City Hall) and Durban ICC.

Source: Google Map Image (2018)

For the Indoni Miss Culture, princesses accompanied at times by chaperones selected from different ethnic groups
around South Africa, including Swati, Ndebele, Pedi, Zulu, Xhosa, Tswana, Sotho, Mpondo, Venda, Mthembu and
Khoi-San. The finalists are selected by a panel of judges based on a set criterion.
Factors influencing young girls to attend cultural events.
There are different factors that influence and motivate people to attend cultural events as it is the case with uMkhosi
Womhlanga and Indoni. Tassiopoulos (2010) categorizes festivals as cultural events which are traditional in nature
with a long history, celebrated in a form of a parade or procession by a particular community or nation. Maeng, Jang
& Li (2016) reviewed various studies on the motivational factors for festival attendance. Ralston and Crompton
(1988) reviewed a 1987 Dickens on the Strand in Galveston, Texas study and came up with seven motivational
factors that drive people to attend events (a) stimulus seeking, (b) escape from personal and social pressures, (c)

210

social contact, (d) meeting and observing new people, (e) family togetherness and (f) nostalgia. Uysal, Backman &
Potts (1991) conducted a study which identified five different motivational factors (a) excitement, (b) external (c)
family, (d) socializing and (e) relaxation. Later on Crompton and McKay (1997) added culture explore, Zyl and
Botha (2004) further identified self-esteem as another motivational factor pushing and pulling people to attend
events.
In a study conducted by (Nkosi, 2013) on the participation of uMkhosi Womhlanga, it is revealed that eighty-nine
(89%) of the young maidens willingly attended the cultural event to showcase their purity and pride without any
external force or pressures. About seven (7%) of the maidens indicated that they were forced by parents attend the
event. Some parents believe that by forcing their daughters to attend uMkhosi Womhlanga will force the maidens
to keep their virginity (Ndimande, 2011). Thus refrain from promiscuous behaviour, avoid teenage pregnancy and
getting infected with diseases like HIV/AIDS and other sexually transmitted infections. There were two (2%) of
respondents respectively, who indicated that they attend uMkhosi Womhlanga as a result of peer and local community
pressure. This finding implied that the maidens only attended the event under pressure exerted either by the
maidens’ peers or by the local community. In other parts of KwaZulu-Natal especially those who still reside
within tribal authorities, the maidens are expected to attend the event. In fact, it is a must that they participate.
This concurs with the motivational factors identified earlier in other studies investigating reasons behind people
decision to attend events. For Indoni, young girls or princesses as they are often referred to and their chaperones
eagerly attend the event on their free will. Motives behind participation included pride, celebration of one’s culture,
excitement of meeting new people, making new friend, socializing and improving their self-esteem.
The role of the cultural events in the lives of the participants
Cultural events play a pivotal role in the lives of the participants, hence some repeatedly attend these events
willingly. Such events can provide opportunities for intercultural interaction (SACO, 2017), building social
cohesion, foster a sense of belonging and national pride within a particular community or nation, strengthen
relations, sense ownership and commitment within the host community amongst other factors (Nkosi, 2013).
Furthermore, attending events like uMkhosi Womhlanga and iNdoni provides the participants with a number of
personal benefits such as learning, self-expression (Derret,2003), building one’s self –esteem, gaining confidence,
socializing, meeting new people and satisfaction amongst others. Yolal, Gursoy, Uysal, Kim & Karacaoglu (2016)
examined the role and influence of attending festivals on the subjective well-being and quality of life of the residents.
Diener & Suh (1997) unpacked the concept “subjective well-being” in two fold. Firstly, as cognitive evaluations
which refers to how an individual weighs the influence derived from attending an event on his or her level of
satisfaction. Secondly, effective evaluation which deals with personal feeling, emotions and moods presented by the
event. Subjective well-being, on the other hand is also associated with the ability to overcome any life challenges.
Shone & Parry (2004) point out that, events are associated with different implications. The results can be social
(SACO, 2017), economic (Paiola, 2008; Khoza, 2009; Tanford & Jung, 2017), political or developmental depending
on the scale and nature of the event in question. The event outcomes can be either positive or negative. For
events to be successful positive elements should outweigh the negative elements (Nkosi, 2013). The events
contribute significantly to the economy of KwaZulu-Natal. During these events, it is not easy to find
accommodation around the host areas as these events attract both domestic and international tourists. These events
have a potential to bring positive economic spin-offs for the surrounding communities (Liang, Illum and Cole, 2008)
contribute in promoting the image of the destination and draw tourist and local to attend (Tanford & Jung, 2017).
This paper documents the history, procedures and activities associated with the two cultural events. Records
indigenous knowledge, customs and traditions that are on the verge of disintegrating to ashes if not recorded. This
paper has documented oral history, event procedures, activities and rituals that are part of these events. Jacobs (2013)
points out that the South African Constitution and Bill of Rights encourages citizens to partake in cultural beliefs,
rituals, practices and traditions of choice. Highlights the significance and value of celebrating uMkhosi Womhlanga
and iNdoni as cultural events that can bring social cohesion, appreciation of traditional practices for different
stakeholders.
Challenges face when attending cultural events
Attending cultural events comes with challenges that the participants have to endure and overcome each time. For
uMkhosi Womhlanga, maidens to deal with a number of challenges such as 5.1) lack of transport, 5.2) safety and
security not guaranteed, 5.3) lack of accommodation 5.4) shortage of water and 5.5) catering system.
Lack of transport
The main challenge for most maidens is the lack of transport, taking them to the event. The Department of Arts and
Culture (DAC) provides transport for different areas around KwaZulu-Natal to take maidens to the main Reed
Dance at eNyokeni Royal Residence in KwaNongoma but it is often not enough to cater for the demand and high
numbers of maidens willing to attend the event. It is for this reason that some maidens resort to hiring private
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transport which involves high costs depending on the distance to travel. In some cases, due to lack of funds maidens
end up utilizing unsafe forms transport such as unsafe taxis, trucks or tractors.
Transport related accidents are also a major challenge, other incidents that occurs tend to fall between the cracks.
On Sunday, 01 September 2013, as maidens in a bus were on their way home back to Mzumbe, near Hibberdene.
A horrific accident took place along Route 66, near Melmoth in KwaZulu-Natal where it was alleged that the driver
lost control of the bus, hit the rails and capsize leaving nine maidens, two matrons dead on the scene and about
sixty people injured. This incident shook all stakeholders involved in uMkhosi Womhlanga and from there onwards
the safety and security of any form of transport became a priority. Every year, the Department of Transport, Road
Traffic Inspectorate (RTI) conducts roadworthy inspections on the buses contracted to transport maidens and give
approval certificates. Along all the routes that lead to eNyokeni Royal Palace, there is high visibility of Traffic
Officers conducting road blocks randomly.
Safety and security
Safety and security is provided during the entire event with a very tight security plan in place. During the day
there is high visibility of the South African Police (SAP), traffic officers’ and p r i v a t e s e c u r i t y t o e n s u r e
safety of all attendees. This plan is somehow compromised by some of the maidens especially during the night.
After supper maidens change the colourful traditional attire and wear their own clothes. At this time some maidens
go outside the designated sleeping temporary structures then it becomes difficult for the security personal to identify
them. M a idens become unruly and the security personnel is usually not enough to control the young teenagers.
To bring order and ensure safety and security of the maidens the members of the SAP must be deployed for the
entire duration of the event day and night. Another e x t r e m e m e a s u r e would be to source the services
of the army to ensure safety and security.
Lack of accommodation
As the event gains its popularity, the place to sleep is often not enough. White big tents are pitched near the arena,
for maidens and matrons to sleep in for two nights. In this temporary accommodation, maidens and matrons are
supplied with foam mattresses which often runout and those without are forced to sleep on the ground. The situation
becomes worse when it rains, as the tented area becomes muddy and not a healthy habitable space.
Shortage of water
Last year, South Africa experienced a serious drought as a result scarcity of water was very high. The river in which
the maidens are supposed to bathe in as part of tradition has run bone dry. As a solution to this predicament, water
tanks are provided. A temporary a shelter for girls to shower is set up which often creates a muddy patch since the
drainage system is not properly done.
Catering plan
Catering for thousands of young girls for two days is not easy. This requires the Department of Arts and Culture to
spend a lot of money. A number of caterers are given a chance to provide the catering services. This on its own
present a number of challenges. The quality, taste and food safety is not guaranteed. At times food gets finished
before everyone is served. The ink system used to mark and identify maidens who have dished often results in long
queues. Some maidens and matrons bring their own food which gets spoilt due lack of proper storage and hot
weather. This often leads to food poisoning. Despite all these challenges every year maidens turn up in numbers to
attend the Reed Dance.
Conclusions
This paper is an attempt to fill in the gaps that exist in literature, studies have been conducted on the planning,
management, costs and benefits of hosting and attending events (Nkosi, 2013) visitor motivations and behavior
(Matheson, Rimmer and Tinsley, 2014), organizer’s perspectives (Tassiopoulos, 2010). Further highlights the
significance of the cultural events in the lives of the participants, the positive role the events play in the lives of the
young women. Different platforms of media indicate how the young women appreciate being part of these cultural
events. The paper points out the challenges and encounters that participants are likely to endure when attending the
events. Despite all adversities the young women and men (for Indoni) never give in or seize to attend the events.
Therefore, it is recommended that cultural events, like uMkhosi Womhlanga and iNdoni be sustained not for the
present generations only but for future generations as well. Events are seen as tools for promoting and stimulating
tourism development (Matheson et.al, 2014).
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ABSTRACT
Museums, acknowledged to be cultural tourism destinations, have taken much attention in academia and
policy making during the past few decades. Museums as cultural industries contribute directly to the economy,
while increasing the tourism flows and shaping the “image” of cultural destinations, and can thus play a leading
role in the creative and tourism economy of cities and regions.
There is a wide range of organizations, cultural centers, non-profit institutions that can be designated as
“museums” according to the ICOM definition. More particularly “cultural centers and other entities that facilitate
the preservation, continuation and management of tangible or intangible heritage resources (living heritage and
digital creative activity)” as well as “non-profit institutions or organizations undertaking conservation research,
education, training, documentation and other activities relating to museums and museology”. In an increasingly
competitive tourism market, the integration of this kind of “non-typical museums” as patrimonial and cultural
elements, can add considerably in the cultural heritage supply of tourism destinations and thus play a vital role in
regional and local economies. These “non- typical museums” as places of representation of traditional cultural
expressions, can be included in clusters of cultural industries to promote the identity of a region, forging networks
under the form of synergies and promoting social inclusion and local growth, through a number of strategies and a
holistic tourism master plan which will involve all local tourism industry stakeholders and public authorities.
This paper focuses on the “non-typical museums” in peripheral medium-size centers and explores their
potential to enable the creation of synergies that will support tourism development, based on the notion of
polycentricity. Polycentricity is a useful spatial concept, associated with the assumption that cities on a set of
neighboring urban centers can generate networks and interact with each other in terms of synergies, while culture
is considered as an important factor of integration in a polycentric system. The scope of this research is threefold:
i) to examine the role of “non-typical museums” as informal cultural spaces in the local and tourism development
of the region, ii) to map the cultural heritage assets related to the “non-typical museums” and informal exhibitions
spaces in the study area, iii) to examine the tourism development dynamic potential created through polycentricity
networking of “non-typical museums” as creative milieux in medium-size urban centers. The Region of Eastern
Macedonia and Thrace in Northern Greece is used as the study area to highlight the proposed methodology.
Key words: museums, cultural heritage tourism, polycentricity
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ABSTRACT
Tourism in a region brings significant benefits regarding the economic, cultural, as well as the social
level. It is a rapidly growing phenomenon and tourism activities, taken as a whole, are accounting for a
growing share of economic activity, in many countries (UNWTO, 2014). Tourism includes a wide range of
different activities, facilities, employment, work arrangements, and provides employees with both income and
experience, thus contributing to personal development and social inclusion. More and more tourists are
nowadays seeking to get to know the historical and cultural heritage of a place, the traditional values and
customs of a region and generally, they are interested in the way of life of the inhabitants (Lagos,2005).
Dancing tourism can highlight the cultural dimension of a place since dance shows not only the culture of an
area, but also the possibility for the city to host dancing happenings of other countries. The purpose of this
article is to examine the contribution of dance to the development of cultural tourism in the city of
Thessaloniki. For this purpose a primary survey was carried out, which showed that there is a large number of
tourists traveling with dance as their main motivation. Also, Thessaloniki has all the infrastructure that could
designate it as a destination for dance tourism.
Keywords: cultural tourism, dance tourism, tourist marketing, SWOT analysis.
CULTURAL TOURISM
Cultural tourism is a form of tourism that has started to appear since antiquity and has now become
very significant (P.Moira, 2009). It includes the elevation of archaeological sites and monuments, as well as
various religious monuments and churches of an area. It also refers to architecture, arts and areas of
historical interest, clothing, gastronomy, traditional values and customs, even the training of a place. . (S.
Mousavi , N. Doratli , S. Mousavi & F Moradiahari, 2016).
At the same time, it also includes various cultural events, singing and dancing festivals, concerts,
theatrical performances and generally all kinds of artistic events (P.Tsartas, E.Sarantakou, X.Moira, 2017).
According to Law 4582/2018 published on 11/12/2018, cultural tourism is included in Article 13 as
part of thematic tourism (Hellenic Parliament, 2018). The purpose of the provisions is the development and
supervision of activities, entrepreneurship and the development of safety rules related to thematic tourism
with the ultimate goal of satisfying visitors, increasing the competitiveness of the domestic tourist product,
reducing seasonality, improving the services provided and employment, as well.
The profile of cultural tourists usually involves individuals who have as their primary motivation the
acquisition of knowledge and experience related to the history, culture and lifestyle of the inhabitants. Such
tourists are mainly of high educational and living standards with a lot of historical and cultural knowledge
which they wish to enrich. (E. Theodoropoulou, 2013). In addition, the cultural tourist is flexible and openminded with regard to travel planning and uses new technologies. He selects destinations through the
Internet, updates and requires services that are worthy of his expectations (G. Richards, 2018).
DANCE TOURISM
Dancing tourism is part of cultural tourism as it contains elements of the cultural heritage of a place
(A. Carlis, 2016). It is about the organization and realization of a trip by the visitors that has dance as their
main motivation, either by actively participating or just as spectators. In this way, they integrate with the
locals and learn about the social life, the traditional values, the customs and the culture of a place even
better. It includes dance performances and festivals, competitions, lessons and dance seminars.
People, who visit a region with dance as their mainstream, are people who like culture first and
then dance, as its element. There are three categories of tourists traveling with dancing as their main purpose
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(I.Giosos, D. Papadimitriou, P. Synadinos, 2000). These are: a) Tourists who first choose the destination
they like and then look for dance proceedings - dance events or classes where they can participate. b)
Tourists who will visit a destination after having searched for specific dance events and performances; and
c) tourists seeking cities with a rich dance heritage (e.g theaters, operas where great dancers performed).
According to a survey by Filippou, Kipourou, Goulimaris, Serbezis, Genti in 2009 on the
participation of foreign tourists in traditional dances training in different regions, it was demonstrated that
the primary purpose of their trip was the reduction of boredom due to everyday life (N. Kyriakidis, 2015)
and then the improvement of their dancing skills, as well as the acquaintance of new people and their
socialization. At a lower rate, it was about the maintenance of their physical health and much less the
acquisition of new experiences (F. Filippou, D. Goulimaris, M. Mihaltsi, M. Genti, 2010).
CONTRIBUTION OF DANCE TOURISM TO AN AREA
As far as the economic sector is concerned, organizing dance events increases a region's income.
The interest of tourists in dancing can develop an area economically in different ways (National
Commissions for Unesco, 2003). There is an increase in incomes and local production, as dance tourism is
also connected with other branches associated with the production and distribution of the tourist product,
such as accommodation and catering. The local community is further enhanced by the consumption of
tourists in order to watch a dance performance, participate in a festival or dance event or attend a seminar.
All of the above, in turn, contribute to the reduction of unemployment, because in order for all these tourist
structures to operate, an additional labour force is needed (Igoumenakis, 1998).
In the social field, dance is an instrument of socialization especially when it comes to group dances
(ie most kinds). So, tourists can have the opportunity to interact with the locals and exchange experiences
through dancing, learning their culture and habits even better.
In the field of culture, the organization of festivals and dance events especially promotes and
highlights the traditional values and customs of a place (National Commissions for Unesco, 2003). The
transfer of knowledge and experience to tourists helps maintain and promote a place to the inhabitants of
different regions (mouth to mouth marketing), resulting to more tourists visiting the region. Dancing
tourism, as part of alternative tourism, contributes to the preservation of the natural environment and
supports sustainable development (Christou, 2012). The only area that needs attention is the environmental
capability of an area. (Salerno et al., 2013). The level of tourism development beyond a point degrades the
natural environment and the ecosystem, leaving it without the ability to regenerate. This depends on the
number of tourists and the degree of use of the natural environment for tourism purposes (Saveriades, 2000).
Most regions are trying to integrate more and more tourist products and services in order to be able
to compete (Skultsos, 2014). Dance tourism has such a competitive advantage. Most local communities try
to integrate it into the tourist preferences of visitors, with more and more dance festivals and events taking
place, attracting more tourists (A. Carlis, 2016).
Whole areas became known due to specific dance styles for which they are famous and welcome
tourists who want to exclusively experience the dance culture of these regions. Examples include Vienna,
which is famous for the Viennese waltz, Spain for flamenco, Russia for ballet, London for musicals,
Argentina for tango, Cuba for salsa. (Travelkiki, 2014), (S. N. Oishimaya, 2018)
Thessaloniki is a great urban center where dance tourism can be a source of growth, as various
dance events and festivals already take place, many of which have already become a cultural norm.
SWOT ANALYSIS FOR THESSALONIKI
In order to study the contribution of dance to the development of cultural tourism in the city of
Thessaloniki, a survey was carried out after a SWOT analysis for the city. Indicatively, we mention the
potential that the city has which could be exploited.
Table 1: SWOT Analysis
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1.

STRENGTHS
WEAKNESSES
Geographical position (central point - easy access)
1. Excessive reconstruction and lack of areas of green

2.

Climate conditions (mild climate)

2.

Traffic – Noise pollution

3.

Transport (easy transportation)

3.

Cleaning and sewerage network

4.
5.

Education
4. Unstable socio-political environment
Cultural elements (Historical - archaeological
5. Insufficient exposure of the city and its spectacles
resources, religious monuments)
to other cities of Greece and abroad
6. The city port (Limited to none coastal access)
Eating-rich gastronomy
Accomodation (Large number of hotels and rental
7. Seasonality
apartments)
A lot of cultural events (Dance, Theater and All8.Art Transport network
Festivals)

6.
7.
8.
9.

Large number of dance schools and cultural
associations
10. Adequate number of theater and infrastructure
for cultural events
11. Multi options of activities and entertainment

OPPORTUNITIES

THREATS

1.

Exploitation of ESPA programs for
team funding and dance festivals

2.

Development of great dancing events
(GALA)

3.

Acceleration of completion of Mass
Media (underground)

4.

Cooperation
with
cultural
organizations and dance schools at
international and national level for
dance saliency in area

5.

Introduction of new applications of
technology and information

6.

Provision of tourist packages for
dancing tourism tourists

7.

Extensions in new markets.

1.

Economic crisis of the country

2.

Unstable geopolitical environment

3.

Refugees problem

4.

Competition

5.

Bureaucracy and high taxation

6.

Reduced and timely European and
National
funds
subsidies
and
investments.

METHODOLOGY OF RESEARCH
The main purpose of the research was to investigate the possibility of dance tourism contribution to
the development of cultural tourism in the city of Thessaloniki. Therefore, a quantitative survey was
conducted with a structured questionnaire in 2 languages (Greek and English) and a simple random sample
of 156 people was selected. In order for the sample to be representative, the selection was made through
members of cultural and dance clubs, schools, various types of dance and dance groups, both in Greece and
abroad (mainly from European countries), as well as individuals who like to dance. Our communication was
conducted via internet, mail and personal contact.
The questionnaire includes, besides some demographics of respondents, the relationship of tourists
with dance in general, preferences concerning dance tourism, and views for Thessaloniki as a dance tourism
destination.
ANALYSIS OF RESEARCH RESULTS
The results based on the answers to the questionnaires can be summarized as follows:
Almost half of the respondents (45.5%) dance from 1 to 4 times every week (a fairly high
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percentage) and more than half of the sample participants do dance lessons, with traditional dances being the
most popular type. A very large percentage of the respondents however have never made a trip to dance even
though they like dancing.
The primary purpose of a dance tourism trip, according to the specimen's answers, is mainly to
watch a show and then participate in dance festivals, while nobody chooses an island for a trip in order to
dance, while big cities are preferred. The important elements that a dancing event should have according to
the respondents are: good acoustics and facilities, the natural environment, the opportunity to learn new
dances and the accessibility in the area. Also, the elements that are considered to be important up to
extremely important are the natural environment, the sights and infrastructure, the helpfulness of the
residents, the cost of living and the quality of the services provided. The seasons in which most of the
tourists in dance tourism choose their trip are the summer, followed by Spring and less in winter and
autumn. There is therefore seasonality in dance tourism that focuses in the summer months. In addition, the
visitors of dance tourism are also interested in other activities different from dance which must be exploited
(night entertainment, gastronomy, tours).
In the questions concerning Thessaloniki and dance tourism, the overwhelming majority of
respondents, with 95.5%, has visited Thessaloniki at least once, while 59.1% of the people who visited
Thessaloniki have attended a dance performance during their stay. The visitors who attended a dance show
were very pleased with all the aspects concerning: the venue, the internal spaces, the cleanliness of the
venue, the duration of the event, the audiovisual of the venue, the value-for-money, as well as the access to
the venue. Moreover, the tourists who visited Thessaloniki were mostly satisfied with safety, entertainment,
food service, cultural events, hospitality and the natural beauty of the city. Also, the biggest source of
information for the sample people, who visited the Thessaloniki region, comes mainly from friends and
acquaintances with a percentage reaching 75.8%. Finally, a fairly high percentage uses the internet and new
technologies to organise their journey.
Based on demographic data, 156 people were involved, 123 of which were women and 33 were
men, with the largest proportion being in the 36-45 age group. In addition, the majority of respondents were
single (55.1%). Regarding their educational level, the majority of them stated that they are graduates of a
University or TEI school and a fairly high percentage holds a postgraduate diploma. Finally, the average
monthly family income of respondents is between 700 € and 1500 €.
Indicatively we present some graphs from the results of the survey.
Graph 1
How often do the tourists dance
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The kind of dance they most prefer

What is the Kind of dance you most prefer?
Classic Ballet
Traditional Dances

1
0
7

Lati
n Hip Hop - Break
othe
r

1
0

2

3
5

8

2
5 2
7
1
3

3
9

1
9

Graph 3
1
0

1
5

2
0

2
5

3
0

3
5

4
0

4
5

220

The means from which they informed about a dance event

What is the means by which you are
informed about a dance event before
making the desicion to travel Friends / Known
32%

10%

Internet
54%
4%

Travel
Agency/NewsPapers

CONCLUSION
From the above analysis we conclude that Thessaloniki has all the infrastructure that could make
Thessaloniki a destination for dance tourism and differentiate it from its competitors. Modern trends want
tourists to increasingly turn to alternative forms of tourism looking for a different and specialized
experience, as opposed to mass tourism. This can contribute to the development of cultural tourism and more
specifically to dance tourism in Thessaloniki. There is a large number of tourists who travel with dancing as
their main motivation and their visit is combined with a host of other activities that authorities should
demonstrate on a local and regional level, giving tourists the opportunity to live authentic experiences.
Lastly, there is a strong element of seasonality (summer) and that of a few days' stay which should be
minimized.
So we conclude that the city has a high potential that can be highlighted and used in an overall
development plan in order to establish Thessaloniki as a city of dance tourism.
SUGGESTIONS FOR THE DEVELOPMENT OF DANCE TOURISM IN
THESSALONIKI
As far as dancing is concerned, dance performances should be enriched throughout the year in order
to reduce seasonality. In addition, tourist packages for dance learning and attending dance shows can be
created and special halls can be formed by cultural clubs, with traditional dances and exhibitions of local
folk costumes. Emphasis should also be placed on the provision of quality hotel services.
As far as the pricing policy is concerned, ticket prices of dance events should be maintained at low
levels and there should be special prices for people with disabilities and the unemployed. Also, the provision
of special discounts, with discount packages for clubs and organized groups participating in dancing events,
with accommodation offers and discounts for repeated visits will create incentives to promote dance tourism.
Promotional actions, such as the existence of a distinct website in the Municipality, constantly
updated on dance events, performances, dance lessons and seminars held in the city, translated into many
languages, contribute to an increasing number of visitors to Thessaloniki. It is necessary to advertise online
and through social networks - blogs, as well as to send e-mails to specific audiences (tour operators, culturaldance clubs, dance schools, universities) to give prominence and promote dance tourism in Thessaloniki.
In addition, collaborating with travel agencies and tour operators in the city in order to integrate
dance tourism into their package holidays, can create the conditions for a gradual development of the city in
the field of dance tourism. Finally, it is important to promote the city's dance tourism in articles of
specialized magazines, the Municipality's participation in festivals and dance contests of other cities, as well
as the presentation of dance events at points of entry of the city such as airports, bus terminals and the
railway station.
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ABSTRACT
In this research, we analyze the significance of cultural tourism as an important pillar of development at
local and national level under the light of international organizations UNESCO, ICOMOS, EU.
The direct objective is of protecting and safeguarding cultural heritage and examine the influence of
international organizations. We aim to make the reader aware of the different aspects of cultural tourism, to realize
the dynamics of tourism in the region and in the country, and to ask whether the role can be more active in
facilitating the development and emergence of the local area at local and national level.
Concretely we report the objectives and the priorities of European Cultural Policy and more specifically
examine the action of Greece concerning the objectives of European Agenda on the culture (European Agenda on
the Culture in a World of Globalisation, 2007). The research results showed that the “creativity and the innovation”
constitute basic aiming of modern cultural policy and UNESCO World Heritage Site contributes to the
development and promotion of the country, as well as to the promotion of the image of the nation internationally
Generally the strategies of international organisations such as UNESCO, Icomos and E.U., have a positive impact
on cultural tourism.
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ABSTRACT
This study aims to investigate the effect of value co-creation on virtual tourism experience, tourists’
behavior and destination image in a cultural heritage context. This study proposes a conceptual model to test this
effect. A quantitative research was conducted in a VR tourism site in the island of Rhodes, Greece. Data were
collected on the site of Throne of Helios 9D cinema. The research design unveils the dynamics among tourism
actors in co-creating value and unique virtual experiences. The analysis of the findings enlightens how to
incorporate VR in smart tourism destinations to enhance the co-creation of experiences.
Key words: Virtual Reality, S-D logic, value co-creation, tourism experience, destination image, Rhodes.
INTRODUCTION
Tourism destinations have been created as complex ecosystems (Buhalis, 2000). With the rapid
development of technology, the ecosystem approach has been recognized as appropriate to address the issues of
smart tourism destinations (Gretzel et al., 2015). Considering that tourism ecosystems can benefit from intelligent
technology to create, manage and deliver intelligent services / experiences, smart tourism destinations are
characterized by intense exchange of information and value creation (Buhalis, 2015). Common goal of all the
actors in the smart tourism ecosystem is the provision of rich and sustainable tourist experiences (Buhalis &
Amaranggana, 2014). Using technological innovations such as Virtual Reality (VR), tourists can cooperate with
organizations to co-create experiences that are more valuable to them (Cova & Dallim 2009). As technology
advances, DMOs are forced to develop innovative ways to use visual representation to promote a positive
destination image and increase visitation in an increasingly complex and competitive global marketplace (Baker &
Cameron, 2008; Echtner & Ritchie, 1991). The use of Virtual Reality (VR) within the tourism sphere is a growing
topic of interest among practitioners and academics alike (Griffin et al., 2017). A non- exhaustive list of potential
impacts of VR in tourism include the planning of places and experiences, the elimination of barriers that increase
accessibility and open up remote places, the education and guiding of visitors, the preservation of fragile sites etc.
(Guttentag, 2010). All these impacts are related to tourists’ experiences and activities within a destination (Griffin
et al., 2017).
LITERATURE REVIEW
Service-Dominant logic, co-creation of experience and destination image
Vargo and Lusch (2004, 2008) introduced S-D logic to identify and extend a perspective that seemed to
be emerging in marketing by refocusing on the primacy of service (Akaka et al., 2013). S-D logic is grounded in
ten foundational premises (Vargo & Lusch, 2004, 2008), which can be consolidated into four core axioms centered
on (1) the application of resources in reciprocal service exchange (Vargo & Lusch, 2004), (2) the integration of
intangible and dynamic (i.e. operant) resources that create new resources (Vargo & Lusch, 2004, 2008), (3) the
cocreation of value through integration and collaboration within networks of actors (Vargo & Lusch, 2008), and
(4) the importance of the context through which value is created and evaluated uniquely by a beneficial actor
(Chandler & Vargo, 2011; Vargo, Maglio & Akaka, 2008). The S-D logic notion of value co-creation suggests that
“there is no value until is used – experience and perception are essential to value determination” (Vargo & Lusch,
2006, p.44). The concept of co-creation of an experience focuses on the idea of the customer as a creator of value,
interacting with the organization to co-create value (Prebensen, Vittersø, & Dahl, 2013). In a tourism setting, while
participating in the co-creation of an experience, the tourists bring in various types of personal resources such as
time, effort, money, and knowledge. In the context of tourism, for experience co-creation to occur, it is essential
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that destinations and tourism service providers involve tourists in cooperatively working together with the aim of
creating a better offering. In return, this enhances value for both the tourist and the destination (Mathis, 2013;
Grissemann & Stockburger-Sauer, 2012). In 2011 Vargo & Lusch extended the framework of S-D logic to a more
systemic view by introducing the concept of a service ecosystem, which draws on a dynamic systems approach to
study the interaction and exchange of service among various stakeholders and emphasizes the role if institutions
(Williamson, 2000). With the continuous growth and the use of ICT in tourism, tourism ecosystems evolved into
smart tourism ecosystems. According to Gretzel et al. (2015, p. 181), “a smart tourism ecosystem (STE) can be
defined as a tourism system that takes advantage of smart technology in creating, managing and delivering
intelligent touristic services / experiences and is characterized by intensive information sharing and value cocreation”.
The ultimate aim of STE is “to enhance tourism experience and improve the effectiveness of resource
management towards maximizing both destination competitiveness and consumer satisfaction” (Buhalis &
Amaranggana, 2014, p. 557). According to Cho et al. (2002), the usefulness of virtual experience for destination
marketing lies in the ability of potential visitors to more accurately evaluate the value of the actual experience. As
many academics have mentioned before, experience is the most credible and influential information source for
destination image change (Gartner, 1993). The concept of destination image is well-established both among
tourists and tourism service providers (Pike, 2002). Destination image is a key method of differentiating
destinations between competitors, as strong, positive and recognizable images increase the likelihood of tourists
choosing a destination (Hyun & O’Keefe, 2012). Experience through virtual environments stimulate the user to
visit the destination, thereby helping to create the destination image (Cho et al., 2002). According to research by
Marasco et al. (2018), emerging virtual reality devices are likely to affect the shaping of a destination’s image, both
cognitive and affective.
RESEARCH HYPOTHESES AND CONCEPTUAL MODEL
Tourists’ behavior (TS, TE, TH)
Experience co-creation in tourism has a positive effect on tourists’ behavioral intentions (Buonincontri,
2017). The positive consequences of experience co-creation are represented by the concepts of tourists’
satisfaction, the level of expenditure and the happiness of tourists. Satisfaction is an assessment of actual
performance in relation to expectations and refers to a specific experience over a defined period (Giese & Cote,
2000). Expenditure is the total amount tourists spend and it is a measure of success in terms of behavior
(Grissemann & Stockburger-Sauer, 2012). Happiness is the tendency to often experience positive feelings
associated with the consumption of an experience (Diener, Sandvik & Pavot, 1991). Based on the above, it is
assumed that the co-creation of virtual experiences has a positive effect on tourists’ behavior as follows:
H1a. The co-creation of virtual experiences has a positive effect on tourists’ satisfaction.
H1b. The co-creation of virtual experiences has a positive effect on tourists’ level of expenditure. H1c:
The co-creation of virtual experiences has a positive effect on tourists’ happiness.
Perceived Visual Appeal (PVA) – Emotional Involvement (EI).
Perceived Visual Appeal and Emotional Involvement of users are referred as key influencers of tourists’
behavior and behavioral intentions (Marasco, 2018). PVA refers to the degree to which a user thinks the interface
is esthetically pleasing (Chung et al., 2015; Van der Heijden, 2003). Esthetic attractiveness is key component of the
overall tourism experience (Mehmetoglu & Engen; 2011; Oh et al., 2007). Visually appealing virtual experiences
of a tourist site can encourage users to visit the actual site (Marasco et al., 2018). Hence, the following hypothesis
is proposed:
H2: Perceived Visual Appeal of the virtual experience has a positive effect on value co-creation of virtual
tourism experiences.
Emotional Involvement of the user is the degree to which an individual is emotionally engaged in a
behavior (Holsapple & Wu, 2007). EI positively affects users’ behavioral intentions (Koufaris, 2002). EI in
experiencing 3D tourism sites links to greater behavioral intentions to visit the destination (Huang et al., 2013).
Hence, the following hypothesis is proposed:
H3: Emotional Involvement of the user experiencing the virtual experience has a positive effect on value
co-creation of virtual tourism experiences.
Destination Image (DI).
New technologies, which allow telepresence, have a positive effect on destination image (cognitive,
affective) and on behavioral intentions (conative) (Hyun & O’Keefe, 2012). Access to new technology may
enhance tourists’ perception of destination image, which in turn, may positively impact behavioral intentions
(Alcazar et al., 2014). Hence, the following hypothesis can be proposed:
H4: The value co-creation of virtual experiences has a positive effect on destination image.
Fig 1. illustrates the theoretical model developed based on the four research hypotheses derived from the
literature review.
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METHODOLOGY
Measurements
For the purpose of the study a quantitative research was conducted. The research hypotheses were
measured with the use of a structured self-administered questionnaire, in Greek and English language. Items were
measured against a combination of existing scales adapted from current technology and tourism literature focusing
on virtual reality experiences (seven-point Likert scale). The items for value co-creation were extracted from the
scale of Mathis et al. (2016), Grisseman & Stockburger-Sauer (2012), Yi & Gong (2013), and Jung et al. (2016).
The items for tourists’ behavior derived from Buonincontri et al. (2017). The items for EI and PVA were adopted
from Marasco et al. (2018). Finally, the items for Destination Image derived from Baloglu & McCleary (1999), and
Hyun & O’Keefe (2012).
Data Collection
The data collection took place between March and May 2019, in Throne of Helios 9D cinema settings.
The sample was local and foreign tourists who have just watched the movie “Throne of
Helios”. A total of 179 valid questionnaires were collected and used for the analysis.
Data analysis
For the analysis of the collected data SPSS v22.0 was used. A variety of statistical methods were used to
examine the research hypotheses. Frequencies and descriptive statistics were used to analyze the data of each
question and to search the demographic characteristics of respondents.
Initially, correlation analysis was conducted to verify the relationship between the constructs. Last but not
least, regression analysis was used to test the hypotheses.
FINDINGS
Respondents’ profile
Table 1 provides the demographic profile of the sample. 58,1% of the sample were women, 39,1% were
men and 2,8% LGBTQ+. Most respondents were between 19-50 years old (69,3%). The majority of the visitors
were living in Greece (60,3%). 60,3% of respondents travel 1-3 times annually. 13,4% of respondents visited
Throne of Helios on their first day of their vacations, 30,7% on their last day and 55,9% other day (in between).
Table 1
Responders profile
Gender
Male
Female
LGBTQ+
Age
-18
19-35
36-50
51+
Country of permanent
residence
Greece
EU

n

%

70
104
5

39,1
58,1%
2,8%

38
54
70
17

21,2%
30,2%
39,1%
9,5%

108
31

60,3%
17,3%
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UK
Other
Day of visit
First
Last
Other (Between)

32
8

17,9%
4,5%

24
55
100

13,4%
30,7%
55,9%

The measurement model
Table 2 provides the means, standard deviations and correlation for the study analysis.
Correlation analysis indicates medium and strong correlation between the constructs.
Table 2
Means, standard deviations and correlation for the study variables.

**. Correlation is significant at the 0.01 level (2-tailed).
Construct validity of the measurement model was established by assessing regression analysis (i.e. beta, R
square and sig in Table 3). All hypotheses were supported.
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Fig.2 provides the outcome of the hypotheses analysis.

DISCUSSION – CONCLUSIONS
The introduction of cutting – edge VR applications, provides significant opportunities to DMOs in
generating awareness, interest and appeal in the destination they feature. The study sought to investigate the effect
of value co-creation of virtual experience on tourists’ behavior and destination image. The current study makes a
clear contribution to the body of knowledge related to value co- creation on a virtual context in the field of tourism.
Based on the empirical findings, the study offers specific theoretical and practical implications, which are provides
below.
Theoretical implications
From a theoretical perspective, the study empirically illustrates the potential of the latest VR experiences
as effective destination marketing tools. This study contributes by advancing a conceptualization of the role of
value co-creation of virtual experience in influencing tourists’ behavior and destination image. Moreover, it
expands the notions of PVA and EI and investigates their effect on value co-creation of a virtual experience. Based
on the research of Buonincontri et al. (2017), this study confirms the positive effect of virtual experiences on
tourists’ behavior. Also, it is one of the first studies that highlight the connection between value co-creation on a
VR context with destination image, confirming previous study by Hyun & O’Keefe (2012), which showed that
telepresence affect destination image. Overall, this study provides a theoretical contribution combining previous
findings on VR in tourism from the streams of experiential marketing and destination image formation, providing a
conceptual model of value co-creation in a VR setting.
Managerial implications
This study offers a roadmap for designing and managing successful virtual experiences. The findings from
this study can provide DMOs evidence of the important role of virtual experience co- creation, which will assist in
making tourists more satisfied, happier and increase their level of expenditure. This study also provides empirical
evidence on the importance of tourists directly interacting with tourism service providers at the destination and
actively participating with them during the experience. Courtesy, clear instructions, a pleasant and cooperative
atmosphere from the staff, have a strong impact on the subsequent behavior of the tourists. It is also particularly
important for tourists to feel part of the experience, to feel that they have been actively involved in the creation of
the experience, rather than passively engaged in it. Successful virtual experiences have a positive impact on
tourists’ satisfaction, level of expenditure and happiness, and their tendency to re-visit the destination and
recommend the destination to relatives / friends. This result provides significant evidence for the proper use of
technology in creating successful experiences. The findings of this study showed that DMOs and other actors in the
smart tourism ecosystem should pay particular attention first to the successful visual aspect of the virtual
experience, and then to the emotional aspect. Last but not least, the results of this study showed the positive effect
of value co-creation of virtual experience on destination image, giving DMOs a wide range of possibilities of how
to use virtual reality to influence the image of a destination.
LIMITATIONS – FURTHER RESEARCH
The results of the study are subject to several limitations. First, the study considers only a single virtual
tourism site, and thus, results cannot be generalized. The effect of value co-creation of virtual experiences should
be investigated in a broader and varied number of real and virtual tourism sites. Another limitation concerns the
composition of the sample; more than half comprised of Greek tourists. The research took place in Greek and
English language only, and thus, there is a need to consider a more varied sample in relation to nationality and
different cultures of visitors. Tourists were already on the tourism site, and so we were not able to study their
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behavior in the phase before and after the trip, which could be further explored. Last but not least, given the
explanatory nature of this study, the emerging nature of VR technology, and the limited number of previous studies
on its role as a marketing tool for tourism sites, additional aspects of tourists’ behavior and destination image could
be considered. Future research should explore the possible mediating effect of destination image between value cocreation and tourists’ behavior and behavioral intentions, or the possible mediating effect of value co-creation
between PVA – EI and tourists’ behavior and behavioral intentions.
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ABSTRACT
As it relates to intangible heritage, Cultural Tourism has become an interesting and growing development
opportunity for territories, transforming the identity of a society into a generator of economic resources and thus
enabling the promotion and dissemination of knowledge about a location (Herrero et al., 2004). This paper
explores the contribution of performing arts festivals to sustainable tourism local development. To do so the article
critically reviews relevant literature published in academic journals and other sources, highlighting the managerial
practices generated from a strategic planning and decision-making framework that can be used effectively in order
to create the conditions for a holistic sustainable cultural tourism. The article begins with a description of the trends
on tourism research and practice, and more specifically on the attention that cultural tourism and tourists’ behavior
has drawn both through research as well as through actual best practices from the performing arts events industry.
Although there is lack of adequate research and applied methodologies in the measures that can be used in order to
evaluate sustainability in tourism, not to mention in Performing Arts Festivals, the article attempts to describe a
balanced approach where economic, environmental and social impacts are monitored. At the same time, although
the number of festivals has grown significantly, throughout the years, many of them are unsophisticated from a
managerial standpoint (Getz & Frisby, 1989). Thus, the article concludes by highlighting the importance of
applying all the steps of a Strategic Plan, drawing on standard business practices and adjusting its key elements in
the needs of a Cultural Tourism Event in order to support the goal of sustainable development.
Keywords #: cultural tourism sustainability, performing arts events strategy, experiential tourism,
festivals management, destination marketing
INTRODUCTION
This paper explores the contribution of performing arts festivals in Sustainable Tourism Development of
local destinations, by merging knowledge across cultural tourism studies and strategic management research. The
trends on Cultural Tourism and Tourists’ behavior, the performing arts events best practices and the lack of wide
research and applied methodologies in measuring their sustainability, imposes a balanced monitoring of socioeconomic and environmental impacts. Due to the unsophistication from a managerial standpoint of many festivals
(Getz & Frisby, 1989), the article closes with the steps of a Business Strategic Plan for a Cultural Tourism Event in
order to support the goal of its holistic sustainability.
Tourism is Hot!
Tourism is well recognised for playing a key role in global economic activity. Global challenges, such as
the economic crisis, geopolitical uncertainty, terrorist attacks, natural disasters and other external shocks have
caused instability in the macro-economic and socio-political environment in many territories. Tourism ‘s however
outstanding resilience resulted in moderate year-on-year growth and drives the upcoming forecast of global
international arrivals by an average of 3.3% per year to 2030 reaching by then 1.8 billion arrivals (UNWTO, 2017).
This steady growth of global tourism for over six decades resulted mainly from the rise of globalisation and
technological advances that have led to cheaper airfares, while making it easier for people to plan and book their
own travel (OECD, 2018). However, it is also widely claimed that tourism’s sustained development will depend
upon its ability to adapt to emerging economic, social, political, environmental and technological trends. Fulfilling
tourism’s potential as an engine for sustainable and inclusive growth will require the development of sound
policies, integrated strategies, inter-ministerial structures, and mechanisms that involve the private sector and other
stakeholders in tourism governance.
Experiences as Trend in Cultural Tourism & Destination Marketing
The experience economy has expanded from consumption to marketing, education or tourism.
Experiential tourism includes among other cultural tourism and those types of tourism where activities are
environmentally sensitive, displaying respect for the culture of the host area. Experiential tourism involves active
participation, involvement, even immersion in the local community, its resources and heritage. The interlinkages
between the experiential tourism and “Slow” (Food, Travel, etc.) movement is driven by the tourists’ quest for
authenticity, for quality of the experience. One of the pleasures of slow travel is the thorough exploration of the
local area – it is like an immersion process. The increasing importance of having unique and authentic experiences
defined Cultural Tourism as the “movement of persons to cultural attractions away from the usual place of
residence, with the intention to gather new information and experiences for their culture” (ATLAS, 2009). The
main motive for travel are experiences in the performing arts; visual arts and crafts; museums and cultural centers;
historic sites and interpretive centers; cultural industries and events (Ontario Research Paper, 2009). Cultural
tourism has been reaffirmed by the UNWTO as a major element of international tourism consumption, accounting
for over 39% of tourism arrivals (Richards, 2018).
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Culture has been increasingly employed as an aspect of the tourism product and destination imaging
strategies (OECD, 2009). The link between Cultural Tourism & Destination Branding is also proved from its
definition (Ritchie & Ritchie,1998) as destination branding is “…a name, symbol, logo, word mark or other
graphic that identifies and differentiates the destination; it conveys the promise of a memorable experience that is
uniquely associated with the destination; it serves to consolidate and reinforce the recollection of pleasurable
memories of the destination experience”. So, many locations are now actively developing their tangible and
intangible cultural assets as a means of developing comparative advantages in an increasingly competitive tourism
marketplace, and to create local distinctiveness in the face of globalisation (OECD, 2009). While the challenges of
over tourism and strategies to overcome them are being analysed, there is a long discussion on defining the
relevant factors for sustainable competitiveness in a tourist destination. Branding a destination should be an
amplification of what is already there, not a fabrication. When positioning a country, the destination marketer
should never create an artificial position; its positioning should root in reality and the destination’s central truth.
(Gilmore, 2002).
Performing Arts Festivals as another tourism phenomenon
In many countries, Performing Arts is one of the Top highly productive cultural forms for a local
economy. Based on the Report for Arts Council England and the National Museums Directors’ Council, they are
one of the largest contributors to the industry’s aggregate turnover performance and by far the largest contributor to
employment in the arts and cultural industry (Cebr, 2013). With the course of time performing arts became an
integral part of societies and a prime motivator of cultural tourists. They range from vocal and instrumental music,
dance, theatre to pantomime, sung verse and beyond. Nowadays that performing arts and other festivals are a
worldwide tourism phenomenon (Chacko & Schaffer, 1993), many national governments globally and local
authorities are using these special events as key elements within regional development strategies; they provide
opportunities for tourism promotion, increased inward investment in host regions (Getz, 2007) and also help
recreate the image of a place and contribute to the extension of the tourism season. The festivals are not just a
series of events but they also provide a unique, essentially local, experience to their visitors (Hunyadi et al. 2006).
Cultural Tourism Sustainability: To measure or not to measure?
Sustainability has emerged as a popular term and has been widely viewed as a vehicle for addressing the
problems of negative tourism impacts and maintaining its long-term viability (Liu, 2003; Page and Thorn, 2002).
However, development of scientific and objective methodologies for the assessment of tourism sustainability is
necessary. Although there is a lack of guidelines for achieving sustainability in tourism (Rebollo, 2001) we could
name some elements that could enhance and evaluate its implementation. Sustainable tourism focuses on an
integrated approach (Saayman 2009) related to socio-cultural, environmental and economic impacts (Andereck
et al. 2005; Kernel 2005), so that tourists are more likely to have a satisfactory experience at the destination (Tosun
2001). Sustainable tourism management at the same time includes multi- layered concerns which need policy,
planning and management responses (Richards & Hall, 2000). This requires harmonising a host community’s
needs and wants with their visitor’s expectations (Lim & Bendle, 2012) and understand the internal stakeholders
hopes and fears, concerns and aspirations when developing a place brand. For all tourism brands, internal branding
will remain the toughest challenge of all and it must be a key cornerstone for its strategy (Vasudevan, 2008).
Richards suggests (OECD, 2009) that successful culture and tourism partnerships happen when regional leadership
supports long-term vision, positioning, partnership arrangements and innovative products. He argues (OECD,
2009): There is a need to identify more speciﬁc niche markets which have an interest in speciﬁc products in the
region. Fortunately, cultural tourism and tourists include diverse sub-categories suitable for niche market
development (Lim & Bendle, 2012).
In the case of Festivals, they have historically being serving economic objectives, whether these are
revenue generated or wider community objectives, such as employment creation and urban regeneration. They are
also influenced by wider business trends and may engage with international markets (Tikkanen, 2008) through
“exports” by attempting to attract foreign audiences to local. Although the blooming of cultural events and festivals
has proved to be an effective image building strategy (Felsenstein & Fleischer, 2003) there is also a concern on
their contribution in the sustainability of the local development (O’Sullivan & Jackson, 2002).
Recognising all these challenges the European Commission established 2018 as the European Year for
Cultural Heritage. Also the research project (Ruiz Soria & Molendowska-Ruiz, 2018) “Cultural Heritage
Innovative Audience Development Best Practices” identified twelve Best Practices from twelve European
countries providing insight into how cultural heritage can empower endogenous development, community and
territory integration, generate employment and harness entrepreneurship opportunities, as a source for
intergenerational exchange and dialogue between locals and tourists. For the current study, cases from the global
performing arts arena that have incorporated sustainability elements in order to achieve a consistency throughout
the years, are being presented.
Edinburgh – A Major Hotspot for Artistic Multicultural Events
The Edinburgh Festival as a major calendar event for the city, has developed cultural tourism and created
cultural image for all groups within the community. The city has long been world-renowned for its rich history,
culture and heritage and for hosting big international events giving it an excellent tourism infrastructure. The
economic impacts of the Edinburgh festival are considerable locally and nationally (Felsenstein & Fleischer,
2003), offering an annual injection of visitor expenditure of £125 million and 2,000 new jobs (Scottish Tourist
Board, 1992), driving cultural tourism during the last decade in increased numbers while visitors stay an average of
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8 nights in the city (Edinburgh International Festival Audience Research, 2002). The success of Edinburgh as a
festival destination as of today can be attributed to a combination of factors. The visitors go to Edinburgh either
specifically for the International Festival or its unique heritage and cultural history or use it as conferencing
destination. The events strategy for Edinburgh (Graham D. Associates, 2001) argues that ‘cities, governments and
the private sector have all invested in creating, sustaining and developing a wide range of festivals in order to reap
a number of benefits (Richards & Palmer, 2010): city quality of life improvements; creative activity; audiences’
growth; creation of partnerships; recreational and educational opportunities; socio-economic benefits; national and
international profile raising and meeting civic objectives.
Seoul – A Niche and International Commercialization of Local Productions
The case of South Korea is characteristic as a niche cultural destination well known for its theatre and
musical productions (Charles & Lawrence, 2012). Seoul Performing Arts Festival (SPAF) is one of the most
prestigious culture and arts celebration in Asia, featuring works from local and international artists in all genres
including theatre, dance, musicals, and multi-genre art. Being one of the leading performing arts festivals in Asia,
it raises great interest of the spectators and the media, both Korean and foreign, and by the artists it is recognized as
an event shaping and defining international standards in contemporary performing arts.
Asian visitor numbers during 2003–2008 increased 59% to 5.6 millions (KTO 2009b, c). The
popularisation of Korean consumer products and the fascination with South Korean culture across Asia improved
the touristic usefulness of Korean performing arts including both modern and traditionally dance, music and theatre
(Kim et al., 2007; KTO, 2008a, b, c). The KTO introduced a stimulus plan for commercialising local musical and
theatre productions, with their producers and interested travel agencies, as niche products targeting the Asian
tourism market (Korea Culture & Tourism Institute, 2008; KTO, 2009a; MCST, 2006). Due to language barriers,
these productions were developed in several innovative formats, including shows of hybrid modern dance
performances and visual theatre comedies that do not rely on spoken scripts, and shows, featuring modernised
versions of traditional Korean music, dance and folk theatre. The attendances, mainly to the overseas tourists, at
these touristic productions reached about 520,000 in 2008.
During 2009, seven productions using visual theatre techniques were playing nightly in small and medium
size venues in central Seoul. By 2010, an estimated 795,000 international visitors would attend these or similar arts
tourism productions in Seoul, a 10% yearly increase over the last decade (KTO, 2009d).
The speciﬁcity of niche markets and their desire for particular arts experiences is at the core of actions that
could strengthen the sustainability of local cultures (Charles & Lawrence, 2012). The intertwining of local culture
and culture tourism needs strategic marketing and sustainability guidelines that reﬂect local circumstances, which
can be achieved by partnering arts tourism typology with Segmentation, Targeting & Positioning (STP) marketing
(Kotler & Scheff, 1997).
What Strategy stands for in Cultural Events
For many western cities (Quinn, 2009), a key motivation in developing festival and event strategies has
been to recover from long-term economic decline, used to regenerate and orient post-production economies
towards consumption. During 21st century, disruptive technologies and accelerating rates of change shaped the
principles and practice of strategy, which has become less about plans and more about creating option of the future
and fostering strategic innovation.
A Strategic planning process (Kotler & Keller, 2009) is including certain steps (Fig. 1). In between
however there are many other elements that need to be defined so that they feed properly each stage of the selected
strategy. As described below, these are the Segmentation, Targeting & Positioning (STP) process which helps in
identifying the relevant market segments that an event needs to target with a clear value proposition; the market
research that needs to be focused on incorporating insights to feed the STP analysis; the Marketing Plan definition
during which the 4Ps (Product, Price, Place, Promotion) of an event are analyzed and formulate its identity; the
stakeholders that is, any person, group or organization that can place a claim on an organization’s attention,
resources or output, or is affected by that output (Bryson, 1988).

Fig. 1, Strategic Plan Process (Kotler & Keller, 2009)
Explaining a bit further the process:
A Mission statement is “the reason for organization’s existence” (Bryson, 1988). Hence, it has to be clear,
precise, motivating, and indicative of how to accomplish the goals.
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SWOT Analysis is a common strategic planning tool, used to evaluate the Internal (Strengths &
Weaknesses) and the External (Opportunities & Threats) environment of an organization (Bryson, 1988). It enables
an organization to understand better its current position and define its future position.
Target Audiences, selected before objectives and goals are established, should be a rich description of
their characteristics such as readiness to buy, demographics, related behaviors, psychographics, social networks,
community assets. Many studies (Nguyen and Cheung, 2014; Correia et al., 2013) have focused on the
sociodemographic profile of tourists in cultural spaces, however, issues such as the consumers’ motivations – a key
prerequisite to design and tailor cultural offerings to markets (Georgoula & Terkenli, 2018) - and subsequent levels
of satisfaction have not been studied extensively (López-Guzman et al., 2014). Target Audience definition cannot
be achieved without establishing an STP analysis (Kotler, 2003) where data regarding the Consumer Behavior are
necessary. During further research on the variables that can describe and predict audience’s behavior, the following
characteristics of the decision-making process for performing arts events can be explained: production type
(traditional, modern, etc), recognition of performing arts as a tourism product and their channels of information,
motivation, whom they are accompanied with, decision- making influences, purchasing path of tickets and
watching frequency (Lim & Bendle, 2012). Practitioners face the strategic issue of positioning their cultural offer
in innovative ways supporting the marketing trend of defining holistic positioning based on the experience of the
spectator and their interaction with the product and the venue (Mencarelli & Pulh, 2006). A product’s Positioning
is the place the product occupies in consumers’ minds relative to competing products. (Kotler & Armstrong, 2010).
An organization must decide on how it will create differentiated value proposition for targeted segments and what
positions it wants to occupy in these segments it targets.
The strategic Objectives & Goals should be SMART (Specific, Measurable, Achievable, Relevant, Timebound), so that they guide the decisions regarding marketing mix strategies, budgets and evaluation measures later
in the planning process.
After the objectives are established, the process of crafting a Strategy, the pattern of actions to achieve
those objectives, is begun. In many cases trying to give people speciﬁc reasons to visit a destination within their
interests, by providing solutions to the sustainability challenges facing local cultures (Lim & Bendle, 2012), niche
products are identified that can be sold to speciﬁc target segments (OECD,2009). Applying a strategic niche
marketing matrix, with the STP value and the audience size as main dimensions, the market is divided into four
segments (Fig.2). However, STP strategies need tailoring to their context as the products and markets are unique to
each local setting (Lim & Bendle, 2012).

Fig. 2, Source: Arts tourism in Seoul: tourist-orientated performing arts as a sustainable niche market
The Marketing Mix Strategy is the next step including the decision on the main 4Ps, which in the case
of performing arts events are affected by several variables. The Product is the Program of a Festival and its
contents is a strong motive in the decision making of visitors (Georgoula & Terkenli, 2018), depending on (Lim &
Bendle, 2012) the quality of storyline and actors’ performance as well as on the whole augmented experience of
the facilities or the quality of the service. When formulating the Pricing strategy (Ibáñez & George, 2017)
marketeers need to make sure the consumers’ perception of the value, how much they are willing to pay and their
reaction to price changes. A typical festival budget is made up of a diverse range of income sources with new
revenues and it is never reliant on a single income stream, although box office income continues to be the largest
single revenue source (BAFA, 2008). Also all type of costs - Monetary & Non-Monetary Incentives - need to be
taken into consideration. The Place is defined by whatever has to do with the access the audience has to products
and services. New technologies, such as the Internet, have and will continue to have a noticeable effect on the
distribution of cultural products, as the cultural tourist can gather the information about the product, visiting hours,
tickets etc. independently anytime (ETC, WTO, 2005). The Promotion is the communication strategy of the events
highlighting their main message, the creative strategy, the core attributes of the event along with a relevant media
strategy incorporating all the above.
During Implementation, whether the team consists of a handful of dedicated people, volunteers or a large
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army of paid staff, a human resource development strategy for recruiting, training, and rewarding (Getz &
Frisby, 1989) should be designed. At the same time, for the realization of a Cultural Strategic Plan, many different
partners are involved offering interesting opportunities for private-public partnerships (ECT, WTO, 2005). All
the involved parties should engage in comprehensive planning and operate well-defined communication channels,
pool resources jointly and share the resulting benefits, offering a major opportunity for a strategic collaboration
between nonprofit arts organizations and their partners. In this way, arts organizations better realize their own
mission and better serve their customers, their partners, and their community as a whole. This is no small
accomplishment for organizations struggling to survive as vital institutions in a rapidly changing environment
(Kotler & Scheff, 1996).
For the final stages of the Strategy it’s important to create a Monitoring and Evaluating Plan of its
Implementation. In the case of culture and arts though there are challenges to measure their holistic impact. The
concept of the Triple Bottom Line (TBL) developed by John Elkington in the 1980s (O’Sullivan et al. 2009) argues
for a balanced approach incorporating economic, social and environmental impacts to promote sustainability
through planning and management practices but this has been notoriously difficult to agree upon and achieve in the
sector (Fredline et al., 2003; Hede et al., 2003).
CONCLUSIONS
Many recognize Performing Arts Festivals as an effective strategy for host destinations to gain several
potential benefits (Grappi & Montanari, 2011). However, a whole series of steps need to be taken to develop a
successful synergy between culture and tourism, and these need an adequate strategy to be established (OECD,
2009). In the long term, regions will have to be increasingly innovative in the way in which they develop, manage
and market culture and tourism in order to develop an effective partnership between stakeholders in the two
sectors. Integrated management of tourism requires introducing governance styles and systems that involve local
authorities, the tourism sector, local associations and the residents. Local festivals have been known as a good
means to boost sustainable tourism by facilitating learning about unique cultural heritages, ethnic backgrounds, and
local customs (Lee et al., 2011; Yoon et al., 2010) supporting further the idea of experiential travelling than
tourism as we currently know it. Studies show that there can be an effective link between local cultural
sustainability and strategic market segmentation when targeting speciﬁc niche markets (Lim & Bendle,
2012). However, further research is necessary in order to understand better the impacts of festivals in an area as
well as Cultural Tourists’ behaviour and perceptions for local events. Blending business strategy and art practice
requires practitioners with interdisciplinary skills to share their expertise across these different fields.
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ABSTRACT

This paper aims to address the tourism impacts of the rise of the sharing economy in the city of Chania,
Crete. The study utilizes quantitative data to outline the tourist changes in Chania region during 2014-2018. The
main objective is to portray both short-term rentals presence and the hotel industry developments. The two types of
tourism accommodation seem not in direct competition contrariwise findings consolidate an extremely upgraded and
well-priced tourism product, positively impacting the local economy. However, serious concerns are raised regarding
the destination’s sustainability as the city experiences a serious housing crisis while local communities are worried
about the loss of local identity.

Key Words: tourism impacts, sharing economy, Airbnb, hospitality, destination management,
sustainability
LITERATURE REVIEW

During the last five years, home sharing online platforms are gradually dominating the tourist market
especially in big cities, with Airbnb pioneering the marketplace for those seeking and offering short-term housing
solutions. Founded in 2008 in San Francisco, Airbnb quickly became a global phenomenon contributing
significantly to the rise of the sharing economy as a new economic paradigm (Geron, 2013). Today, the platform
has a network of over 7 million properties in over 191 countries worldwide, covering more than 100 thousand
cities (Airbnb, 2019) reaching a market value of 31 billion dollars (Business Insider, 2019), thus exceeding the
main hotel chains, both in terms of available rooms and in terms of turnover (Statista, 2017). Airbnb operates as a
peer to peer platform that connects hosts and guests allowing private individuals to earn from short-term leases
through secure transactions, so it does not own the rooms or properties like traditional tourist hospitality operators
do.
According to Germann M. (2011), Airbnb epitomizes a “network hospitality” referring to the way in
which a new generation of travelers relies on online network systems to connect with other members offering
accommodation. The centrality given to the interpersonal meeting with the local hosts and the informality of the
accommodation represent a reaction to the homogenization resulting from the globalization (Germann M., 2011).
Originally, Airbnb positively responded to the independent travelers in search of a more personalized and more
authentic form of travel and experience but it has now broadened its range by expanding to up market properties
like designer family pool villas or high-end apartments targeting even the most demanding business travelers.
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The sharing economy phenomenon and the economic, social, and technological changes fueling its growth
have challenged the hotel industry to rethink its experiential value proposition to the customer (Mody, Suess, &
Lehto, 2017). As a result, Airbnb has been at the core of discussions in the world of hospitality and beyond, mainly
due to its potential and uncalculated impacts. According to the results from the very comprehensive study,
conducted by Zervas, G., Proserpio, D., & Byers, J. W. (2016), analyzing the effects of Airbnb on the hotel
industry, reveal that a 1% increase in Airbnb listings only decreases hotel revenue by 0.05%. Additionally, a
similar study in Korea showed that Airbnb does not affect hotel revenues at all (Choi K. H., Jung, J. H., Ryu, S. Y.,
Do Kim, S., & Yoon, S. M. 2015), while a more recent study conducted by Smith Travel Research (STR) in 13
global markets reported that Airbnb listings did not affect hotel demand and revenues (Haywood, J., Mayock, P.,
Freitag, J., Owoo, K. A., & Fiorilla, B., 2017).
Nevertheless, potential adverse economic impacts of Airbnb cannot be overlooked as it is often debated to
be negatively affecting the hotel industry as visitors are shifting their demand from hotels to Airbnb type of
accommodation. Nevertheless, it is not yet clear whether Airbnb is taking a share of the existing hotel industry
share or increasing the size of the overall accommodations industry. While there are limited studies from which to
draw definitive conclusions on the effects of Airbnb on the tourism industry, according to Mr. Chesky, Airbnb
does not directly compete with the hotel industry. He claims that Airbnb guests are not typical hotel customers, but
rather those who would have stayed with friends and family (Intelligence, 2017). Although Airbnb argues that it
brings new visitors to destinations and that 70% of its listings are outside of hotel districts, a report by Morgan
Stanley indicates that about 42% and 36% of Airbnb guests switched from hotels and bed and breakfasts
respectively, whereas only 31% of Airbnb guests represent those who would have stayed with friends and family
(Intelligence, 2017).
Undoubtably, the growth of Airbnb type of accommodation has positive economic impacts on hospitality,
tourism, business as well as local retail and services, through increased revenues and job creations according to
numerous studies. Martin C. (2016), described the sharing economy as a pathway to “a decentralized, equitable,
and sustainable economy” that creates unregulated marketplaces. Additionally, in the study of Roblek, V., Stok, Z.
M., Mesko, M.(2016) it was stated that the sharing economy can raise the quality of service, meet the needs of
guests, and increase employability. The sharing economy also enhances the destinations’ response to different peak
demands by offering alternative services (Cheng M., 2016), and it creates new opportunities for destinations
(Guttentag D., 2013).
Airbnb invites tourists to “live like a local,” implying that guests impose no additional burdens on
neighbors and communities while bringing new income to local hosts and businesses (Khadem N, 2016). Critics,
however, argue that Airbnb has enabled tourism accommodations to penetrate residential neighborhoods, which
creates conflicts between visitors and residents, displacing permanent accommodations in high-demand cities and
exacerbating affordability pressures for low-income groups (Brousseau, F., Metcalf, J., & Yu, M. 2015). A number
of fields of conflict is identified usually differing in importance from one destination to another. For example,
cruise tourists flooding the city center impose problems in one destination, while the rise of housing prices because
of increased Airbnb numbers becomes an issue of conflict. Typically, public discussion about “visitor pressure” or
“over tourism” starts with one publicly visible field of conflict (Postma, A. & Schmuecker, D 2017). In the case of
Chania, local communities and stakeholders are currently assessing their status and vulnerability to unbalanced
tourism development mostly caused by the rising housing price and the increased tourism flows in the city center.
THE CASE OF CHANIA
Chania region lies on the West of Crete and the official population of the capital, Chania, is 53,910, while
the municipality has 108,642 inhabitants (c.2011). The rich natural environment combining both mountains and
seaside as well as the prominent and famed historic and cultural characteristics of the destination, have contributed
to the development of tourism and have turned the region as one of the most popular holidays destinations of
Greece. The economy of Chania region relies both on agriculture and tourism. Tourism started in the early 1970s,
and has been developing rapidly. Nowadays the tertiary sector is becoming more and more important for the locals,
since an increasing number of them are participating in the business. Agritourism and ecotourism are forms of
tourism which are significantly developing lately.
According to the survey conducted by the Mediterranean Agronomic Institute of Chania in collaboration
with the Crete University Management Systems Laboratory and the Chania Hotels Association (Hania News,
2018), visitors in Chania highly appreciate the local hospitality, products and standard of hotels. The survey,
conducted via questionnaires and interviews from May to October 2018 at Chania Airport on 4,100 travelers who
took charter or low-cost flights, found that 95 percent said they were satisfied with the hospitality services both in
terms of hotels and service, and would return to the destination. The majority of visitors stayed at hotels with a
large number opting to stay in the future in short-term rentals (i.e. Airbnb). In the same survey, the popular “allinclusive package” of the previous decade seems to be losing ground while one in four visitors claim to prefer
staying in short term rental apartments. Finally, it is estimated that 9% of foreign tourists used the Airbnb and
similar sites to book their accommodation, a percentage slightly higher than the previous years.
Additionally, relating to data obtained from tourism surveys, the Civil Aviation Authority, Fraport Greece
(FG) and the Association of Greek Tourist Enterprises (SETΕ), the last three years arrivals of foreign tourists at
Chania airport are mainly from tour operators and low-cost airlines. The majority of the tourist flows comes from
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tour operators, who are mainly active in the high season, while an increasing and trending number of individual
tourists, arrives in Chania mainly with low cost airlines.
Undoubtably, tourism in the last decade has been experiencing a serious growth in the area of Chania
relating to the expansion of the hotel industry and the construction of 4- and 5-star hotels as well as the appearance
of low-cost airlines and the trend towards independent traveling. However, it is the development of the sharing
economy and the growth of Airbnb type of short-term accommodation, since 2013, that has been experiencing
remarkable growth in the region of Chania provoking several heated discussions and regulatory challenges due to
its wide-spread effects on the local communities and the long-established tourism industry of the area.
RESEARCH OBJECTIVES AND METHODOLOGY
The first objective of our study is to map Airbnb’s presence in the area Chania. The area of Crete and in
particular the region Chania is one of the most popular Greek destinations for Airbnb guests with nearly 9,400
active listings in September 2019. Data relating to Airbnb's activities including type of property, number of
bookings per listing, property average daily rate, property occupancy, property revenues is gathered by AirDNA,
the online company providing short term rental data & analytics. The second objective is to acquire data relating to
the hotel industry, such as types of hotel, occupancy rates and revenues, in the area of Chania by the Hellenic
Statistics Authority and the Hellenic Chamber of Hotels as well as data relating to the tourism flows by the
Hellenic Aviation and Fraport. The paper aims to fill the gap in the literature concerning the tourism impacts in the
area of Chania and to add to the literature concerning the effects of Airbnb on the traditional hotel industry.
RESEARCH FINDINGS
There is currently a shortage of information about the size, the dynamics and the characteristics of Airbnb
in the area of Chania. Unfortunately, Airbnb provides no public data concerning the use of the platform and the
impact on cities around the world. In order, to address this knowledge gap, the supply characteristics of the shortterm rentals are explored based on the monitoring of Airbnb’s development patterns. Amongst others, the analysis
is focused on investigating the number of properties available in the region, the type of properties, their occupancy
rates and the estimated income for the hosts. According to data retrieved from AirDNA on September 2019,
Chania region has astonishingly tripled its active listings from 2,892 in the second quarter of 2016 to 9,390 in
September 2019 managing to be competing the city of Athens with currently 9,122 active listings (Inside Airbnb,
2019). Property listings in the area of Crete and Chania in particular have been growing by 40% quarterly until the
second quarter of 2019. Nonetheless, Chania region appears to have a slightly higher rates in regards to daily and
yearly rates, occupancy rates and revenues.
Table 1: Vacation Rental Data Overview in Crete and Chania
Chania Region
Active Rentals
9, 390
Channels Listed
Airbnb (66%)
Homeaway (17%)
Listed on both (17%)
Average daily rate (on 08/2019)
118€
Yearly daily rate
100€
Occupancy rate (on 08/2019)
78%
Yearly occupancy rate
63%
Monthly revenue (on 08/2019)
2,092€
Yearly average revenue
1,425
Rental growth

2,892 listing in Q2 2016
9,403 until the Q2 2019

Crete
21,701
Airbnb (66%) &
Homeaway (17%)
Listed on both (17%)
103€
91€
74%
60%
1,764€
1,240
6,584 listing in Q2 2016
21,551 until the Q2 2019

Source: AirDNA (2019)
In general, it can be inferred that factors associated to the growth of Airbnb in the particular area are not
only related to the privileged geographical location but also to property the characteristics as the majority of the
properties offer air conditioning and internet while a very high percentage of 44% offer swimming pools.
Additionally, a large number of hosts boast of newly renovated properties or exceptional location such as offering
sea or mountain views, walking distance from the beach, sights, local landmarks or in the scenic alleys of Chania
Venetian Harbour. A number of more amenities and features such as private parking or sun terraces, customer
friendly rental rules, and customer reviews significantly affect the reputation and the prices of short-term rental
accommodation in the area. It also worth noting that 17% of the residences can be identified as high-end properties
since they are listed on HomeAway, a property listing channel addressing lux properties and pool villas.
Furthermore, more and more properties are being verified for their higher level of quality and style and are being
approved to join the Airbnb Plus site, currently listing 41 properties in the center of Chania.
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Table 2: Vacation Rental Amenities and Ratings in Crete and Chania (September 2019)
Crete
Chania Region
Rental size
Studio 5%
3bd 20%
Studio 5%
3bd 22%
1bd 32%
4bd 8%
1bd 30%
4bd 9%
2bd 28%
5+ 5%
2bd 28%
5+ 6%
Amenities
Airconditioning 95%
Pool 42%
Airconditioning 96% Pool 44%
Internet 93%
Washer 69%
Internet 94%
Washer 73%
Cable TV 26%
Cable TV 27%
Airbnb
Accuracy
Communication Accuracy
Communication
Rating
Value
Cleanliness
Value
Cleanliness
Location
Check In
Location
Check In
Overall Rating .55/5*
Overall Rating 4.8/5*
Source: AirDNA (2019)
Despite the ever-increasing number and quality of the short-term rental properties, the hotel capacity and
occupancy has also been steadily and simultaneously increasing. According to data retrieved from the Hellenic
Chamber of Hotels there has been a steady increase in the number of new hotels. Since 2014, the region of Chania
has amazingly added 11 new 5-star hotels, 17 new 4-star hotels and 16 new 3-star hotel raising its total hotel
capacity in guest beds from 43,366 in 2014 to 47,973 in 2018 and now offering 32 5-star hotels and 70 4-star
hotels. The area of Chania is also seriously competing the largest and most popular tourist area of Crete, Heraklion
which is also experiencing a rise in guest beds currently reaching 74,653, 41 5* hotels and 121 4* hotels.
Table 3: Hotel capacity in Chania and Heraklion 2018 vs 2014
CRETE REGION- Hotel capacity in 2018
5*
4*
3*
Regional Area

2*

Units
32
70
130
279
Guest beds
8,132
9,451
10,772
17,279
Units
41
121
110
143
Heraklion
Guest beds
19,862
30,706
9,905
9,052
Hotel capacity in 2014
Units
21
53
114
297
Chania
Guest beds
5,096
7,835
8,934
19,110
Units
31
97
97
164
Heraklion
Guest beds
16,967
24,239
9,635
11,146
Source: Hellenic Chamber of Hotels - Processing INSETE Intelligence (2019)
Chania

1*

Total

52
2,339
87
5,128

563
47,973
502
74,653

54
2,391
99
6,144

539
43,366
488
68,131

Similarly to the findings presented by AirDNA concerning the occupancy of short-term rentals reaching a
yearly 63%, the prefecture of Crete reached a record high of 65% in hotel occupancy during the last five years.
Notably, Crete has the highest occupancy in Greece followed by Ionian islands (63%), the Southern Aegean
islands (62%), and Attica (51%) in the same period according to the Hellenic Statistical Authority.
Table 4: Hotel occupancy in the Prefecture of Crete
2013
2014
2015
60,6%

62%

61,9%

2016

2017

2018

65,2%

66,8%

65%

Source: Hellenic Statistical Authority (2019)
Furthermore, statistical data acquired both from the Hellenic Aviation Authority and Fraport Greece show
that tourist flows have been considerable increasing reaching record highs in international arrivals during 2018 and
a 6,4% increase since 2017. Data acquired from the Hellenic Aviation indicated a 222% rise in the period of 19982018 relating to many different factor such as the creation of new hotel infrastucre, the increased number of charter
flights connecting more European cities, the emergence of low cost airlines and independent travelling to the rise
of the sharing economy and short term rentals of the last 5 years.
Table 5: Domestic & International Traffic development in Chania
Number of international passengers arriving by charter flights in Chania
2016
2017
2018
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Number of passengers
1.049.000
1.095.000
1.165.000
Source: Fraport Greece (2019) and Civil Aviation Authority of Chania (1998-2017)
Taking under consideration the tourism development of the last decade in Chania, employment in tourism
has also been rising in the region of Crete. It should also be noted that according to Insete Intelligence (2019), the
employees in the tourism sector are those employed in the official record category of "Provision of accommodation
and catering services". Although a portion of catering is not related to tourism, the seasonality characterizing data
on catering correlates with the seasonality of Greek tourism, and therefore justifies restaurants as part of tourism.
We also note that there are other tourism activities (e.g., transport, travel agencies) that are included in other
categories and are not included in the data of the data presented below.
Table 6: Employment in Crete Region 2010 - 2018 (in thous.)
2014
2015
Employment in Tourism as a percentage of total
14.7%
16.7%
employment in the Region
Employment in the other sectors as a percentage
85.3%
83.3%
of the total employment in the Region
Source: INSETE Intelligence (2019)

2016

2017

2018

15.9%

14.9%

15.7%

84.1%

85.1%

84.3%

In general economic terms, tourism has positive effects for the inhabitants, mainly through the money
which tourists spend for goods and services in the area turning the money into increase revenues and income for
the region. The income can be in the form of salaries, from self-employment, from company profits and from the
leasing or sale of land, buildings and flats. Indirectly, tourism revenues also contribute to the creation and
maintenance of infrastructures which in many cases can also be used by residents as this can be public transport
connections, a cultural institution, a sports park or an aquarium. In that manner, socially, tourism can lead to
desirable effects in the destination namely the encounter with others, a general stimulation and a social enrichment
and liveliness of the city (Postma, A. & Schmuecker, D, 2017).
However, serious concerns are raised regarding the tourism sustainability of Chania and the changes
affecting local communities of the city. Housing challenges are becoming increasingly common in places where
tourism is thriving as the number of short-term rentals is limiting the number of places where locals can live. The
city is currently experiencing a serious housing crisis due to the lack of long-term rentals on offer and the extreme
rise of rents. A number of local and foreign investors are choosing to venture on the market of short term rentals by
buying and professionally renovating apartments in the area of Chania. Similarly, there are also many local
families who seek to increase their household by taking advantage of their city’s tourism industry and making extra
income through rental sites and the opportunities of the sharing economy.
Unfortunately, for those less privileged, likely to be living in rented accommodation, the home sharing
platforms’ popularity are causing housing shortages and pushing rents up. The BBC (2019) reports that on many
islands as well as the case of Chania there is growing anger among students as they feel discouraged from applying
to the university because of the housing shortage. Similarly, seasonal workers in temporary postings like teachers
and doctors are discouraged from applying at local positions, not only in Chania but in many Southern Aegean
tourist destinations. If an apartment is rented as a holiday home rather than as a permanent living space, because
the owner will get a higher income, this is undoubtedly disadvantageous for the regular tenants. An assessment of
this dilemma is therefore not only possible based on short-term economic considerations, but must consider longterm and non-economic aspects. The understanding of such balancing processes and the existence of potentially
positive and negative effects of tourism is fundamental to the overall further consideration (Postma, A.
& Schmuecker, D 2017).
As far as the current regulatory framework is concerned, the Greek state has only been active lately in
terms of introducing legislation towards regulating short term accommodation rentals and is still struggling to
enforce the law in terms of collecting fines or imposing penalties for owners who do not comply to the latest
regulations. In this context, due to the growing activity of the online platforms in Greece, owners can now rent
their properties to tourists for more than 30 days or less, without having to meet requirements to acquire the
operation license issued by the Greek Tourism Organization. However, there is a 35% tax for owners when their
revenue exceeds 12,000 euros per annum which in many cases can be discouraging for home owners.
DISCUSSION & CONCLUSIONS
Initially, the research findings indicate that there is a seasonal and geographical difference on offer for
Airbnb type of accommodation and hotels and that the two types of tourism products are not in direct competition
for the case of Chania. The effect of the sharing economy on the hotel accommodation in Chania region seems to
be complementary and not substituted, as it is also stated in the research paper of Poulaki & Petraki (2018).
Additionally, quantitative data consolidates the exceptional upgrade of tourist accommodation and
services offered both through the hotel industry and the short-term rentals of the sharing economy. During the last
five years there has been a development of designer apartments and boutique hotels, in the city of Chania as well as
newly constructed 5-star resorts and newly renovated pool villas in the greater area. Implications of these changes
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contribute to an extremely well-priced and value for money tourism accommodation on offer, impacting all
consumers, not just the participants of the sharing economy. Consequently, this undoubtable upgrade of the tourist
product has also significantly enhanced the destination image and higher profile visitor attraction.
Since city tourism has been growing in the last decades, in some cases dramatically, conflicts between
tourists, tourism suppliers and inhabitants are inevitable to occur. Negative tourism impacts related to the
sustainability of the destination and the changes affecting local communities are commonly raised by the findings
as local communities are not only worried about the lack of housing but also about the increased noise, pollution
and traffic levels as well as losing the identity of their neighborhoods.
The long-term sustainability of tourism might be negatively affected by tourism impacts causing irritation,
annoyance, or anger among local residents. According to Postma et al (2017) the threshold level at which
enthusiasm and support for tourism turns into irritation could be regarded as an indicator of the edge of sustainable
development. Therefore, sustainable tourism development requires both great efforts to incorporate the input of
residents in the planning process even in established destinations, like Chania, experiencing increased volumes of
tourists, as well as to studying host community attitudes and the antecedents of residents’ reactions (Zhang, J.,
Inbakaran, J. and Jackson, M.S 2006). The participation of the population and securing/increasing the acceptance
of tourism is therefore also one of the objectives for Chania’s sustainable tourism development. To develop
tourism in a sustainable way, as Postma, A. & Schmuecker, D. (2017) summarize it in their research on the city of
Hamburg, the challenge is to bring the quality of life demands of the inhabitants (social dimension) and the qualityof-opportunity requirements of the providers (economic dimension) as far as possible into line.
As far as future research is concerned, a qualitative method could be used to interpret and draw more indepth conclusions on the perceptions of local residents and tourism stakeholders on the impacts of the sharing
economy in the city. Finally, as this is a relevantly recent tourism phenomenon this research paper aims to
contribute to knowledge useful for research and academic purposes as well as to local and national authorities,
responsible for city planning, sustainability and regulation, issues that must be promptly addressed.
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11. SHARING ECONOMY IN TOURISM: THE STATE OF THE ART
Ruggero Sainaghi
Università IULM
ABSTRACT
The “sharing” phenomenon has been described as the hottest current trend for H&T, and the travel
industry is considered a strategic frontier from which to observe the functioning of the sharing economy (SE).
However, the academic literature on this phenomenon is fragmented and in its initial stages. The review conducted
by Cheng (2016a) included 66 papers, but only ten specifically refer to the H&T industry. However, the SE is
attracting increasing academic attention, and the number of published papers in leading H&T journals is booming.
Now is an appropriate time to take stock of the research generated in the last years. This paper introduces
a demand and supply perspective, with the aim of illustrating the state of the research in this field, and developing
an agenda for future research. This being so, the two research questions (RQs) guiding this literature review have
been outlined, as follows:
RQ 1. What is the state of literature investigating P2P platforms?
RQ 2. What are some promising future research areas concerning P2P platforms? 15
Figure 1 proposes a research framework for the present paper to explore the state of the P2P H&T
literature.
Figure 1. The research model

The basic idea behind Figure 1 is to consider P2P platforms as intermediaries, and to this end, three basic
actors are presented: i) online platforms (coded 1_P2P); ii) travelers (2_CL); and iii) hosts (3_HOS), which usually
includes renters in non-commercial platforms. Four main research streams can be identified: the demand-side
(2_CL) introduces some analyses of travelers such as segmentations, motivations, and consumer behaviors. The
supply perspective (3_HOS) develops classical topics such as the analysis of supply attributes, pricing strategies,
and the motivation behind the decision to share. Guests and hosts have many interactions before, during and after
trips, and the relationships among these actors are a key characteristics of the SE, and constitute a promising
research area (4_REL). The presence of an online intermediary (1_P2P) requires understanding the functioning of
these accommodation platforms and studying their business models. The left part of the proposed framework
focuses on the effects or impacts of hosts. Three main potential stakeholders have been identified: the traditional
hotels industry (5_Ec_IMP), local destinations (6_Soc_IMP), and the government (7_Regul_IMP). Finally, some
articles adopt a holistic approach, considering all (or the main) elements involved in P2P rentals (8_SHAR). 36
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ABSTRACT
Operating in the hotel industry is widely acknowledged to be very competitive and demanding. Quality
0management is the cornerstone for hotels to ensure and maintain long-term success, while innovation attracts new
customers, improves customer loyalty and allows the firm to utilize new management methods and systems.
Although quality and innovation are both mentioned in the hospitality and hotel literature as key factors for
achieving customer satisfaction, improved performance and great competitive advantage, they are not examined
together. The main purpose is to create a framework and formulate some propositions that will be the foundation
for exploring how these two strategies are interrelated and what effect their parallel implementation may have on
hotel performance.
Key Words: innovation, quality management, hospitality and hotel industry
INTRODUCTION
Nowadays, hotels do not provide just lodging services. They usually offer more services that add value to
the accommodation experience, like reception, food, room service, events, swimming pools, gardens, sport courts
etc. All these services are based on specific firm operations consisted of processes that need constant improvement.
Innovation is generally accepted as a critical factor for achieving high and long-lasting competitiveness
(Leavengood et al., 2014); efficiency (Gunday et al., 2011); stability and profitability (Ottenbacher, 2007; Gunday
et al., 2011). However, trying just to innovate without establishing the appropriate organizational structure will
probably not induce the optimal outcomes (Antunes et al., 2007).
There are both internal and external barriers that can hinder innovation, such as resistance to changes, lack
of employee empowerment, the inadequate leadership, the poor employee motivation to be creative, the
“embryonic state” of hotel marketing and the lack of resources and competencies needed for establishing coherent
growth strategies (Mattsson and Orfila-Sintes, 2014). Another deterrent is the high cost that is originated from the
investments that should be done. Other factors that may hinder innovation are the scarcity of technical support, the
unprofessionalism of entrepreneurs, the discouraging attitude of locals towards innovation, bureaucracy,
environmental issues, politics, limited usage of information technologies in the innovation process, overhierarchical structures, high risk and uncertainty (Rodriguez et al., 2014).
Organizations need quality practices to overcome the barriers to innovation (Pekovic and Galia, 2009).
Quality management tools can help a firm to create the appropriate conditions for innovation development, oversee
and instigate the innovation procedure, develop the content of innovation and utilize innovations in the main
organizational processes (Bossink, 2002). The combination of innovation and quality is considered by many
authors to be the best way to gain competitive advantage in this industry (Souto, 2015; Nicolau and Santa-Maria,
2013). Thus, combining quality management and innovation development might be the fortunate management
system needed in the hotel sector to achieve success.
Hospitality and tourism in general have certain characteristics and unique structure that differentiate it
from the other service sectors (Gomezelj, 2016). Considering that the hotel sector is the main subcategory of the
hospitality industry they share the same characteristics. The services offered by the hotel firms are basically alike
and can be easily replaced by others (Chen, 2017). They are also heterogeneous, inseparable, perishable, they can’t
be stored (Camison and Monfort-Mir, 2012; Nieves et al., 2014); they have both tangibles and intangibles elements
which are interrelated (Souto, 2015); they can be used the moment they are produced, they can’t be tested in
advance, they are usually a combination of a variety of products and services from different suppliers and they are
almost never the same for all customers (Gomezelj, 2016). Additionally, the competition is not geographically
limited and the experience can't be repeated the same way (Souto, 2015).
It is obvious, that continuous improvement in this context is more complicated than in the manufacturing
industry and totally different from other service sectors. Thus, existing theories about innovation implementation in
other industries might be helpful, but according to all those facts mentioned above the hospitality and hotel firms
can’t fully adopt practices from manufacturing or other service firms. Theory-based and industry-oriented
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frameworks for service innovation are needed, because it is still not understood which environmental contexts are
important in creating new services (Chae, 2012). Innovation in the hospitality sector is generally understudied
(Orfila-Sintes and Mattsson, 2009; Tajeddini, 2010). Especially for the hotel sector many studies mentioned the
scarcity of research on that issue, despite the importance of developing such activities in this sector (Nieves et al.,
2014). Thus, this paper aims to create a framework and formulate some propositions that will be the foundation for
exploring how these two strategies are interrelated and what effect their parallel implementation may have on hotel
performance.
METHODOLOGY
The research conducted in order to achieve the above aim consisted of two phases: (1) a literature review
to gather all relevant information and data and (2) a careful analysis and processing of the information that was
gathered. The first phase started by setting the main pillars under study. The next step included searching and
selecting the related papers and journals from online databases. A keyword-based search was implemented using
electronic databases and library services. The papers were either downloaded from the “Emerald”, “Elsevier”,
Springer”, “Science Direct”, “Scopus” and “Tailor and Francis” databases, or directly requested from their authors
via “Research Gate”. The search yielded over 250 papers, based on abstracts and keywords. The full text of the
papers was then reviewed in order to eliminate those articles that were not related to this paper’s subject.
Considering that this study is oriented toward a specific sector, besides all other papers that were chosen,
a systematic literature review was conducted in journals specialized on tourism and hospitality. These journals
were “Tourism Management”, “Annals of Tourism Research”, “Cornell Hospitality Quarterly” and “International
Journal of Hospitality Management”, which are among the 10 top ranked journals in this sector. The keywords
used alone or in combination to search for articles were: quality management, service quality, innovation, service
innovation, performance, tourism, hospitality and hotel industry. No paper was found to combine all three areas of
interest (quality management, innovation and hospitality or hotel sector). Instead, papers were selected from either
one or combinations of two of these areas. The information that responded to the research’s goal was carefully
organized, in order to create the conceptual framework that presents how quality management is related to
innovation, and how their combination can affect hotel performance.
LITERATURE REVIEW
There are authors supporting the aspect that innovation and quality management have many similar
practices and enablers (Gkana and Gotzamani, 2018), and that quality management can strategically support the
management of innovation (Palm et al., 2014), for example through benchmarking, quality teams and customer
orientation (Bossink, 2002). Quality management practices adopted in innovation activities facilitate a total
organizational upgrade in terms of understanding the customers' needs, minimizing time and cost losses in new
product development and eliminating not valuable activities (Kim et al., 2012).
Quality represents the organization’s struggle to optimize their existing strategy and processes, while
innovation refers to new value propositions in terms of products/services, processes, etc. (Dervitsiotis, 2010). In
other words “innovation is about creating new values while quality management is about constantly delivering
these values” (Palm et al., 2014: 35). Quality and innovation can be combined only by companies that have
embrace quality practices which will create a “fertile environment for innovation”, as quality “embodies principles
that are congruent with innovation” (Pekovic and Galia, 2009: 831). This denotes that innovation and quality
management can be implemented in parallel, but it is imperative to determine “where quality management and
innovation management strengthen or hinder each other” (Palm et al., 2014: 44).
Innovation
Innovations can be regarded as “the renewal and enlargement of the range of products and services and
the associated markets; the establishment of new methods of production, supply and distribution; the introduction
of changes in management, work organization and the working conditions of the workforce” (Camison and
Monfort-Mir; 2012: 777). Another definition is that “innovations are the outcome of the innovation process, which
can be defined as the combined activities leading to new, marketable products and services and/or new production
and delivery systems” (Chen, 2017: 476). The most broadly accepted definition is that of OECD who defined
innovation in the Oslo Manual (2005: 46) as “the implementation of a new or significantly improved product (good
or service), or process, a new marketing method, or a new organizational method in business practice, workplace
organization or external relations”. All innovation definitions have one thing in common which is the meaning of
newness.
Although researchers have proposed different categorizations for tourism innovation types, there is still no
unanimous agreement about which categorization is the most appropriate. In the literature, authors used different
categorization pattern for examining innovation in the hotel industry. Hjalager (2002) used architectural, niche,
revolutionary and regular innovation in her study. Jacob et al. (2003) distinguished tourism innovation into
product, process, commercialization and delivery processes, internal, external, and market innovation. Another
categorization they used in the same study based on the innovation’s activity was that of technological and nontechnological innovation. Another popular categorization is that measuring the innovation's novelty, namely radical
and incremental innovation (Nicolau and Santa-Maria, 2013; Souto, 2015). Hjalager (2010) distinguished
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innovation in tourism into five categories: product/service, process, managerial, marketing and institutional
innovation. OECD introduced in Oslo Manual (2005) four types of innovation: product, process, organizational
and marketing. All the aforementioned innovation categorizations and many more have been used in researches
about tourism, hospitality and/or hotel firms. Following the example of Nieves et al. (2014) this paper’s authors
chose to adopt the OECD’S categorization.
Product innovation can be defined as the “introduction of a good or service that is new or significantly
improved with respect to its characteristics or intended uses” (Oslo Manual, 2005: 48). Other improvements can be
done in terms of the product’s technical specifications, incorporated software or other immaterial components or
user friendliness (Orfila-Sintes and Mattsson, 2009). It includes both goods and services (Gunday et al., 2011) and
refers to any changes that can be directly observed by the customers on the actual product and service offered
(Hjalager, 2010). Moreover, it includes “significant improvements in technical specifications, components and
materials, incorporated software, user friendliness or other functional characteristics” (Oslo Manual, 2005: 48).
Process innovation is “the implementation of a new or significantly improved production or delivery
method” (Oslo Manual, 2005: 49). It is basically related to any procedure that is running backstage (Hjalager,
2010) and includes every kind of changes in respect of techniques, equipment and software (Gunday et al., 2011).
It is related to new technologies development or finding new ways to use the current technologies (Souto, 2015).
This type of innovation is brings upon productivity and product quality enhancement (Nicolau and Santa-Maria,
2013), thus it is more about cost-saving practices (Nicolau and Santa-Maria, 2013; Oslo Manual, 2005), increasing
quality (Gunday et al., 2011) and delivering new or enhanced products (Oslo Manual, 2005).
Organizational innovation refers to “the implementation of a new organizational method in the firm’s
business practices, workplace organization or external relations” (Oslo Manual, 2005: 51). It is related to utilizing
new management methods and systems (Camison and Monfort-Mir, 2012; Souto, 2015) and external relations
(Nieves et al., 2014). Its major goal is to increase an organization’s performance “by reducing administrative costs
or transaction costs, improving workplace satisfaction and thus labor productivity, gaining access to non-tradable
assets (such as non-codified external knowledge) or reducing costs of supplies” (Oslo Manual, 2005: 51). Through
organizational innovation organizational practices are improved, which are associated to “administrative efforts
aimed at renewing the organizational routines, procedures, mechanisms or systems and promoting teamwork,
information sharing, coordination, cooperation, collaboration, learning and innovativeness” (Nicolau and SantaMaria, 2013: 73).
Marketing innovation is “the implementation of a new marketing method involving significant changes in
product design or packaging, product placement, product promotion and pricing” (Oslo Manual, 2005: 49). It is
about using new commercial methods that influence the way a product is designed, promoted, distributed and
priced (Camison and Monfort-Mir, 2012). It includes finding new market segments, developing loyalty programs,
applying CRM, devising new pricing methods etc (Nicolau and Santa-Maria, 2013). It provides the opportunity for
differentiation, improves firm’s profitability and marketing performance, encourages product innovation and aids
product and process innovations’ accomplishments (Nieves and Diaz-Meneses, 2016).
Quality Management
Quality management is about improving all internal processes and the quality of the services provided,
which implies better overall business performance, customer and employee satisfaction (Alvarez-Garcia et al.,
2017) and improved stakeholders’ satisfaction, operational results, efficiency, hotel image and differentiation
ability (Molina-Azorin et al., 2015). It is a fact that no organization has the luxury to ignore. According to the
literature, the quality management practices that are mostly adopted from the hotel firms are the following:
Customer orientation: Customer orientation refers to “a set of beliefs that puts the customer’s interest
first, while not excluding those of all other stakeholders such as owners, managers, and employees, in order to
develop a long-term profitable enterprise” (Grissemann et al., 2013: 349). The hotel industry is customer-driven,
thus creating close links with the customers by ensuring their satisfaction during the whole experience provided is
very important (Wang et al., 2016). Sustaining high quality requires meeting and exceeding customers’
expectations (Antunes et al., 2007), along with being capable to adapt to their constantly changing needs (Antony,
2015) and to respond quickly in order to provide superior customer value (Grissemann et al., 2013). Superior
customer value can be created in hotels through service innovation (Horng et al., 2018). Successful innovation with
less risks and fear of failure can be achieved only by knowing and understanding the customers’ preferences
(Grissemann et al., 2013). In terms of hotel innovation, Ottenbacher (2007) showed that understanding and
responding to the market’s and customers’ demands is the most significant factor. Nonetheless, Tajeddini (2010)
found that customer orientation is not directly linked to innovativeness in the hospitality context. Accordingly,
Orfila-Sintes et al. (2005) found that customer loyalty is not empirically related to innovation. This may happen
because most of the times customers are not very imaginative and tend to think more conservatively. Based on the
literature mentioned above the following proposition is developed:
Proposition 1: Customer orientation has a positive impact on innovation in the hotel industry
Human Resources Management: According to the quality management principles human resources
department is accountable for the employees’ recruitment and selection; training and development; satisfaction,
empowerment and commitment; teamwork and cooperation; and, evaluation, recognition and rewarding. In this
sector most businesses own or have access to the same “hardware”, which makes the employees responsible for
differentiating each firm from its competitors (Ottenbacher, 2007). Wong and Pang (2003) found that open policy;
support and motivation from the top; recognition; training and development; and autonomy and flexibility are the
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five factors that can increase the hotel personnel’s creativity, which is interrelated to innovation (Martinez-Roman
et al., 2015), as innovation is triggered by creative ideas (Wang et al., 2014). Moreover, hotel employees play the
most crucial role in new service development (Ottenbacher and Gnoth, 2005) and in the whole innovation process,
as they are valuable knowledge sources (Hjalager, 2002). On the other hand, other studies support that working in
teams might hinder the employees’ individual ability to innovation (Waqas Raja and Wei, 2015), the employees’
individual creativity (Santo-Vijande and Alvarez-Gonzalez, 2007) and new service development (Monica Hu et al.,
2009). Moreover, Martinez-Ros and Orfila Sintes (2012) showed that not all training techniques are equally
effective for innovation decision and intensity. This paper’s authors expect that human resources management can
affect positively innovation development in the hotel sector:
Proposition 2: Human resources management has a positive impact on innovation in the hotel sector
Collaboration: Collaboration refers to establishing relationships with members of the value-creation
network in forms of outsourcing, alliances, partnerships and joint ventures (FitzPatrick et al., 2013). Through
collaboration a company can share existing knowledge, improve its resources and respond promptly to changes in
the global market (FitzPatrick et al., 2013). Tourism and hospitality firms can be benefited by interacting and
cooperating with external partners, such as suppliers; competitors; universities; research institutes; public
institutions; vocational training institutions; travel agencies; tour operators etc. (Nieves et al., 2014; Hjalager,
2010). Collaborating with customers is equally (Zach, 2016) or, according to Martinez-Roman et al. (2015), more
important than this with suppliers, as the customers are the best source to collect information about their
preferences and expectations (Divisekera and Nguyen, 2018). Collaborating with external organizations enables
them to share knowledge, experiences and resources like technology, money, staff, infrastructure etc., all of which
are definitely very significant when pursuing innovative activities (Divisekera and Nguyen, 2018). Success in
service innovation requires the integration of customers, employees, suppliers and partners in the process.
Suppliers in particular, play a crucial role in the hotel sector as the majority of the innovations implemented are
developed by others (Souto, 2015). However, Politis et al. (2009) proved that suppliers/partners results are the less
important for hotel managers, as suppliers/partners in this sector contribute only by providing high quality products
and they are not involved in the strategic planning development. Based on the literature mentioned above the
following proposition is formulated:
Proposition 3: Collaboration with external patners has a positive impact on innovation in the hotel
industry
Management: Management is basically related to all organization’s daily routines. Although quality is
everyone’s responsibility, top management should set the example for the whole company (Antony, 2015).
Management seems also to be one of the most important enablers of developing innovation culture in an
organization (Gu et al., 2017; Dervitsiotis, 2011), as it is responsible for developing the appropriate leadership,
encouraging the employees to be creative, creating a talented and well-trained pool of employees, motivating for
“out of the box thinking” and involvement in networks, that may boost innovative thinking (Dervitsiotis, 2011).
Hotels can be managed by the owners themselves, rented to others, run by professional executives, being part of a
chain or being bought from a franchise business (Orfila-Sintes et al., 2005). Considering the turbulent and complex
environment of the hotel industry, successful hospitality managers should have the ability to manage quality,
handle the risk and uncertainty, determine organizational differences, adapting quickly by all means, acquire new
knowledge, manage change and foster innovation behaviors (Martinez-Ros and Orfila-Sintes, 2012). Hotel
managers should encourage a climate and develop structures in favor of innovation, foster the personnel to be
innovative and award them for their novel ideas (Grissemann et al., 2013; Wong and Pang, 2003). According to
Orfila-Sintes’s (2005) paper, different management pattern affects innovation in a different way. Based on the
literature mentioned above the following proposition is developed:
Proposition 4: Management has a positive impact on innovation in the hotel industry
Leadership: Leadership is key factor for applying the “principles of quality management” (Alvarez-Garcia
et al., 2017); enabling and fostering knowledge exchange and developing new services (Zach, 2016); establishing
and maintaining long-lasting interorganizational relationships (Zach, 2016); managing the personnel and encourage
learning (Alvarez-Garcia et al., 2017); spreading the quality philosophy to the employees, creating the appropriate
environment for free and open communication, promoting creativity, innovation and continual improvement,
motivating and inspiring the employees, developing challenging goals and creating quality improvement projects
(Antony, 2015). Leaders are those who determine the service innovations that should be developed. Innovation
occurs from individuals with leadership qualities, problem solving skills and capabilities to lead a project
(Ottenbacher and Gnoth, 2005). Top hotel leadership is responsible for supporting all members’ innovative
intentions (Gu et al., 2017) and creating innovations that fit in the organization’s structure (Zach, 2016). However,
Gu et al. (2017) found that leadership has no direct effect on innovative behavior. Considering all the above, the
following proposition is formulated.
Proposition 5: Leadership has a positive impact on the hotel industry
Organizational learning: Organizational learning procedure is about obtaining new information and
knowledge, diffusing this information among the employees, transforming the information into knowledge and
storing this for future exploitation (Jimenez-Jimenez and Sanz-Valle, 2011). Learning organizations focus on five
activities, which are solving problems in a systematic approach, being willing to try new approaches, learning from
their own experiences, benchmarking others best practices and learning from them and transferring knowledge
throughout the organization (Antony, 2015). Firms who are learning-oriented usually track on the technological
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changes which will consequently lead in being innovative themselves and observe the oncoming market
opportunities aiming to respond immediately to their customers’ expectations (Fraj et al., 2015). Learning and
innovation are interrelated as learning is about creating new knowledge which is critical for the innovation process
(Nieves and Diaz-Meneses, 2016). Rhee et al. (2010) found that learning orientation has a positive impact on the
firm’s propensity for innovation and in turn this propensity influences positively performance. Jimenez-Jimenez
and Sanz-Valle (2011) found that organizational learning seems to have greater effect on innovation than on
performance, which insinuates that organizational learning affects performance basically by facilitating innovation.
Thus, the following proposition is developed.
Proposition 6: Organizational learning has a positive impact on innovation in the hotel sector
Knowledge management: Knowledge can’t be imitated, which makes it a very valuable asset for every
organization (Nieves and Diaz-Meneses, 2016). It is embedded in “minds of individuals, in routines, processes or
organizational structures, or in social relationships created with external firms and institutions” (Nieves et al.,
2014: 66). Hotels usually create knowledge based on their own operations or acquire knowledge from the market
or other external sources (Souto, 2015). The innovation process includes a combination of internal and external
knowledge (Martinez-Ros and Orfila-Sintes, 2012). Thus, availability, quality and value of information are
essential for the initial stages of developing innovation. However, having access to redundant knowledge isn’t
necessary salutary as it may cause knowledge overlap which will in turn influence the firm’s ability to generate a
new idea (Zach and Hill, 2017). Having access to diverse, complementary and heterogeneous knowledge is more
useful for the generation of innovation than receiving abundant information from cluster members and product
alliances (Zach and Hill, 2017). Hence, the ability to acquire, assimilate, absorb and utilize external knowledge is
very important for the innovation process. At the same time, innovations based on external knowledge can be more
easily imitated as competitors may have the same access to the same knowledge (Souto, 2015). Based on the
literature mentioned above the following proposition is formulated:
Proposition 7: Knowledge management has a positive impact on innovation in the hotel sector
ICT use: The last decades, ICT (Information and Communication Technology) and digital media have
changed the hospitality industry, as most transactions in this industry are done through web services. In the
hospitality sector technology is more like an ally than just a tool, as it supports all processes in a hospitality
business. Using ICT enhances a tourism firm’s internal and external communications, marketing, online sales,
operations, processes, information diffusion and customers’ management (Divisekera and Nguyen, 2018).
Moreover, ICTs allow the development of new services, the refinement of the currently offered services (OrfilaSintes and Mattsson, 2009); the re-engineering of a company’s internal structure and the development of ebusiness (Stamboulis and Skayannis, 2003). ICTs have a consequential role in developing innovation activities in
the lodging companies, because they allow them to communicate with the customers and provide them the
necessary information; meet the majority’s demands; and, acquire and exploit the requisite information for
improving business performance (Orfila-Sintes et al., 2005). Thus, the following proposition is formulated:
Proposition 8: ICT has a positive impact on innovation in the hotel sector
Hotel performance
The hotel performance determinants are still understudied. For many years, performance was measured
only with performance indicators without considering the hotel’s productivity, or the other variables that affect the
hotel’s performance (Oliveira et al., 2013). According to Peng et al. (2015) the most used indicators for evaluating
hotel performance are revenues, ratios, stock performance, accounting profitability, room revenue per available
room (RevPAR), occupancy rate, average daily rate (ADR), guest numbers and nights spent, while Sainaghi et al.
(2017) support that the most common used metrics for hotel performance are occupancy, average room rate
(ARR), revenue per available room (RevPar), total revenue per available room (TrevPar), and gross operating
profit per available room (GOPPAR). Moreover, Mattsson and Orfila-Sintes (2014) showed that the additional
services result in non-increasing profitability, probably due to the extra costs that the investment entails, which
affect negatively the short-term hotel profits. Other metrics can be related to impacts that tourism activities can
have on the environment such as low carbon, green practices, ethical climate, CSR, ecotourism etc., or to web
performance, online customer reviews, e-commerce success etc. (Sainaghi et al., 2017).
One of the most significant determinants of organizational performance is innovation (Nicolau and SantaMaria, 2013). However, not all innovations are implemented in order to enhance performance. In some cases,
innovations are developed because they are useful in different ways (Orfila-Sintes and Mattsson, 2009). These
innovations’ impacts are difficult to measure (Orfila-Sintes and Mattsson, 2009). New services are commonly
evaluated with financial performance measures like sales volume and market share (Ottenbacher and Gnoth, 2005).
Hospitality firms’ performance can be also measured with non-financial indicators like better corporate image,
customer satisfaction, customer loyalty, employee satisfaction and ability to attract new customers (Ottenbacher,
2007). In this paper Ottenbacher’s (2007) approach is used, who measured hotel innovation using market
performance, financial performance, employees and customer relationship enhancement.
Considering the literature mentioned above we propose the following:
Proposition 9: Quality management has a positive impact on innovation in the hotel industry
Based on the aforementioned literature the following framework is proposed:
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Figure 1. Conceptual framework
DISCUSSION
In the hospitality context the innovation success rate is rather low. Probably due to the riskiness it entails,
the bad planning and execution of the innovation procedure, the difficulty to conform to the changes and the fear of
the uncertainty that comes with innovation. Hotel innovation enables the company to develop new services aiming
to quality improvement; customer satisfaction; and market share, sales and profit increase. Without innovation
tourism firms may not be able to confront the constantly increasing competition. However, being innovative
doesn’t insure success. From the new introduced services in the hospitality industry, almost 40% fail (Ottenbacher,
2007), most likely because the firms lack the knowledge about what needs to be done for successful innovations.
Innovation in the hotel sector is still considered a new topic, with little evidence and confirmed knowledge. Hotel
management is looking for guidance to achieve sustainable competitive position as they need better insights about
the critical determinants that can lead innovation to higher performance. The lack of empirical studies about
success and failure determinants in developing new and innovative hotel services forces the hotel managers to rely
on speculations and their own limited experience. Thus, more researches on hotel innovation are needed in order to
inform the hotel managers about how they can be innovative and make them feel more confident about their own
innovative abilities.
It is generally accepted that both quality and innovation strategies can lead to competitive advantage.
Although quality management and innovation are interconnected and should not be treated separately combining
both quality and innovation is an extra challenge for organizations regardless the industry they operate in. Thus,
this paper introduces a framework that integrates quality management with innovation aiming to explore how hotel
performance will be affected. To the best of the authors’ knowledge, this is the first to examine these relationships
in the hotel context. Empirical investigation is required to validate and test the propositions formulated in this
paper.
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ABSTRACT
The purpose of this study was to understand the factors that prevent managers’ tacit knowledge utilization
in independent hotels and its impact on hotel operations. Qualitative research inquiry in the form of a descriptive
case study was conducted and a total of 64 managers in independent hotel were face-to-face interviewed. The
purpose was to provide insights into the factors that prevent managers’ tacit knowledge utilization and their impact
at an operational level. Identified factors included: (a) knowledge issues, (b) employee issues, (c) training and
learning issues, and (d) organizational issues. The identified factors affect seriously the operating and service
quality standards in independent hotels, by stopping any efforts to: (a) utilize employees’ practical intelligence, (b)
benchmark the expert-to-peer tacit knowledge exchange process, (c) design training and learning infrastructure, (d)
connect tacit knowledge utilization with HRM functions and operating standards, and (e) enhance operating
standards with employees’ empathy. Understanding the lack of any knowledge management programs or
initiatives, within independent hotels, an action agenda was considered important in supporting any knowledge
sharing and use actions. An action agenda should be crafted based on operating priorities and be related to the
weaknesses and the problems identified in the hotel service delivery process, impeding service quality and
productivity standards. The purposely and carefully targeted action agenda should take place in a way so as to
manage internal operating pressures to meet productivity and service quality standards, thus, to secure the
consistency of the hotel service delivery process. Thus, practicing and learning communities could be developed
from this approach by linking the actual hotel service delivery process and the operating standards with particular
and innovative employees’ professional learning and development. Consequently, independent hotel managers
should link the prevention of tacit knowledge to the organization’s cost savings or profitability in order to attract
the interest of independent hotel investors. As a result, the balance between organizational profitability and guests’
satisfaction could be improved even more in independent hotels.
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ABSTRACT
Expectation that the peace agreement between Israel and Jordan would lead to warm and neighbourly
relations which are based on coexistence, acceptance of the other, and mutual cooperative endeavours have failed
to materialize. Unfortunately, the Jordanian-Israeli peace process failed to produce good or friendly relations and
remained "cold". Therefore, when the Minister of Interior, Silvan Shalom, approved a plan allowingEilat hotels to
recruit Jordanians from Aqaba into the hospitality industry it raised many questionslikeare both sides of the
boarder able to overcome the challenges and barriers of religion, culture, nationality and professional standards?
This paper aims to depict the difficulties alongside the satisfactory results of this interesting endeavor.
Key words: Peace, Hospitality, Human Resources, Multicultural workforce.
INTRODUCTION
Notably, the peace-building process between Israel and Jordan did not manifest in the way it was
envisioned. In practice, despite hopes and aspiration, the peace between the nations has remained “cold” (Sütalan,
2015; Sallam & Winter, 2017).Yet, unlike the Egyptian-Israeli peace treaty, the treaty between Israel and Jordan
does reflect aspects of normalization. Mechanisms for neighbourly relations were established, and foundations for
economic cooperation, tourism, cultural and scientific exchange, transportation, civil aviation, environment,
energy, and health and agriculture collaboration were formed (Sütalan, 2015).
Tourism in Israel has been on the rise for the last several years. In 2018, a new record number of 4.1
million tourists that entered Israel was achieved. A 14 percent increase over the previous record noted in 2017. The
number of overnight stays also increased by 9 percent in 2018, reaching a peak of 11.6 million. The total revenue
in 2018 was 12 billion NIS (about 34 billion US$) at current prices. Eilat alonehostsover 50 hotels with 10000
hotel rooms which represent 25-30 percent of the entire tourism traffic of the Israeli hospitality industryIsrael
(Ministry of Tourism, The government services and information statistic report 2017).
Hotels in Israel have been suffering for many years from a severe lack of workers in all departments.
Despite endless attempts to persuade young Israelis to fill these positions by offering grants and other incentives,
the hospitality industry has been in a state of collapse. In Eilat alone, the main resort area of Israel, the lack of
employees is estimated at over 3,000 workers in all departments.Therefore, it comes as no surprise that hotels are
seeking for an appropriate solution. The hotel association (2019) notes that the results of the satisfaction surveys of
their guests in Eilat and the Dead Sea have deteriorated in recent months due to lack of cleanliness, and in some
cases hotel managers even found themselves together with other managers forced to scrub the floors themselves. In
light of the aforementioned, contemplation of the offer that was signed in 1994 and reinforced by a number of
collaborations throughout the years was set in motion. Markedly, the Israeli government's decision from June 2014,
to allow the employment of 2,000 Jordanian workers in four stages (500 workers per beat) in Eilat,merely in the
positionsof housekeeping and stewarding,was a major breakthrough. "Employing 2,000 Jordanian workers is an
appropriate solution from which all parties will benefit – the Jordanians and the Eilat hotels" (Silvan Shalom,
Minister of Interior, 2015). This option provides a solution to the great distress of hoteliers in Eilat, who are
currently facing a significant shortage of 3,000 workers. "I believe that beyond employment, this cooperation will
contribute to the relations between the two countries" (Shimon Levy, Human Resources Officer, Fattal hotels).
The incorporation of Jordanian workers in the hospitality industry may have solved human resources
problems, however, security and peace are ensured not only by physical and diplomatic arrangements, but also by
engraving and anchoring the notion of peace in people's minds, hearts, and souls (Avineri, 2000). Though, on the
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one hand, the incorporation of Jordanian workers presents a window of opportunity to start a new chapter in the
relations between Israel and Jordan, and might even invigorate the institutionalization and development of
cooperation between the civilians of both countries. On the other hand, risks are evaluated in accordance to the
society one belongs to, and are perceived upon the world around us (Oltedal et al., 2004). According to the cultural
theory, people choose what to fear and how much to fear it. As the theory states, they are influenced by their
surroundings and the hostile environment which affects their cognition, behavior and decisions (Douglas, 1978;
Douglas and Wildavsky, 1982). Therefore, it is no surprise that employing Jordanians to solve the long-time
shortage of employees is a major challenge. Issues of how to cope with religion differences, security dilemmas and
achieving high cleaning standards are just a few of the obstacles both sides might encounter.
THE SHORTAGE OF LINE EMPLOYEES IN THE HOSPITALITY INDUSTRY IN EILAT
In 2018, 419 hotels were registered in Israel compared to 407 in the previous year, with 54,000 hotel
rooms and a national occupancy rate of 68 percent, compared to 67 percent the year before. The total night stays
increased by 4 percent, with the significant increase being in tourist nights. Revenue per night also rose by 4
percent to $136. The number of jobs (including employees through manpower companies) in the tourist hotels
reached an average of 41,000 jobs per month (an increase of one percent compared to the previous year). The
average number of positions of workers through manpower companies was 13 percent of the total number of jobs.
The average salary per position was approximately 8,100 NIS (about US$ 2326) for hotel employees. The average
monthly salary for employees of the manpower companies was 6,600 NIS (about US$ 1,895) (Tourism Review
2018,Review of inbound tourism for the period 2018-2019).
Eilat has 50 hotels from 1-5 stars and 11,023 hotel rooms. The total number of employees is about 10,00012,000 depending on season ability which represents around 0.9-1.1 percent of employees per room all year round
(Central Bureau of Statistics, 2019). The total number of Jordanian employees is 2,000 representing 15 percent of
the entire work force. Those employees are occupying the housekeeping and stewarding positions where they
account for approximately 70-80 percent of those departments which heavily rely on them. The city of Eilat
finished the year 2017 with an annual occupancy of 72.6 %, and total revenue of 2.524 billion NIS (about US$
million 725.06). Payroll alone represents 35.6 percent of this revenue and since housekeeping, public areas, and
Stewards are of the largest departments of the hotel, the payroll expenses for these departments are also very high
(Tourism Review 2018,Review of inbound tourism for the period 2018-2019).
The lack of workers throughout hotels’ departments, but especially in the departments of cleaning, namely
housekeeping, public areas cleaning and stewarding (i.e., dishwashing and kitchen cleaning) has been a major issue
and challenge for several years. Great minds have put time and effort to come up with a solution to fill these
positions. Government grants have been promised, hotels have extended bonuses, high wages have been offered,
but all without merit.Every attempt made to persuade Israelis to take on these jobs has failed, since Israelis are not
interested in this line of work. It is noteworthy that in Eilat alone, the main resort area of Israel, the lack of
employees is estimated between 3,000-4,000 workers in all departments, therefore hotels are seeking an
appropriate solution. In the past, several endeavors were initiated; Government ministries and other public
organizations operated a variety of employment assistance and incentive programs, some of which were very
applicable to the hotel industry, and there were also several other sources for employees, such as non-Israeli
workers. For a number of years, incentive programs for positions in housekeeping, public area cleaning and
stewarding were unsuccessful, and reliance on other sources of foreign manpower was imperative.
FOREIGN AND ILLEGAL WORKERS
Tens of thousands of legal and illegal foreign workers in the Israeli market are divided into three main
groups: Infiltrators: mainly citizens of East African countries (Sudan, Eritrea) who infiltrated into Israel via the
Sinai land border. Illegal foreign workers: Mostly foreign workers whose work permits have ended, but have not
yet left the country. Mostly citizens of Asian countries (Philippines, India and Sri Lanka). Tourists: Tourists who
remained in Israel after their tourist visa expired mainly from former USSR (Mostly citizens of Ukraine and
Georgia).
According to the Israel Hotel Association (2019), the country is short of about 6,700 employees. This
shortage is divided into three main groups of workers:(A). There is an immediate shortage of 1,550 workers in the
cleaning fields (stewards, rooms, public areas).(B).There is a shortage of some 3,000 workers to replace illegal
workers currently working in the hotel industry, while the Israeli government's policy is that they must leave the
country as soon as possible.(C).A shortage of approximately 1,600 additional employees in other fields (such as
professional kitchen workers, waiters).
Eilat, which accounts for about 20 percent of the total manpower in the hotel industry, will need an
additional 1,300-1,500 employees,in addition to the 2,000 Jordanian employees working in hotels today, to
overcome the increase in occupancy and the lack of desire of the new Israeli generation, to work in those specific
fields. This manpower addition could completely reduce the phenomenon of infiltrating foreign workers coming
through the Egyptian border from Sudan and Eritrea. As of 2018, there are close to 1,000 foreign workers in Eilat
alone, mostly from Sudan and Eritrea, who have not yet left the country and work in hotels with only temporary
permits.
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CROSS-CULTURAL ISSUES WITHIN A MULTICULTURAL WORKFORCE
The integration of Jordanian workers into the tourism industry in Eilat necessitates a close examination of
the difficulties and misunderstanding that might arise due to cultural differences, language barriers and diverse
norms. Multicultural workforce is gradually becoming the norm and the standard. The 21st century corporal world
is multifaceted, it is global, intricate, competitive, aggressive and dynamic. External factors (e.g. demographics,
globalization, civilization and technology) as well as internal factors (e.g. competition, expectations, aspiration and
accountability) are constantly impacting and shaping the operational and strategic planning of corporal
management (Burke & Ng, 2006; Spinks & Moore, 2007). Geographically, Israel and Jordan are neighboring
countries, historically, they are arch enemies who found a way to live somewhat peacefully side by side,but
culturally they are quite different in terms of norms, values, manners, behavioral patterns, rules, philosophies, and
policies. Cross-cultural intelligence is a necessity in a multinational world, meaning, the capacity to switch from
ethnic and/or national settings and swiftly learn new patterns of social interaction along suitable behavioral
reaction are obligatory(Society for human research management, 2007; Society for human research management,
2008). Companies as well as hotels believe in diversity as it assists them in tackling different problems, and the
Jordanian employees are no exception, they bring with them a vast of experiences from working all over the world,
something that truly surprised the hotel managers in Eilat. "We were shocked to see how the employees showed
such a high level of experience. This led to fast training and lower payroll expenses with better results" (Nur,
general manager, club hotel). Individuals from varied cultures bring distinctive skill sets to the table,therefore, the
best way to integrate the diverse workforce is by building a strong relationship through personal bond and mutual
understanding (Swarnalatha & Vasantham, 2014).
HUMAN CAPITAL
Human capital is defined as the knowledge, skills, traits and capabilities which are embodied in people
and enable the formation of personal, social and economic well-being. The description identifies both natural
characters such as age, gender, and health, and learned abilities like education and training which can be translated
into well-being .Human capital, as it is comprehended in the labor market, impacts an individual's economic
fortitude. Hence people’s well-being is impacted by the value and quality of human capital they can provide and by
the demand for this specific human capital in the labor market (OECD, 2001; The Reut Institute, 2007). This article
focuses on a model in which human capital was “acquired”. The Jordanian workers provided skills that were much
needed in the Israeli labor market. Without the fundamental skills of housekeeping and stewarding the hotel
industry would have been in a big shortage that would have led to dysfunction.Notably, the hotel industry was in
such a deficit of line employees that it agreed to employ all the refugees who crossed the border between Egypt
and Israel and were kept in settlement camps."It was an act of desperation, we had no idea where those employees
came from or with what kind of knowledge they had of the hotel business" (David Bloom, Isrotel). Therefore,
when the opportunity arose to receivethis kind of help there was a great demand for this specific human capital in
the labor market. A demand that beneficiated both Israelis who found workers and the Jordanians who assured
their well-being.
THE SUITABILITY MODEL
A key role of human resource (HR) is to hire the right talent for the right position. HR managers have to
identify and hire candidates who are ideally suited to the immediate and future needs and requirements of the
organization, assess talent and match it to key roles, retain valued employees, identify employee's weaknesses and
develop an inclusive staffing strategy that will meet immediate and future performance requirements. To that end,
Elliott Jacques ([1989], 2006) developed the suitability model. The suitability model presents a simple, yet
comprehensive, approach to evaluating employees, and choosing and employing candidate.
The suitability model is based on four components that aim to detect whether an individual will be
successful as an employee at any given job, and how effective he/she will be in more demanding roles. (1) Skills,
knowledge, experience and education- the features and characteristics the employee brings to the table regarding
his/her background. (2) Information processing capability- a person's aptitude to manage the level of complexity in
a job. (3)Temperament- a behavior that might interfere with the employee's ability to be effective in his/her role
(i.e., Some facet in the employee nature hinders his/her ability to do the job). (4)Accepts the role requirements- the
component of accepting the requirements of the role. Namely, whether the employee believes in the mission or the
assignment.
Every organization strives to create a culture in which people could do their best work and build a
successful future. The suitability model provides a tool to achieve this goal since it is intuitive, it emphasizes what
good managers are already doing, and it is applicable throughout diverse cultures (Schmitt, 2016). Concerning this
study, human resource managers in the hotel industry in Eilat used this type of suitability model in order to succeed
with the recruitment and avoid high turnover.The hiring process included trips to Aqaba were live interviews were
performed in English and Arabic and video (skype) conversations followed in order to finish the interviewing
process. Once arriving to the hotels, the Jordanians had 2 days of orientation which was performed in Arabic so
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they had the opportunity to meet their new managers and co-workers, and to tour the entire hotel. Each hotel
dedicated a designated supervisor who spoke the language and was available to answer questions or requests. "We
wanted them to feel welcome and at home"(Maggie,HR representative,Isrotel). Managers, or in this model, hotel
managers, have to apprehend the intricacy of managing human capital and should combine their human resource
management strategy with their knowledge management strategy in order to leverage their human capital. From the
very beginning the hotel managers found the Jordanians employees to be very serious about their assignments and
they showed a great deal of pride in their performance.This was a new phenomenon, since they had to deal with
unqualified workers before,who didn’t feel any pride in what they were doing. "Unfortunately we found the
previous regime of workers to be lazy and undependable so when the Jordanians arrived and showed up to work on
time, every day, with high spirits and the will to work itwas a big surprise and gave us great satisfaction (David
Baranes, Crown Plaza).
FINDINGS
After conducting personal interviews, focus groups and observations on both the Israeli and the Jordanian
side, the level of satisfaction of the Jordanian employees and Israeli managers was found to be extremely high.
This is based on few of the following findings:
Compensations: There is no doubt that the Jordanian employee receives excellent salary conditions
compared to the alternative in Jordan / Aqaba. The average wage of the Jordanian worker is around 6,000 NIS
(aboutUS$1,723) and in cases where there is overtime it can reach around 8,000 NIS (about US$ 2,298) a month.
In addition, they are entitled to the full benefits including health insurance, pension scheme, meals and more. For
comparison, the salary they would earn in the same role in Aqaba would reach only 2,000 NIS (about US$574).
Such an increase in wages allows the employees and their families a much higher standard of living.
Terms of Employment: Despite initial concerns about arriving at a new, foreign place that might be even
considered to be hostile, the employees were exposed to sympathetic and supportive systems with an emphasis on
professional training, orientation sessions, all in the Arabic language, thus making it possible for them to
understand the needs of the organization. In addition, Arabic speaking representatives of the hotel were selected to
be liaisons between the employees and the hotel in any request and / or problem the employee may have. The full
integration of Jordanian workers into the hotel's day-to-day life and welfare program has created a complete sense
of equality for the rest of the staff. For example, Mohammed, a Jordanian employee, was chosen to be the monthly
outstanding employee at one of the hotels and he stated that he had not received such special treatment even in his
previous job in Aqaba.
Professionalism: The hotel's executive level was surprised to discover the high level of professionalism of
Jordanian workers. Having experienced endless disappointments in recent years (Sudanese, Eritreans, Africans and
more) in which they invested considerable resources in training, personal training, and disciplinary problems, the
Jordanian workers were found to be very disciplined, capable of rapid imposition of standards and great diligence.
This phenomenon relieved a lot of pressure from the executive leadership and allowed them to shift theirfocus to
efforts on other challenging issues such as prices, occupancy, employee retention, and more.
Peace: There is no doubt that a lot of question marks and concerns on both sides were attached to the
arrival of the Jordanian workers. The Palestinian conflict is still unresolved and creates high tension in the area.
Since almost 70-80 percent of the current Jordanians citizens havePalestinians origins this integration could have
resulted inmultiple fractures in the hotels. The Jordanian candidates, who were found to be hard workers,
motivated, disciplined, committed and reliable, yet moderate and open minded to interact with guests and coworkers from a different culture, assist both sides in overcoming the obstacles and open a new wave of close
relationships.
CONCLUSION
Although 3 years is a relatively short period of time to examine this phenomenon, it can certainly be said
that what the governments tried and failed to achieve during the past 21 years regarding the cold peace and the
stiffrelations,2,000 Jordanian citizens and an entire hotel industry in Eilatmanaged to do.These workers have
integrated into the departments of the housekeeping and Steward and filled the terrible void that was created by the
dismissal of the recent foreign workers/refugees. Both sides are working on increasing the number of employees
and solving the border crossing challenges, so they can dismiss all the remaining illegal workers of the industry.
Cooperation, sympathy, the will to invest and prove the importance of the project, have led both of these groups to
develop a new kind of phenomena inthe Red Sea bay. It is true that this phenomenon is only in its initial stage and
there have been a few attempts to create terror attacks (the port of Eilat 2018), but nothing has been able to
overcome the strong desire of Jordanian workers to improve their and their families standard of living on the one
hand, and the need for a professional and authentic solution to the problem of workers in the various cleaning
departments, on the other hand. It is important to note that as we continue the project, it is of strategic importance
for all parties to continue to work collaboratively, especially the security forces, to maintain the sympathetic and
effective system and to reduce hostile actions by those who wish to relapse to the state ofanimosity and cold peace.
The integration of these workers, in addition to the issue of border crossing and means of payment also created
challenges that were resolved to the satisfaction of all those involved in the program.
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There is no doubt that at the end of the day, peace is created by people and not in war. One of the main
questions to be asked is wheatear this model can be implemented to other parts of the world. Since we are only at
the beginning stages it is crucial to examine this process for another 3-5 years in order to have a strong opinion and
to have a working model that can be duplicated. What can be learned is that although governments tend to maintain
hostile relations or a status quo for international agreements, brave decision making by key governmental
personnel helped two cities from two sides of the border overcome all the obstacles and differences and reach a
new relationship that benefitseveryone.
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ABSTRACT
Over the last five years, real-life escape rooms have become popular tourist attractions in many European
cities.Growing competitionstimulates the escape room providers to search for newexperience design strategies.
One of the new strategies assumes active use of new technologies, including special effects and virtual
realitytechnologies. Our study aims to assess the impact of new technologies on escape room visitors’ experience
based on a netnograpic survey of visitors’ reviews.The results show that technologically sophisticated escape
rooms create a more authentic tourist experience. At the same time, technical failures and bugs can reduce visitors’
satisfaction.
Keywords:escape room, tourist experience, experience design,content analysis.
INTRODUCTION
Real-life escape rooms are relatively new recreational activities. The first escape room was opened in
Tokyo in 2007 (Nicholson, 2016). Since 2013, this type of business has been actively developing in such European
cities as Budapest, London, Moscow, Athens, Istanbul, and others (Dilek and Dilek Kulakoglu, 2018). Real-life
escape rooms are a relatively new recreational activity. Usually, an escape room is a team game in which players
have to solve several puzzles in order to leave the room in a limited amount of time (Nicholson, 2016; Kolar,
2017).
Despite their short history, escape rooms became important tourist attractions (Stasiak, 2019). Recent
studies show that escape rooms provides a brand new type of immersive tourist experience (Kolar, 2017) and thus,
attract new tourists to destinations (Dilek and Dilek Kulakoglu, 2018).
Currently, the escape rooms market israpidly changing. The growing number of escape room providers
intensifies competition and turns the market from the “blue ocean” into the “red ocean” (Gündüz, 2018; Stasiak,
2019). Growing competition stimulates the escape room providers to search for new solutions and new experience
design strategies (Gündüz, 2018). One of the new strategies assumes active use of innovative technological
solutions such as special effects (SFX) and virtual reality (VR). Our study aims to assess the impact of new
technologies on escape room visitors’ experience based on the case of Claustrophobia, one of the leading European
technologically advanced escape room providers.
LITERATURE REVIEW
Theoretical concepts of experience economy (Pine and Gilmore, 1998) and experiential marketing
(Schmitt, 1999) were proposed in the late 1990s. Later researchers have shown the wide applicability of these
concepts in tourism, and experience became one of the key concepts in travel and tourism studies (Oh et al., 2007,
Ek et al., 2008).In particular, empirical studies have focused on the experiences of visitors of various tourist
attractions such as restaurants (Jin et al., 2012), museums (Radder and Han, 2015), and hotels (Knutson et al.,
2009).These studies show that a well-develop experience design canpositively affect bothvisitors’ satisfaction and
behavioral intentions.
Until recently, there was a lack of research examining the experiences of escape rooms’ visitors.
According to the literature review in a paper publishedin mid-2018 (Kolar and Čater, 2018), there wereonly two
academic papers onescape rooms. In 2015, Nicholson conducted a global survey of escape rooms’ owners
(Nicholson, 2016), and two years later, Kolar studied the experience of visitors by means of netnographic research
(Kolar 2017). However, many new escape room studies have appeared in the last two years. Some of these
researches analyze the phenomenon of escape room from the supply side with the focus onescape room providers’
business strategies (Gündüz, 2018), but most research focused on visitors’ experience (Dilek and Dilek Kulakoglu
2018; Pink et al., 2019; Stasiak, 2019).
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To the best of our knowledge, there are currently no studies studying both the supply side and the demand
side of the escape room. Our study aims to fill this gapby discussing the impact of innovative business strategy on
visitors’ experience.
METHODOLOGY AND STUDY DESIGN
The empirical part of our study is based on the case of Claustrophobia, one of the leading European
technologically advanced escape room providers. This company was founded in 2013 in Moscow and currently
manages more than 100 escape rooms in seven countries. According to the corporate’s mission, it wants to raise
escape rooms to a new quality level with a higher degree of immersion (Claustrophobia, 2019).
The methodology of our study is based on a netnograpic survey of Claustrophobia visitors’ reviews posted
on TripAdvisor and a semi-structured interview with the company’s co-founder. These methods were separately
used in the previous room studies (Kolar 2017, Dilek and Dilek Kulakoglu, 2018;Gündüz, 2018).
In the first phase of our study, we conducted a semi-structured interview with oneof the company’s cofounder. Based on this interview and the analysis of the relevant literature, we develop a list of stages and cues that
create visitors’ experience before, during, and after experience room game.
Figure 1
Stages and concepts of experience creation

Source:authors’ research.
The second phase of our studyincludesa netnographic survey where we analyze Claustrophobia visitors’
reviews posted on Tripadvisor web service. We choose Tripadvisor since it is one of the most popularglobal tourist
portals that is widely used in similar studies (Vásquez, 2011,Khoo et al., 2017).At the time of access (February
2019),Claustrophobia had 746 reviews in Russian and in English. 684 of them were positive, while 62 were
negative. We studied positive and negative reviews separately.
We conduct the content analysis of visitors’ reviews using a special software QDA Data Miner in
combination with the manual procedure of coding for assuring the quality of research results.In addition to the
concepts presented above, we used as codessome classic escape concepts (“fun”, “fear”, “teamwork” etc.),
behavioral intentions (“revisit” and “recommend”), and marketing features (“price” and “customer
orientation”).Then we estimated the frequency of the occurrence of each code, as well as the co-occurrence of
codes based on the Jaccard Index.
FINDINGS AND DISCUSSION
The co-founder of the company said duringhis interview: “We don’t like escape rooms where you have to
solve a set of puzzles to open many locks. Therefore, we decided to do everything differently. In our rooms, we use
dramatic scenarios and unexpected technological hints to create for a visitor a completely immersive
atmosphere”.Thus, we can expect a more frequent mention of the atmosphere and technologies compared to riddles
in the positive feedback from visitors. Table 1 summarizes key factors that form a positive experience of
Claustrophobia visitors.

Table 1
Frequency of codesin positive reviews
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Concept

Count
Relevance
(number of cases)
(% of cases)
Like
632
92.40%
Recommend
259
37.90%
Atmosphere
250
36.50%
Interest
244
35.70%
Puzzles
208
30.40%
Fun
201
29.40%
Revisit
193
28.20%
Game_master
191
27.80%
Story
161
23.50%
Customer_orientation
152
22.20%
Teamwork
138
20.20%
Brainpower
124
18.10%
Difficult
79
11.50%
Technologies
69
10.10%
Fear
58
8.50%
Lounge_area
53
7.70%
Booking
50
7.30%
Price
48
7.00%
Location
44
6.40%
Medium
40
5.80%
Easy
30
4.40%
Photo_souvenirs
27
3.90%
Actors
22
3.20%
Fit_skills
22
3.20%
Source: authors’ calculations using QDA Data Miner software.
(code)

The analysis of the data presented in Table 1 shows that the escape room’s atmosphere is the most
frequently mentioned positive cue that shapes the visitors’ experience.This result differs from the results obtained
in theprevious studies based on reviews of the "classic" escape rooms’ visitors where most frequently mentioned
concepts was “fun” (Kolar, 2017), “game”(Dilek and Dilek Kulakoglu, 2018) and “puzzle” (Stasiak, 2019).
Moreover, in the Claustrophobia visitors’ reviews, we find a new concept of "Technologies".This concept is
mentioned much less frequently than the “Atmosphere”, which can be explained by the fact that visitors are more
focused on the results oftechnologies (i.e., the review is more likely to contain a reference to "an immersion in the
atmosphere of a vampire castle" than to "special lighting effects depicting a vampire castle").
The analysis of concepts’ co-occurrence presented in Table 2 shows a close relationship between the
“Atmosphere” and the“Story” concepts.This may mean that Claustrophobia room’s atmosphere includes both the
well-developed story (often based on a plot from books or movies) and special effects creating the effect of full
immersion to this story. This type of experiencewith a high level of authenticity and immersion is closer to the
experience of immersive theaters’ visitors (Biggin, 2017). According to the insight from the company’s co-founder
interview, the company believes that “immersive performance is the thing that will definitely develop in the future”
and try to use cues from an immersive theatre in the escape rooms.
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Atmosphere

ComeBack

Customer_orientation

Difficult

Easy

Fear

Fun

Interest

Brainpower

Story

Like

Location

Medium

Mixed

Game_master

Photo_souvenirs

Fit_skills

Price

Puzzles

Lounge_area

Recommend

Booking

Teamwork

Technologies

Actors
Atmosphere
Revisit
Customer_orientation
Difficult
Easy
Fear
Fun
Interest
Brainpower
S tory
Like
Location
Medium
Mixed
Game_master
Photo_souvenirs
Fit_skills
Price
Puzzles
Lounge_area
Recommend
Booking
Teamwork
Technologies

Actors

Table 2
Co-occurrence of codesin positive reviews (Jaccard Index)

1.00
0.08
0.01
0.02
0.00
0.00
0.16
0.02
0.02
0.00
0.08
0.04
0.02
0.02
0.00
0.02
0.02
0.02
0.05
0.01
0.04
0.06
0.00
0.00
0.01

0.08
1.00
0.17
0.24
0.09
0.07
0.19
0.20
0.24
0.14
0.48
0.35
0.05
0.08
0.08
0.24
0.04
0.05
0.05
0.31
0.10
0.25
0.03
0.15
0.12

0.01
0.17
1.00
0.17
0.08
0.04
0.04
0.18
0.18
0.14
0.12
0.29
0.05
0.04
0.03
0.21
0.05
0.02
0.06
0.17
0.06
0.15
0.09
0.14
0.05

0.02
0.24
0.17
1.00
0.12
0.05
0.09
0.16
0.16
0.13
0.19
0.22
0.09
0.07
0.06
0.64
0.07
0.06
0.06
0.20
0.17
0.14
0.07
0.11
0.10

0.00
0.09
0.08
0.12
1.00
0.04
0.04
0.07
0.12
0.10
0.09
0.10
0.04
0.01
0.12
0.14
0.03
0.01
0.04
0.15
0.07
0.09
0.02
0.09
0.09

0.00
0.07
0.04
0.05
0.04
1.00
0.06
0.04
0.04
0.03
0.05
0.04
0.03
0.03
0.09
0.05
0.04
0.02
0.04
0.06
0.03
0.03
0.08
0.05
0.02

0.16
0.19
0.04
0.09
0.04
0.06
1.00
0.09
0.09
0.03
0.15
0.08
0.03
0.04
0.06
0.10
0.04
0.04
0.05
0.06
0.05
0.08
0.03
0.05
0.05

0.02
0.20
0.18
0.16
0.07
0.04
0.09
1.00
0.33
0.13
0.16
0.30
0.05
0.05
0.04
0.18
0.03
0.01
0.07
0.16
0.06
0.19
0.04
0.14
0.06

0.02
0.24
0.18
0.16
0.12
0.04
0.09
0.33
1.00
0.16
0.19
0.34
0.05
0.06
0.09
0.18
0.04
0.03
0.06
0.25
0.09
0.24
0.05
0.14
0.10

0.00
0.14
0.14
0.13
0.10
0.03
0.03
0.13
0.16
1.00
0.11
0.19
0.08
0.03
0.04
0.15
0.03
0.06
0.06
0.21
0.09
0.14
0.06
0.21
0.08

0.08
0.48
0.12
0.19
0.09
0.05
0.15
0.16
0.19
0.11
1.00
0.22
0.06
0.08
0.10
0.20
0.05
0.07
0.05
0.25
0.08
0.21
0.03
0.10
0.16

0.04
0.35
0.29
0.22
0.10
0.04
0.08
0.30
0.34
0.19
0.22
1.00
0.06
0.05
0.00
0.27
0.04
0.03
0.07
0.28
0.08
0.39
0.08
0.21
0.09

0.02
0.05
0.05
0.09
0.04
0.03
0.03
0.05
0.05
0.08
0.06
0.06
1.00
0.08
0.04
0.10
0.03
0.02
0.05
0.08
0.10
0.05
0.08
0.10
0.07

0.02
0.08
0.04
0.07
0.01
0.03
0.04
0.05
0.06
0.03
0.08
0.05
0.08
1.00
0.07
0.06
0.02
0.09
0.02
0.07
0.05
0.06
0.05
0.06
0.12

0.00
0.08
0.03
0.06
0.12
0.09
0.06
0.04
0.09
0.04
0.10
0.00
0.04
0.07
1.00
0.07
0.00
0.09
0.02
0.10
0.04
0.03
0.02
0.04
0.10

0.02
0.24
0.21
0.64
0.14
0.05
0.10
0.18
0.18
0.15
0.20
0.27
0.10
0.06
0.07
1.00
0.05
0.06
0.06
0.24
0.15
0.16
0.07
0.13
0.12

0.02
0.04
0.05
0.07
0.03
0.04
0.04
0.03
0.04
0.03
0.05
0.04
0.03
0.02
0.00
0.05
1.00
0.04
0.12
0.03
0.10
0.06
0.07
0.04
0.07

0.02
0.05
0.02
0.06
0.01
0.02
0.04
0.01
0.03
0.06
0.07
0.03
0.02
0.09
0.09
0.06
0.04
1.00
0.01
0.06
0.07
0.03
0.01
0.07
0.07

0.05
0.05
0.06
0.06
0.04
0.04
0.05
0.07
0.06
0.06
0.05
0.07
0.05
0.02
0.02
0.06
0.12
0.01
1.00
0.05
0.06
0.08
0.07
0.07
0.05

0.01
0.31
0.17
0.20
0.15
0.06
0.06
0.16
0.25
0.21
0.25
0.28
0.08
0.07
0.10
0.24
0.03
0.06
0.05
1.00
0.07
0.22
0.04
0.17
0.12

0.04
0.10
0.06
0.17
0.07
0.03
0.05
0.06
0.09
0.09
0.08
0.08
0.10
0.05
0.04
0.15
0.10
0.07
0.06
0.07
1.00
0.07
0.07
0.07
0.05

0.06
0.25
0.15
0.14
0.09
0.03
0.08
0.19
0.24
0.14
0.21
0.39
0.05
0.06
0.03
0.16
0.06
0.03
0.08
0.22
0.07
1.00
0.05
0.19
0.09

0.00
0.03
0.09
0.07
0.02
0.08
0.03
0.04
0.05
0.06
0.03
0.08
0.08
0.05
0.02
0.07
0.07
0.01
0.07
0.04
0.07
0.05
1.00
0.07
0.03

0.00
0.15
0.14
0.11
0.09
0.05
0.05
0.14
0.14
0.21
0.10
0.21
0.10
0.06
0.04
0.13
0.04
0.07
0.07
0.17
0.07
0.19
0.07
1.00
0.06

0.01
0.12
0.05
0.10
0.09
0.02
0.05
0.06
0.10
0.08
0.16
0.09
0.07
0.12
0.10
0.12
0.07
0.07
0.05
0.12
0.05
0.09
0.03
0.06
1.00

Source: authors’ calculations using QDA Data Miner software.
At the same time, the use of new technologies can form negative visitors’ experience. Table 3 shows that
“Technologies” are among the three most mentionedconcepts in negative reviews.
Table 3
Frequency of codes in negative reviews
Concept (code)

Count
Relevance
(number of
(% of cases)
cases)
Game_master
22
35.50%
Puzzles
17
27.40%
Technologies
16
25.80%
Atmosphere
12
19.40%
Booking
9
14.50%
Lounge_area
8
12.90%
Story
5
8.00%
Location
3
4.80%
Actors
2
3.20%
Photo_souvenirs
2
3.20%
Source: authors’ calculations using QDA Data Miner software
As a rule, this happens due to technical breakdowns and bugs inside the escape room.One of the reviewers
wrote as follows: “In the middle of the game, the equipment broke down in the room. Our game master came to us
in order to fix it, and the atmosphere of the room simply disappeared”.
CONCLUSION
Drawing on the content analysis of online reviews, we identify key factors that form experience,
satisfaction, and behavioral intentions of Claustrophobia visitors.While original escape room experience is usually
based on fun, teamwork, and puzzle-solving (Kolar 2017; Dilek and Kulakoglu 2018; Stasiak, 2019), for
Claustrophobia it is the atmosphere that became a most frequently mentioned factor creating positive visitors’
experience. Escape room’s atmosphere includes the well-developed story and special effects creating the effect of
full immersion to this story. As a result, atmospheric escape rooms positively influencecustomer satisfaction and
loyalty in relation to the intention to revisit and the intention to recommend. At the same time, the use of
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technologically sophisticated special effects can reduce visitors’ satisfaction: a significant share of negative
reviews relates to various technical failures and bugs.This means that high-tech escape room providers need to
maintain high expenditures for technical support and staff training in order to build a sustainable positive visitors’
experience.
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ABSTRACT
Organising and hosting an event is a complicated task as it requires managers to delineate duties, coordinate participants’ work, nurture extensive relationships, allocate resources and avoid a wide range of risks
(Cserhati & Polak-Weldon, 2013:25). Westerbeek, Smith, Turner, Emery, Green and Van Leeuwen (2006:41) state
that the above mentioned elements need to be managed to ensure a memorable experience for the attendees.
However, an attendee’s experience can be influenced by management aspects regarding the organisation of the
event (Manners, 2012:5). Therefore, it is important to determine what Critical Success Factors (CSFs) visitors
regard as important for a memorable attendee experience (Saayman, Kruger & Erasmus, 2012:152). Various
studies have been conducted on CSFs, however, studies regarding the CSFs of art festivals, and more specifically
art festivals in South Africa are limited. Previous research relating to this study, includes the work of Westerbeek,
Turner and Ingerson (2001), De Witt (2006), Muller and Rofner (2009), Marais and Saayman, (2010), Saayman,
Marais and Krugell (2010), Williams (2011), Kruger and Heath (2012), Erasmus (2012), Cserhati and PolakWeldon (2013), Yusoff, Ismail, Gwamna and Rahman (2014), Manners, Kruger and Saayman (2015), Manners,
Borstlap and Saayman (2016) and Marais, du Plessis and Saayman (2017). The findings from these studies clearly
indicates that one event cannot be considered the same with regard to the importance of the CSFs identified, as
each event differs from one another. Therefore, the reason for undertaking this study is to answer the following
question: What do the attendee’s regard as important CSFs for a memorable art exhibition festival experience in
the Western Cape? In order to achieve this aim, a qualitative research approach was followed where a nonprobability, convenience sampling method was applied. A semi-structured interview guide was used to obtain indepth information from willing and available participants who attended the 2018 AfrikaBurn hosted in Tankwa
Karoo in South Africa. Forty-five interviews were included in the analysis where Creswell’s Six Steps were
applied to interpret the data. The findings from this study will contribute to event management literature and will
also assists current managers to improve events by assisting event managers in monitoring and allocating resources
to key areas identified by the attendees as important in this study, as well as developing new or improving
management strategies to ensure the successful hosting of events in the future.
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ABSTRACT
Everyone agree with the expression that technology is now in our lives. It is everywhere.
Wherever we are, there is a strong influence on modern technology systems. A striking example is the increasing
development of mechatronics and robotics systems with parallel application in tourism. This article attempts to
give a description of the current state and presents the use of a mechatronic system in promoting tourist attractions.
Specifically describes the operation of a specially designed bike, a mechatronic bike, where sensors are attached to
identify the user's movement and follow the bike's route along the way according to the place of interest chosen to
visit (i.e., any urban or rural tourism destination). The system is responsive to real environmental conditions of the
chosen destination, i.e., the level of effort required to move the bicycle pedals (and to exercise) is automatically
increased or decreased according to actual destination environment (for example, uphill, downhill, mountain
biking, etc). In addition the system incorporate targeted promotion and presentation of selected tourist attractions
of the visited destination as well as activities that can take place at the destination. The above system have already
been used on an experimental basis in Greece, in cooperation with a well-known fitness chain.
Key Words: Mechatronic systems, Virtual reality, tourism, bicycle, customer satisfaction, tour guide.
INTRODUCTION
Service and social robots (Wirtz et al., 2018) are commonly used in education (Timms, 2016)
and eldercare (Glende et al., 2015). While there may be colloquial understandings of what a robot is, there is also a
more technical and industry-accepted definition. A robot is defined as an “actuated mechanism programmable in
two or more axes with a degree of autonomy, moving within its environment, to perform JHTT intended tasks”
(International Organization for Standardization, 2012: n.p.). The paper adopts this definition to guide the review.
Tourism is one of the industries that adopts new technologies in fast pace. Robots and service automation
have entered tourism industry and applications have appeared in hotels, restaurants, meetings and events, theme
and amusement parks, car rental, airports, travel agencies and tourist information centres, museums and art
galleries (Ivanov et al., 2017). One of the current fields of research in tourism is the way technology affects the
marketing and promotion of a destination, so as to be the one the potential visitor actually chooses to visit
(Almeyda-Ibáñez & George, 2017) and one of the biggest challenges DMOS currently face is to attract repeat
visitors and at the same time protect the destination from overtourism (Martins, 2018). Aiming at attracting repeat
visitors, satisfaction is the key factor that needs to be addressed by DMOs (Mansfield, 2018), ensuring at the same
time that the number of visitors flooding an area is kept to the point where the carrying capacity of the destination
is not exceeded.
Within the next 5 years, Tourism 4.0-related technologies such as: cloud computing, mobile internet,
robotics, artificial intelligence, autonomous vehicles and even 3D-printing are expected to have a considerable
impact on the skillset-requirements, as well as on the composition of the global tourism workforce (World
Economic Forum, 2016). Cognitive abilities and systems-related skills are becoming increasingly vital, within a
social-skill-focused tourism education and training.
STATE OF THE ART
Τravel videos attract and engage visitors more than any other form of advertising (Chatzigeorgiou, 2017);
videos rather than pictures are considered more effective when promoting an area or a business. One of the videorecording tools that is being widely used lately to provide potential visitors with innovative videos is the drone
(Simelli & Tsagaris, 2015). The video captured from a drone is in turn uploaded (i.e, to a destination website or to
other promotional websites and/or social media) and made available to the wider public. Drones began being used
in tourism in 2015 when businesses started replacing their pictures with videos taken from drones (Volgger et al.,
2017). The overall goal of the uploaded videos is to get the visitor acquainted with the destination, highlight the
key features of the destination or the business and create a favorable image, a virtual reality, of the “product” in
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consumer’s mind. An effective approach is to be able to familiarize the visitor with the destination prior to the
visit; virtual reality has been found to be a useful tool in achieving this goal (Ahmed et al., 2015).
SCADA system can also be used for the supervising of tourist areas. Tsagaris and Hatzikos (2014)
propose an innovative system that monitors and controls the water quality, both surface as well as groundwater and
sea. Developed using the PLC and SCADA technologies, it is a sophisticated way to provide timely and reliable
information and it is a necessary tool for public services, local authorities, scientific institutions and private
companies that manage, control and / or use any form of water resources such as lakes and watersheds, rivers or
streams, sea and groundwater. The system monitors the environmental, hydrological and meteorological conditions
in real time with a wireless communication system for instant information and timely anticipation. It consists of a
local control station located in the field of interest, which hosts various sensors for measuring water quality and
meteorological parameters and a data collection central station which collects sensor readings, stores them
persistently, it allows users to visualize, and finally regulate and receive alerts when certain metrics exceed some
predefined limits.
Another characteristic use of technology in tourism are the Virtual Reality systems. Virtual Reality (VR)
projects is an emerging trend, creating ultra-modern rooms to experience through virtual reality tourism
destinations usually inaccessible, like a shipwreck at the bottom of an ocean, or to talk to Apollo 11 cockpit, or
climbing to the peak of Everest, or even joining a Job Simulator (The VR project, 2018). Not only businesses but
also museums apply virtual reality in order to enhance visitor experiences visit and trigger visitor’s emotions. In
addition, museums use VR rooms to help visitors actively participate in the museum’s history (Abankina, 2013).
Recent literature demonstrates that the emotional effect on customer satisfaction and behavioral intentions
is a topic with increased research interest (Chatzigeorgiou & Christou, 2016; Mansfield, 2018); there is evidence
that where research focus on excitement or anger of visitors it can lead to a better understanding of emotions’
dynamics and their effect on behavioral intentions (Hernandez-Lobato, 2006). Once satisfaction is secured, then
the customer loyalty can be pursued; a business or a destination can provide satisfaction without loyalty but not the
other way round (Schneider and Bowen, 1999). In addition, an excited and pleased guest is more likely to
memorize the experience (Chatzigeorgiou & Simeli, 2017).
About the use of robot a recent survey on tourists’ acceptance of robots (Travelzoo, 2016) reported that
the majority of international travellers are comfortable with the idea of robots. The main perceived advantages
were the robots’ ability to handle data, deal with many languages and function non-stop. Main disadvantages
included: fears of job loss and robots being ‘too impersonal’. The survey also highlighted national differences in
terms of adoption-readiness, with Chinese (92%) and Brazilian (73%) respondents being the most comfortable;
while German (37%) and French (47%) respondents were the least. The potential of robots and their acceptance in
tourism represents a novel research domain and needs to incorporate Human-Robot-Interaction (abbr. HRI) and
robotic design aspects (Murphy et al, 2017).
Another research shows that tourists may have strong prior beliefs of robots, particularly copresent
humanoid agents, that have been shaped by media and popular culture despite relatively little personal experience
with actual robots (Sundar et al., 2016). Personal service robots, and somewhat professional service robots, should
be the predominant robot categories related to customer acceptance. Accordingly, the cocreation of value (Barnett
et al., 2014) and related HRI (Belk, 2016) should influence customer acceptance of robots, and service failure
reactions.
Finally service automation and robotic technologies have made their way into the lodging segment of the
hospitality industry, affecting different areas of hotel operations (Rodriguez-Lizundia, et al., 2015). Hotels
implemented self-service kiosks that enable customers to complete check-in and check-out process automatically
without involving front desk agents (Kim & Qu, 2014). The hotel Henn-na is one of the first robot-staffed hotel
(Rajesh, 2015). The hotel features robotic front desk agents, porters, in-room assistants, vacuum cleaners, and a
robotic arm operating the luggage storage room. In 2014 A loft Hotels started testing a robotic delivery robot
developed by Savioke (Markoff, 2014). This robot could navigate the hotel, use the elevator, and call the guest
room to deliver requested items to the customer’s door step. In 2016 Hilton hotels launched a robotic concierge
“Connie” that is powered by artificial intelligence (Hilton, 2016). Connie can communicate with hotel guests
answering their questions about hotel amenities and services and providing suggestions for nearby attractions and
activities. Also, due to the artificial intelligence supporting Connie, this robot can learn from every interaction with
guests, and, therefore, improve its future answers.
SYSTEM DESCRIPTION
The intelligent bicycle and, by extension, the intelligent real-time navigation system is based on the
modification of a conventional - mechanically supported bicycle to an electrical system with advanced components
of modern automated control systems, and at the same time with the presentation of a scenic landscape during
navigation.
In more detail, the user is able to choose a route in any area of the world, it is displayed on the computer
screen and when pedaling, the picture moves to give the feeling of the actual route. The movement on the pedal is
recognized by a magnetic sensor while the user's need to turn right or left is through two electronic buttons.
At the same time the user also feels the difficulty of the pedal that is determined by the route he chooses
and according to the slope of his route. The basic elements that makes the system realistic and useful for this
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application derive from a specific application based on Google maps and specifically Google street view.

Figure 1. Mechatronic bike and google street view
Google maps:
Google Maps is a mapping service on the Internet. The application and service technology is provided by
Google and supports many map-based services, including the Google Maps website (Santos, 2011). It offers road
maps and a route planner for transportation on foot, by car, bicycle or public transport. It also includes locating
businesses situated in cities in many countries around the world. Google Maps satellite images are not updated in
real time, but Google adds data to its Main Database on a regular basis and most of the images are not more than
three years old (Zamir, 2010, Miller, 2006).
Street View Feature
The Street View feature allows the user to view the streets in many countries. It launched in 2007
(Bornmann & Leydesdorff, 2011), and its images are often updated. The first shot in Greece was taken in April
2009, but due to a blockade by the Data Protection Authority, they were not completed. Google received
permission to take shots again in Greece in January 2011, beginning with shots in April 2011 and finally in
February 2012.
The service was made available in Greece on June 5, 2014, and new shots with new additions were taken
in the July-December 2014 period. Google keeps updating the program often with the introduction of new sites and
areas (Gibin et al., 2008).
System architecture
The construction of the Intelligent bicycle includes, among other things, a multitude of technological
elements that are combined to produce the required result (McMahon et al., 2015). The basic part of the
architecture is the microcontroller that will undertake the automatic control of the system. An Arduino
microcontroller is used in this particular application.

Figure 2. Arduino microcontroller, Stepper motor guide and magnetic sensors
Another fundamental element in the architecture of the system is stepper motors. The stepper motor or
stepwise motor is the only truly digital drive at its output. In the majority of motors, including alternating current
(AC) and direct current (DC), the drive shaft rotates at a value proportional to the voltage or frequency applied
thereto. Stepper motors, however, use a combination of electric pulses for their movement.
The stepwise motor rotates with separate moves called steps. Once the drive shaft takes a step, it stops
spinning until it receives the next command. In order to be able to move efficiently and to do the right thing, a
“guide” for the engine is also required.
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Usually the control guides have two separate power supplies, one for the logic section, usually 5 volt dc
for receiving signals from the microcontroller and one for the motor supply, usually from 12 to 50 volts dc.
Sensors are also an important part of the system. A sensor is a device that detects a physical size and
produces a measurable output from it. The sensors are used in everyday objects such as touch sensitive buttons of
lifts and illuminating lamps that shine brighter or smoother by touching their base. Their applications are found in
cars, in machines, in aeronautical engineering, industry, and Robotics.
In the mechatronic bike magnetic sensors are used. Magnetic sensor is the sensor that consists of two
magnets, which when come into contact create tension.
The breadboard has all of the above mentioned materials connected to each other in such a way that the
functions required are performed. All the component of the system ends at the Arduino circuit, where based on its
programming it instructs the driver to check the mapping.

Figure 3. Electronic ciruit
At the top of the stepper motor there is an aluminum adapter which is connected to the bicycle's difficulty
change setscrew and depending on whether there is a clockwise or counterclockwise rotation the pedal hardens or
not (selection is made from the buttons mentioned above). The magnetic sensor sends a signal to Arduino at each
turn of the pedal and after 3 complete turns, the movement of the image on the screen is realized. The reason why
this is programmed is to have a more representative imaging, as otherwise the image would be very fast (at this
point, I should mention that we are connected to Google maps for the presence of a graphic landscape on our
screen).The sensor signal, through programming, replaces the operation of the computer's buttons for moving the
image (arrows “up” “down”).
Finally, for the user's need to turn right or left, 2 more buttons have been added which send a signal to
Arduino, which translates into computer language and creates the movement (these buttons replace the function of
the computer keys to move the image ”right “” left” (arrow keys).
FUNCTION OF THE SYSTEM
Arduino, is the brain of the entire architecture as it defines when and how any material attached to the
breadboard will work. Particularly among other things, it determines the control of the magnetic sensor and the
motion command of the computer image. It receives a signal each time the user completes a pedaling circle, after
three completed circles, it sends a signal to move the image on the computer screen. It also controls the hardness of
the pedal. It receives a signal whenever a user clicks the hardness button. Depending on which of the two buttons is
pushed, Arduino receives a signal and then sends a command to the driver that does mapping (translates the
Arduino command into a language understandable for the stepper motor) and gives the motion command to the
stepper motor for anticlockwise or clockwise movement respectively. Finally it checks for the turn right or left of
the computer image. If the user wants to turn, there are two more buttons to select the direction in which he wishes
to go, and in this case, when the user presses one of the two buttons, Arduino receives a signal and then sends a
command to the computer, this time to rotate the image.
RESEARCH
The research objective involved behavioral intentions from the use of bicycle mechatronic system. The
sample consisted of 12 subscribers to a cycling studio program who used the ABF8 Real Ryder Bike and were
familiar with the use of a bicycle that simulates the road bicycle. Users were asked to upload a part of Thessaloniki
of their choice and also choose the desired conditions (uphill, downhill, mountain biking, weather conditions). The
ride 40 minutes, which was the regular duration of a cycling program in the fitness studio. During the program, a
researcher was appointed to the cyclist to observe and keep notes regarding the participant’s verbal and non-verbal
reactions to the images projected on the screen.
On the second phase, the same sample was asked to apply goggles and select identical area and conditions
as in the first phase and complete a new round of exercise. Upon the completion, the users were asked to evaluate
their experience and state their intention to actually visit the area of their choice.
CONCLUSION
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The main goal was to enhance a visitor’s intention to visit a destination by actually riding around the city,
visiting important sites and familiarizing with the corners of the city. In order to achieve this goal, potential
visitors, members of a well-known fitness center who were subscribers in a cycling program, were asked to take
part in an experiment using an altered steady bicycle. The users rode around the city first by following images and
videos projected in a screen and then in goggles and were asked to evaluate their experience and assess their
intention to visit the city after the experience. It became apparent that using goggles created individual experiences
and strongly influenced their intention to visit Thessaloniki.
Consequently, following the completion of the experiment, authors came to the conclusion than when
creating a virtual reality environment with goggles using a steady bicycle, it enriches the potential visitor’s
experience and it greatly affects their intention to visit the city.
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ABSTRACT
During the last three consecutive years, Greece was honoured as favourite cruise destination
worldwide. The same period, the cruise traffic at the port of Thessaloniki had fluctuations with a peak of 35
cruise ships arrivals in 2015, but only 5 medium-sized in 2019! The aim of this paper is to examine the
current situation and the key issues regarding cruising and to enhance destination marketing. For the
completion of this research, both qualitative and quantitative methods were used. The survey results
demonstrate a paradox between cruisers’ nationalities (Italians and others) and their awareness regarding the
city of Thessaloniki.
Key Words: Greece, Thessaloniki, cruising, port, destination
INTRODUCTION
“Cruise tourism is a socio-economic system generated by the interaction between human,
organizational and geographical entities, aimed at producing maritime- transportation-enabled leisure
experiences” (Papathanassis & Beckmann, 2011, p.166). The world cruise industry is a niche type of tourism
and one of the most fastest-growing and dynamic segments of the tourism industry. Cruise ships can be both
a means of transportation and part of the destination, but they can even be considered the primary or sole
destination. Traditionally, destinations are regarded as well-defined geographical areas, such as a country, an
island or a town (Hall, 2000). Between the cruise and the destination lies the port with the primary objective
of ensuring safe reception of cruisers and of destination presentation of the tourist’s first time at a givenport.
The Mediterranean Sea can be defined as the classic venue for destination cruising with a wealth of
itinerary variations and numerous advantages1 over other cruising destinations. The cruise ship industry in
Greece is currently undergoing a period of rapid expansion at a time, when the Greek islands are included
among the top most popular destinations worldwide. Investigating key facts and statistics, total coastal
passenger transport in Europe amounts to some 215 million passengers per year, with Italy and Greece
accounting for 31% of total European traffic2. Greece accounts for 32 million passengers and Italy 35 million
respectively. The Greek Minister of Tourism, Elena Kountoura, announces the new growth plan for Greek
tourism which target is “to develop more than six new home-ports for cruises, as well as a network of large
and medium-size marinas, to introduce new destinations and thematic products combining cruises with landbased travel experiences”3.
1According to Med Cruise some of the advantages are: good weather conditions, a number of
historical cities with a rich cultural heritage
2 Michalis Sakellis, president of Greek Shipowners Association for Passenger Ships (SEEN)
3 World Travel Market, London 2018

OVERVIEW OF THE CRUISE INDUSTRY
In the recent years, demand for cruising has increased from 22,3 million passengers in 2014 to 28,2
million in 2018 globally while the cruise industry is projected to continue to grow throughout 2019 with an
estimated 30 million cruise travellers (CLIA, 2019). Stagnation did not occur even when the Costa Concordia
grounded in Italy in 2012. Furthermore, 14 cruise companies are going to launch 18 new ships on their
maiden voyage this year and 37 new cruise ships will be launched until 2020, adding €10,25 billion in annual
revenue to the ocean cruise industry (Cruisemarketwatch, 2018). In this highly competitive and assetintensive market, to sustain growth and profitability, cruise lines and destinations identify tangible and
intangible factors related to the ship and ports of call providing specific on board and onshore activities to
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satisfy cruisetravellers.
Additionally, with the introduction of many new destinations and itineraries for cruises, nowadays,
ships sail in all regions of the world and are often registered in countries that are different from the companies
that own them (flags of convenience). The three major competitors that dominate the global cruise industry
are Carnival Corporation & Plc, Royal Caribbean Cruises Ltd. and Norwegian Cruise Line Holdings Ltd.
These corporations comprise 19 individual cruise lines and account for 81.6% of all passengers and 76.7% of
allrevenue.
The UN (2010) definition for cruise passengers - tourists or overnight visitors to the cruise ship and
same-day visitors or excursionists to the individual ports of call- identifies the complex nature of the cruise
market. The demographic profile of the cruise market has changed during the last years, although cruise
passengers’ motives for choosing this type of holiday correspond to the stereotypical benefit of a cruise; to
conveniently visit several destinations during a single trip, whilst enjoying high service standards and an
attractive value-for-money proposition (Papathanassis, 2017, p.110).
Cruise ships and its passengers can cause both negative and positive economic, environmental and
social impacts, as any other tourism activity. Bruttomesso (2001, p.42 - 43) found that there is a positive
effect on the regeneration of the wider area surrounding the new port development, as the new terminals are
open to the public and may act as venues for activities such as concerts, conferences, exhibitions and retail
uses, in addition to their main function (Capocaccia, 2001). A new cruise terminal may also be attractive for
the host community. The aesthetic image of the cruise ship may lead to an enhanced image of modernity,
leisure and luxury to the city, as well as to potential investors and visitors (Figueira de Sousa, 2001, p.9).
Although these positive impacts resulting from new cruise port developments, there are several issues
associated with such developments. For instance, the economic impact of cruise terminals is very difficult to
estimate, as it is largely dependent on the number of passengers visiting the port (McCarthy, 2003). The
consensus is that the economic impact of visiting cruise ships is relatively small since there is great
competition amongst host ports resulting in small fees for the cruise companies.
UPCOMING TRENDS
The future trends in cruising as reported by CLIA (2018), the world’s largest association, focus on
onboard and ashore “transformational experiences”. From the cultural immersion and voluntarism to extreme
adventures, tourists want to have an active role, to co-create in their vacation process and gain a sense of
accomplishment. Nowadays, cruising has also become more affordable and accessible than ever, due to the
growth of middle class and new generation of cruisers have appeared4. Thus, the need for customization and
personalization of services in line with their special characteristics is now greater than ever. Regarding ports,
the recent trend appears to create an environment in which cities and ports cooperate in forming integral
product building multi-purpose modern passenger units (Papathanassis, Lukovic & Vogel, 2012). According
to Papathanassis (2017), another trend in the cruise industry is the mega-ships with over 6,000 passengers’
capacity which puts pressure on Port Authorities to expand their infrastructure and ensure safety, health and
security to the cruisers (Cheng et al., 2016). In 2017, there were more than 50 mega cruise ships operating in
Asia, indicating a growth of around 25% per year of the cruise sector in this continent which is predicted to
become the world’s second-largest cruise market after the US by 2030 (Allianz, 2017). On the other hand,
smaller but “smarter” cruise-vessel generation using innovative technologies appeared mostly the last five
years and remote controlled and autonomous ships will sail by 2035 (Rolls-Royce,2017).
“working nomads”, “going solo”, “silver-hair”, Millennials-Gen Y and Gen Z. “Silver-hair” is a
heterogeneous segment which is not yet clearly defined. Generally, it includes the total economic activity of
the 50+ population (Zsarnoczky et.al, 2016). Millennials: those born between 1982 & 1998, Gen Z: those born
between 1996 & 2010 (McCrindle & Wolfinger, 2014)
4

CRUISING IN GREECE
Greece is ranked highly as a popular cruise destination in the Mediterranean, due to the country’s
geophysical characteristics and an extensive island network. In the Wave Awards, Greece was awarded as the
third most popular destination in Europe for 2017, as the second favourite cruise destination in the world for
2018 and as the best destination in the world for 2019. Despite these honours, cruise ship arrivals to Greek
ports recorded a 20.5% drop in 2017, cruise passenger visits were down by 11%, compared to 2016. In 2018,
3,410 cruise ship arrivals (compared to 3,415 in 2017) were recorded in all Greek cruise destinations.
In conclusion, the same picture is retained by 2017 with the same number of ship arrivals and a slight
increase in passenger visits of around 3.5%, which proves that despite the problems that have been created in
the last two years by the geopolitical turbulence in the East Mediterranean region, the Greek cruise have only
slightly changed (Hellenic Ports Association, ELIME). Conversely, while Turkey is investing in new
infrastructure in cruise industry and in the perspective of the portage “the cruise in Greece operates on
autopilot mode”, as stated by Manos Konsolas5 and, also, lacks a campaign in Greek destinations, in
cooperation with the private sector. The above statement comes in contradiction with the 12% increase of
direct cruise industry expenditures (€546 million) in Greece in 2017, respect to 2015 (CLIA,2018)!
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THE PORT OF THESSALONIKI
The port of Thessaloniki is the most important port of North Greece and one of the most important
ports of south-eastern Europe. The cruise traffic in Thessaloniki had fluctuations with a peak of 35 ships
arrivals in 2015, a dramatic drop of 87.2% in 2017 respect to 2016, and with only 5 medium-sized cruise
ships in 2018. In 2019, only 5 cruise ships are estimated to dock in the port of Thessaloniki (ThPA). Greek
authorities have so far done very little to attract cruise businesses to the country’s numerous ports of call,
especially at the port of Thessaloniki, a balanced cruise port6, which has a great untapped potential to further
increase cruise traffic, due to its advantageous geographical location and its excellent road links and train
connections. After a long privatization process that lasted more than 10 years, the new consortium SEGT
(South Europe Gateway Thessaloniki), holds 67% of the listed ThPASA, the Greek State retains a minority
stake of 7% and the other 26% is traded at the Athens StockExchange.
Figure 1
The port of Thessaloniki Source: ThPA, 2019

5
6

Piraeus

the New Democracy Tourism Sector head Dodecanese
a balanced cruise port can be a destination and a point of transit for excursions, as it is the port of

The prestige of the port is further enhanced by the blending of its traditional characteristics with the
contemporary events that take place in the city. Current promotion attempts are undergoing, describing the
relationship between port and city of Thessaloniki through: a) websites (MEDCruise, ELIME, ThPA official
website), b) leaflets promoting Thessaloniki as a cruise destination (ThPA 2011-2012), c) THESS Bonus
Card, a virtual card for discounts and offers, d) a digital walk/tour application launched under the title
Tourism Promotion of the Region of Macedonia and e) participation occasionally in maritime exhibitions as
visitors (Fassa, 2018)7 or in the Seatrade Cruise Global exhibition in Miami in 2016 and 2017. However, the
above attempts of promoting Thessaloniki as a cruise destination have failed to connect the port with the city
and to provide specific solutions for cruise passengers. In addition, there is an extend use of old-fashioned
methods (leaflets, SMS) while no online presence of both port and the city is available on Social Media
platforms.
Besides that, eleven consultants, mainly from the architecture sector, surveyors and engineers, but no
specialists from the marketing/management field and tourism sector, proposed a 24-year master plan who will
focus mainly on infrastructure improvements. However, in the complex sector of cruise industry, the
development of infrastructure is not enough. One of the ThPA’s objectives is “the creation of a new landmark
in the city and the enhancement of port attractiveness by creating an area with restaurants, hotel facilities, an
Aquarium and a new parking lot”. But the real challenge for ThPA, for both planners and managers, should
be Tourism Carrying Capacity (TCC) approach and sustainability (eg. protection of natural or historical areas,
the use of beaches and tourist infrastructure, congestion of facilities, transportation, sea pollution, waste
management etc.).
Consequently, as the cruise sector contains a lot of different sub-sectors, a strategic marketing plan
by cruise experts based in academic research is vital for attracting cruise lines and private companies to invest
in cruising, as well as for creating the right balance between port, nature and the surrounding community.
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RESEARCH METHODOLOGY
The research process included both qualitative and quantitative methods. Apart from the secondary
data, primary data was used to extract specific results. Two questionnaires with 26 open and closed questions
were designed and distributed online to a target population – the cruisers. The sample size of the participants
consisted of 121 unique responses. Meanwhile, face-to-face interviews were held with various stakeholders to
examine their perceptions and future contribution to the development of Thessaloniki as a cruise destination.
Most of the interviewees agreed that immediate promotional plans and actions should be taken for
Thessaloniki’s port.
RESULTS
On the first section, demographics results were analysed. Most of our sample were women (66%)
and the rest (34%) men. Looking at the details of personal status, 31% were married with children, followed
by married and in a relationship; more than a half were employed (58%) and are markable amount retired
(16%). Concerning nationality, almost half of our respondents were Italians, a significant amount of 23%
were British and Americans, 11% Greeks and the rest 17% from different countries such as Portugal,
Germany, Belgium etc. In the second section, travelling trends were examined, where 44% participants have
been on 1 to 5 cruises followed by those how have been from 6 to 10 times (27%). Cruisers mainly choose a
cruise based on the cruise line (27%), price (24%) and destinations’ brand name (21%). Furthermore, value
for money and safety are the most important criteria that affect cruisers when choosing a cruise itinerary
followed by relaxation and culture/heritage/religion criteria. Paradoxically, climate does not affect their
choice as expected. Participants, also, prefer traveling on a cruise to explore multiple destinations in a short
time followed by those who travel to experience different cultures and to those who are passionate about
cruising. It is interesting to note the high percentage (39%) of people passionate about cruising without taking
into consideration any other pull factor for choosing their holiday! Regarding the average money spend on
board during a cruise is 518€! This amount depends on the cruise length, that is 7-10 days on average.
Another interesting extract is that cruisers spend on average the same amount of money for entertainment and
local products/souvenirs (149€ and 145€). Furthermore, 47% of the respondents spendless than 50€ in a port
per day and 41% between 51-100€, while a vast majority of our respondents prefer to spend money on board.
The third section of the survey is dedicated to Thessaloniki as a destination. Travellers prefer not to
cruise only in the Eastern Mediterranean (43%) but also at the Aegean Sea (22%). The sum of these
percentages (65%) give a competitive advantage to Greece for itinerary planning, because of its geographical
position.
Ms. Stella Fassa, Strategic Planning, Marketing and Sales department Manager of ThPA. This is
one of her statements during the interview
7

According to Diakomihalis (2007), “the four pillars to attract a cruise are history, culture, religion
and entertainment”. Even though Thessaloniki and its wider region combines all the pillars has not been
recognized as a destination and port of call. Several types of shore excursions and activities for Thessaloniki
and its wider region were proposed in the survey and cruisers were mainly interested to visit historical sites
and to explore the UNESCO monuments while in the wider region they prefer to visit Halkidiki for a dive
rather participating in a cultural trip. Almost all participants, agreed that Thessaloniki can meet their
expectations and would “definitely” include the city in a future cruiseitinerary.
Analysing the results of the survey, emphasis was placed on three criteria: nationality (Italian –
other), if cruisers have ever been in Greece with a cruise ship and if they have heard Thessaloniki before.
Forming a suitable pivot table and graphs on the question “have you ever been in Greece with a cruise ship”,
separated by nationality, we examined the answers to the question “have you ever heard Thessaloniki
before”. The paradox of the survey was that even though most Italians visited Greece with a cruise ship, they
do not know Thessaloniki, while other nationalities who haven’t visited Greece, they know the city. To
investigate further the paradox, a statistical hypothesis test (t-test) was applied and we concluded that there is
a statistically significant difference between Italians and other nationalities on the awareness of Thessaloniki
as a tourism destination.
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Graphs 2,3,4
Results after forming a pivot table

RECOMMENDATIONS
The website is the core anchor for the port’s digital marketing efforts and should be designed to
impress the audience that matters and enhance the user experience. Since many of our respondents prefer to
find information for the visited destination through ports’ website, improvements should be done by the port
authorities. The website of ThPA is a general website covering all the port operations which is useless for
cruisers and tour operators that are seeking specific information for the city and the port. A strong web
presence dedicated to cruises should be designed in more than two languages8 including a) media gallery with
photos and videos not only from the port, but mostly from activities and shore excursions around the city, b)
live streaming, web cameras etc., c) specific data for cruise lines, travel agents and operators, d) practical
information for cruise guests and cruise staff, e) calendar with the upcoming local events in the city for
increasing attendance, f) downloadable materials about the destination, such as city maps, infographics and
last but not least g) a cruise- related newsletter for reinforcing awareness. Also, shore activities, such as
nearby excursions, walking tour experiences, sightseeing etc. should be presented, as well as the adequacy of
port facilities and the ease of accessibility. Furthermore, events that take place in port terminals such as the
International Film Festival or Voroina Festival9, should be promoted on the cruise market all-year round.
Good examples are the websites for cruising in Copenhagen andAmsterdam.
Concerning branding Thessaloniki as a cruise destination, local stakeholders should be involved in a
cooperative marketing effort. Stakeholders may include local and regional government, local tourist boards,
airlines, hotels, travel agencies, ground handling agencies and other businesses serving cruise ships and their
passengers. Unfortunately, from the interviews, the overall conclusion is that even though everyone wants the
city of Thessaloniki to become a cruise destination, local stakeholders have difficulties in cooperation
towards this goal.
Finally, the formation of a separate self-governed organization/entity which will cooperate with the
stakeholders, but not under their direct control, should be established by the port authorities and should be
consisted by experts in tourism destination management, such as financial analysts and marketeers.
Furthermore, there is a need of creating an online and hard-copy portfolio and started approaching
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mid-large cruise lines and tour operators for investing at ThPA, as well as actively participating in tourism
and cruise exhibitions globally. In order to build and gain stakeholders’ trust, a re-branding of the city as a
cruise destination with specific activities/ excursions for cruisers is crucial as well as obtain the necessary
infrastructure and crowd management planning for providing excellent service at the pre-during-post phase of
visiting the city of Thessaloniki.
CONCLUSION
The goal of this project is to examine the best way of promoting and developing the port of
Thessaloniki as a port of call, as well as the city as a cruise tourism destination. Based on the above findings
and taking in consideration academic papers, personal knowledge and professional experience, the main
contribution of this paper is to form “the first step” for designing an efficient strategic marketing plan for both
port and the city of Thessaloniki. However, future research in a bigger sample and in other source markets
isrequired.
The long-term prospects for cruise activity in Thessaloniki are positive. But continued growth is
dependent on sufficient investment in cruise infrastructure and marketing actions and plans. Considering the
above research in cruise travellers and an in-depth examination of literature and online sources, the Italian
market should be the first approach to increase visits to Thessaloniki. Italy is the closest destination to Greece
and, thus, to Thessaloniki attracting a huge number of cruise lines each year. Thessaloniki’s proximity to Italy
provides itinerary planners with an extensive range of options to satisfy diversified demand during eastern
hemisphere deployments.

8 such as Italian (as found from our study) and in Balkan languages for future cruising activities in
new markets (as indicated at ThPA’s Master Plan)
9 A popular wine and spirits-tasting annual festival of Northern Greece vineyards, held every
September
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ABSTRACT
Purchase decision-making constitutes a significant aspect of study in the field of tourism. The present
research has been implemented to explore the way different determinants and choices influence the satisfaction
from as well re-purchase intention of an all-inclusive sport tourism package. The research made use of a set of data
from a sample of 1270 tourists who came to Greece – through choosing an all-inclusive sport package- during the
summer of 2017-2018. In more detail, the study explored the relation between all-inclusive sport package selection
criteria and their influence on tourists’ satisfaction as well as tourists’ intentions to re- purchase a similar package.
2 Stage Least Squares (2SLS) regression analysis revealed that enhanced customer satisfaction contributes
positively to the customer re-purchase intention in the future. Fathoming the complexity of the relation between
satisfaction and its potential influence on repurchase of all-inclusive sport packages would be important help for
destination promoters and marketing managers.
Key Words: All- inclusive sport packages, purchase intentions, satisfaction, sport tourism.
INTRODUCTION & THEORETICAL BACKGROUND
The last decades, Greece has witnessed huge tourism growth and has taken its place as the leading tourism
destination worldwide. Except from the improvement of services along with government policies, one of the major
strategies that Greek tourism authorities have implemented the past decade, is the deployment of alternate types of
tourism. This antagonistic strategy has mainly focused on sport tourism, and especially in all- inclusive sport
package holidays. According to Costa & Glinia (2004), sport tourism market contains four separate
entrepreneurship fields in Greece: a) major sport events b) all-inclusive sport resort hotels c) outdoor entertainment
organizations and d) sport tourism marketing programs. In Greece, as in many sun and sand destinations, allinclusive resorts maintain the leading role of selections (Issa and Jayawardena, 2003).
All-Inclusive sport packages are offered by hotels with recreation infrastructures. In more detail, these
type of packages include participation in diverse sport activities - such as tennis, swimming, running, team sports
(e.g. basketball, football), golf etc. This contemporary health, fitness and sport holiday tendency has contributed to
the economic growth of several sun and sea destinations, such as Greece.
Sport tourism is a comparably contemporary notion though its range of activity is far from new. In the
sport section, sports tourism is regarded as a way to take advantage of the advancement and importance in nonrival and rival sport via the combination of the efforts of sport, recreation and tourism experts. Sports tourism can
be in general delineated as comprising travel away from an individual’s main pace of living for participating in
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sports, for amusement or competition intentions, travel to attend professional or amateur sport, as well as travel for
visiting a sports related spectacle such as a sports museum, for example (Delpy and Hilliard, 2006). Given the
intense competition between rival tourist destinations it is crucial to obtain a thorough comprehension of the
factors influencing tourists’ satisfaction with all-inclusive packages, as well as their intentions to re-purchase. The
purpose of the current research was to identify the factors which influence sport tourists’ satisfaction from allinclusive packages and its effect on their re-purchase intentions.
The all-inclusive holidays are usually conventionalized, quality contained, and repeatable proposals
consisting of two or more factors of transport, lodging, meals, entertainment, destination attractions and more
establishments and services, like travel insurance, which are offered to individuals as a package for a specific cost
(Alegre and Sard, 2015). Enoch (1996) proposes that package tours are a secure, efficient way of visiting nations
with peculiar cultures, untrustworthy transport and doubtful hygiene standards, benefiting on the ambiguities and
risks that might emerge during vacations.
Moreover, economies of recourses have been mentioned as determinants of all-inclusive selections,
regarding finance and time. Tourists receive numerous services at a lower cost on vacation packages. If a visitor
selects to buy an all-inclusive package is due to the fact that the anticipated value of the package is high enough in
contrast to the required market research and the acquisition of holiday services from various sellers (Harris and
Blair, 2006).
A lot of people select all-inclusive package tours because of the convenience these tours offer. These
tourists have a fast-paced life and reduced time to schedule vacation trips. If visitors participate in package
holidays, tour agents would prepare and take care of all the required details for them. They simply paid one allinclusive price beforehand and then every single thing -flights, transfers, lodging, and most likely food, excursions
and amusement - is reserved for them (Lee, Chang and Chen, 2013).
Previous all-inclusive travel experience to certain destinations have been presented to advance the purpose
to travel there again through product repurchasing. Possible visitors have little understanding about the
characteristics of a certain place with which they have no prior experience (Weaver et al., 2007). For this reason,
tourists who visit for the first time a place usually require an enlightenment contrary to returning visitors, which
clarifies the firsts’ choice for holiday package. Moreover, Wickens (2002) discovered that first-time visitors were
most likely to purchase holiday packages than returning tourists were.
The attributes of services, like intangibility, perishability, variety, and concurrent production and
consumption, guide services to obtain advanced anticipated risks with some objectively calculative qualities prior
buying (Mehta, Lalwani, and Ping 2001). Usually, other people’s impacts are a significant motive of a person’s
decision taking process. There has been a good documentation in the marketing literature about the matter that
consumers acquire information about products and services from other individuals, especially family, friends and
neighbors. Specifically, consumers tend to welcome information given by their peer groups and adapt to the group
norm on the quality, style, and additional product characteristics.
Former studies (Bieger and Laesser, 2004) have commonly utilized the information assessment sources in
tourist decision taking as a marker segmentation factor, which have established that travelers make use of
numerous information search approaches upon scheduling their holidays. To be more detailed, former research
results suggested that travel agents were a crucial piece of information explored amongst tourists. Furthermore,
families and friends were described as a high impact source on holiday destinations. Even though word of mouth
(WOM) is an important information source amongst travelers, there has not been an existing research concerning
the way reference group impacts affected travelers’ decisions in selecting an all-inclusive holiday package. One of
the central strategies to minimize the concept of risk and ambiguity is information search.
Further to constituting a first step in a tourist’s decision-taking process overall (Molina and Esteban,
2006), it assists numerous other scopes in that process from supporting the choice of destination (Gursoy and Chen,
2000) to that of lodging, transportation, activities, tours, along with touristic package option, for instance. Up until
today, there has not been an established study regarding the influence of research for all-inclusive information on
the buying purposes of visitors. Based on the literature, the following model and hypotheses are posited:
METHODOLOGY
For the present study a quantitative method was used. The sample group consisted of tourists who bought
all-inclusive package tours and visited Greece during the summer of 2018. The survey was carried out after
checkout, and the data were collected from five-star hotels. The questionnaire was distributed by a specially
designed team of researches and 1270 completed questionnaires were returned. All questions of the principal
variables were evaluated on a five-point Likert scale and data were analyzed with SPSS software. In order to
examine the impact of All-Inclusive visitors’ satisfaction on repurchase intention we employed a two- stage least
square regression analysis (2SLS) were the functional form of the first stage (model 1) and second stage (model 2)
specifications are as follows:
AI_SATi = a0 + a1CONVi + a2SAFEi + a3ECONi + a4PREV_EXPi + a5INFLi + a6RESi + a7WOMi +
ei (1)
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REBUYi = β0 + β1AI_SATi + ui
(2)
Where: AI_SAT is the customer satisfaction, CONV denotes the factor of convenience, SAFE and ECON
denote the safety and convenience of resources factors, PREV_EXP is the visitors previous experiences with allinclusive packages, INFL are the people influencing the decision to choose an all-inclusive destination, RES is the
factor capturing the time that the visitor devoted to market research, WOM is word of mouth and REBUY is the
visitors’ repurchase intention while e and u are the error terms of the regressions.
RESULTS & DISCUSSION
Table1 presents the main results from the 2SLS estimation and revealed that economy of resources,
previous experience with all-inclusive, word of mouth and customer market research for the appropriate allinclusive package, all affect positively the satisfaction of the sport tourism customer. In turn, enhanced customer
satisfaction contributes positively to the customer re-purchase intention in the future.
Table 1: 2SLS regression results on customer satisfaction and repurchase intention
Variables
MODEL 1
Constant
CONV
SAFE
ECON
PREV_EXP
INFL
RES
WOM
R2
F-Stat
Observations
MODEL 2

Coefficient
-0.038
0.046
-0.034
0.082*
0.034*
0.078***
0.073**
*
0.227**
*
0.091
18.13**
*
1270

T-test

P-value
-1.15
0.96
-0.82
1.80
1.88
-2.83

0.251
0.339
0.410
0.073
0.061
0.005

2.60

0.009

8.03

0.001

Coefficient
Z-stat
P-value
0.041
0.01
0.998
1.142**
18.75
0.001
*
0.5690
R2
351.39*
Wald X2
**
Observations
1270
***, * indicate statistical significance at the 1% and 10 % significance level respectively.
Constant
AI_SAT
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ABSTRACT
The purpose of the current study is to define the contact-points of the visitors of a sport event with a view
of recording the active service processes based on the undertaken duties and the requirements of every service. The
application is made on AlmiraMAN, a triathlon sporting event, including swimming - biking - running, which took
place in Katerini, Greece, on 2018. The emphasis is given on the athletes of the event (segment). Through the use
of information record sheets, the findings reveal the identification of 12 contact-points and discuss the development
of a Service Blueprinting System on a sporting event. Practical implications along with directions for future
research are provided.
Key Words: Contact Points, Service Blueprinting, Sport Event, Triathlon.
INTRODUCTION
The number of participants (athletes) of small scale events typically surpasses the number of the
audience (Gibson et al. 2012); consequently, athletes are the event’s main customers (Fotiadis et al. 2016a).
However, small-scale event organizers face difficulties in attracting athletes because of the great number of similar
events (Fotiadis et al. 2016b). To that end, the attention to every detail of the organization procedure is
recommended, seeing that situations such as disorganization or lack of signage may negatively affect event
participation (Kaplanidou & Gibson, 2010). Organization (blueprinting) process may provide new prospects for
small-scale event managers, enabling them to better understand the customers (athletes) needs and providing new
paths for innovation (Gkarane & Vasiliadis, 2016; (Gkarane & Vasiliadis, 2017).
Despite the growing interest in the study of small scale events, there is a scarcity as regards their
planning process. This paper is set out to investigate the active service processes of a sporting event and to develop
a blueprinting system with an aim to yield new understanding of the blueprinting procedure.
EXPLORATORY CASE STUDY OF ALMIRA MAN TRIATHLON SMALL SCALE SPORT EVENT
The methodology used in this paper is a blueprinting map, a method invented by Shostack (1982). It
is based on the five parts that consist a typical service blueprint, according to Bitner et al. (2008); that is Customer
Actions, Onstage/Visible Contact Employee Actions, Backstage/Invisible Contact Employee Actions, Support
Processes, and Physical Evidence. The case study applied is AlmiraMAN race, a Triathlon small scale event, which
takes place in the Olympic Coast of Katerini, Greece and includes open sea swimming, biking and running. It is
organized every May since 2014 and lasts for two days. The product AlmiraMAN includes a mixture of athletic,
instructive and entertainment services data.
Six students - volunteers undertake the role of the researcher for the contact points of the triathlon
event AlmiraMAN May 2018 in order to note down and register the procedures. With the use of information record
sheets, they define the real happenings of the event, time by time. The contact points are chosen based on the
services that the event organizers provided (for instance, registration desk, parking etc). In our case, the emphasis is
given to the triathlon athletes (segment) with a view of recording the providing of the active services based on the
roles that have been taken over and on the requirements that are necessary at every contact point.
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Table 1
Blueprinting Service Parts of AlmiraMAN 2018 Triathlon Event

Physical
Evidence

Customer
Actions

Almira
MAN
websit
e

Visit the
website
Register
to
participa
te

Contact
Point
Employee

Onstage
Actions

Outdo
or
parkin
g area

Arrive
& park
Take
their
cars and
leave
the area

Secret
ary
office
&
registr
ation

Starting
&
Finishin
g Line

Swimmi
ng line &
Sunbeds
Area

Registra
tion
process,
Take a.
competit
ion
number,
b. chip
and c.
athlete
‘s bag

Change
clothes,
Bike,
finish
Run, finish
Return the
chip
Informatio
n where to
have a
shower
and relax

Swim,
Rest in the
sunbeds
after the
end of the
race,
Drink
coffee,
Read
books

Welcom
e, Check
registrat
ion,
Provide
instructi
ons and
material
Inform
about
the
placeme
nt

Assistance
to the
athletes
Provide
clothing
material
Recording
of athletes
statements
Distribute
of fruit and
energy
drinks

Lifeguards
check for
potential
problems
during the
swimming
race
Personnel
serves
drinks in
the sunbed
area

Contact
Point
Employee

Backstage
Actions

Support
Processes

Mainten
ance of
the
website
Promoti
on of
the race

Prepare
the bag
for
every
athlete
Arrange
all the
back
office
support
(tables,
tents,
noteboo
ks,
laptops)
mainten
ance of
the
registrat
ion
system

Check the
supply
stations
and the
speaker
system

Coordinati
on of the
volunteer
staff
Preparatio
n of the
supply
points

Make
drinks
ready

Prepare
umbrellas
and
sunbeds,
Arrange
lifeboats
Coordinati
on of the
volunteer
staff

Biking
line

Bike
and
finish

Updatin
g for the
athletes’
position
Distribu
te of
water

Ready
for
possible
tire
inflation

Prepare
the road
signals
Coordin
ation of
the
voluntee
r staff

Running
line

Run and
finish

Updating
for the
athletes’
position
Distribute
bananas
and water
to the
athletes

Preparatio
n of the
fruit and
water

Coordinati
on of the
volunteer
staff
Preparatio
n of the
supply
points

Beach
Bar

Make
order at
the stand,
Relax, Eat,
Drink,
Socialize

Medic
al
Area

Product
Exhibitio
n

First aid
for
lightly
injured
athletes

Visit the
kiosks,
Purchase
athletic
products

Preparatio
n of the
orders

Check
for
potential
injuries

Welcome,
Provide
informatio
n and
instruction
s regarding
the use of
the athletic
products,
Sell the
products

Make
drinks and
food ready

Preparin
g the
medical
material
Continu
ous
contact
with the
National
Emerge
ncy
Center

Coordinati
on and
preparatio
n of a. the
drinks, b.
the
sandwiche
s, c. the
beach bar
space

Coordin
ation of
the
medical
staff,
preparat
ion of
the
wireless

Arrange
bags for
the
products

Search and
prepare the
material
suitable for
athletes,
Set up the
kiosks

WC,
douche
&
bathro
om
area

Use
WC,
take a
shower,
change
clothes

Clean
the area
regularl
y
Organiz
e the
access
to the
area
Preparin
g the
cleaning
services
Check
for
sanitary
material
and
shortfall
s

Mainten
ance of
the area,
Work
on the
signal
material

Media,
VIP &
Ceremon
y Area

Participate
in
awarding,
photos and
video with
the rest
athletes,
organizers
and VIP
persons
Congrats
to all the
athletes,
award to
the best
ones
Thanks to
participant,
sponsors,
VIPs,
volunteers.
Take
photos/vid
eos

Invite and
coordinate
the VIPs,
Organize
the PR and
media
support,
Bring the
award
material to
the stage

Design and
prepare the
space and
the stage
constructio
n
Coordinate
technicians
,
volunteers
and
personnel

FINDINGS AND CONCLUSION
The study results in the identification of 12 Service Supply Demand Contact Points (Table 1) which
delineate the athletes’ activities at a practical level and will help to find out some gaps in the providing services of
the race. Notwithstanding the fact that the event was successful, some weaknesses are spotted mainly as regards the
parking area, the beach bar and the biking line. Specifically, although the parking space is ample, there is no
personnel to assist the drivers and to provide them with instructions to park when arriving and departing. The result
is that there are several vehicle obstructions and organizers make announcements during the event for vehicles
removal. As a solution reservation seats for visitors and athletes should be adopted before the beginning of the
event and some volunteers be in charge of parking support. Additionally, on the beach bar there are long queues
since there is no waiter, except for one barman, and the customers can buy something only through self-service.
Some volunteers could be responsible for this task so as to ensure that the athletes and visitors receive the service in
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an efficient manner. As concerns the biking line, it is noted that some bicyclists are chosen by stray dogs during the
race. Thus, a better cooperation with the municipality is suggested along with the adoption of a communication
channel among all the volunteers with an attempt to solve problems on the spot.
As a conclusion, before the delivery of a service, the customers’ needs and requirements should be
specified (Fließ & Kleinaltenkamp, 2004) and blueprinting systems be created to provide special experiences to the
customers (Vassiliadis & Fotiadis, 2016). In AlmiraMAN case, our attention is turned to the amelioration of some
of the providing services, with the main focus given on the volunteers and their role on the event. For example, a
better traffic control regulation, larger number of volunteers with more visible vests in central points, no parked
cars of the inhabitants during the race spots are suggested.
The findings can be used to identify the specific processes of an event structure that facilitate its
preparation and provide a significant foundation for researchers in delving deeper into the event development
through the application of more advanced blueprinting approaches. In terms of event management, this study
provides an opportunity for the main stakeholders to improve their event planning agenda and opens a window
through which the organizers involved can take new blueprinting aspects into consideration.
Limitations pertain to the fact that this research is conducted in Greece for a triathlon, a sporting
event with unique characteristics. Further similar research is needed in international level for cross-country
comparisons among several types of small scale events. Thus, researchers are encouraged to engage in empirical
exploration of small-scale events as part of the planning strategy.
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ABSTRACT
Endurance horse riding generally consists of a daily distance of between 40km and 80km, which may be
covered over a single day or several days in relay. Competitive endurance horse riding was formalised in South
Africa with the inauguration of the Endurance Ride Association of South Africa (ERASA) in 1974. Since then
various events are held across the country and is a valuable tool to enhance sport tourism. The association’s
flagship event is the Fauresmith 200km challenge. This is a three-day marathon staged in the southern Free State
town of Fauresmith in July every year. While endurance sport participants have been well researched, limited
research is currently available on the profile, motives and behavioural intentions of these niche endurance
participants or the role that these events play in sport tourism. The purpose of this research is to fill this gap in the
literature by applying market segmentation and profile and identify different segments of endurance horse riding
participants. Self- administered questionnaires were distributed to participants during the Fauresmith 200
International Endurance Ride (30 June to 3 July 2018). An availability or convenience sample was used to conduct
the destination-based survey, and a total of 116 completed questionnaires were obtained. Two exploratory factor
analyses identified respectively five motives to participate in the race (race achievement, challenge achievement,
intrinsic achievement, equine performance achievement and event experience achievement) and four behavioural
involvement pursuits (passive equine pursuits, event loyalty pursuits, active equine pursuits, and health and fitness
pursuits). These nine factors were the bases used to segment the participants, and three distinct endurance horse
riding participant segments were identified namely Equine achievers, Equine pursuers, and Equine challengers. The
segments differ regarding their socio-demographic and behavioural characteristics and confirm that endurance sport
participants cannot be regarded as homogenous. The results indicate that participants’ primary motives for
participating in the race are intrinsic of nature. Marketers must, therefore, adapt their marketing messages by
emphasising that Fauresmith 200 is the ultimate endurance horse race in the country. Further market messages can
highlight that the event is the ideal event where personal goals can be achieved. Additionally, the event can be seen
as a means to facilitate and encourage additional behavioural involvement pursuits that help expand the endurance
horse riding industry in South Africa as well as sport tourism.
Keywords: sport tourism, endurance horse riding, endurance horse riders, market segmentation, South Africa
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ABSTRACT

Trail running is currently one of the world’s fastest growing running categories, but there is still limited
research on trail running as part of sport tourism. Trail running is becoming one of the most popular past-times of
many South Africans. Unfortunately, trail running events cannot necessarily grow in size, and therefore the
financial gain made by these events is limited. Trail runners have furthermore been described as “box tickers” who
seek once-in-a-lifetime events; these athletes generally do not come back to the same event year after year. With
the afore-mentioned challenges in mind, the study segmented athletes based on the event attributes they seek when
choosing a trail running event. The case study is the SkyRun which is a trail running event considered by many
athletes as the toughest trail run in South Africa. This event attracts a total of 250 athletes a year and consists of
three distances, namely: 38km, 65km and 100km, and is distinct in that the event is self-supported and athletes
must navigate themselves between the check-points on the route. An online questionnaire was developed and
shared on the events’ social media platforms. A total of 131 participants took part in the online survey. The cluster
analysis revealed three distinctive segments (the All-in trail finders, Stand-out trail finders and the Trail friend
finders). Each of these segments is extremely viable to consider by both event organisers and destination marketers.
This was revealed through each segments’ distinctive demographic profile, spending behaviour and motives to
participate. It is also important that marketers and managers realise that trail runners differ from other endurance
participants seeing that the natural environment becomes one of their biggest motivators. The results can assist
event organisers in developing cost-effective marketing strategies that will ensure each segment is presented at the
event. Destinations marketers can also use these events to draw more tourists to lesser-known geographical
locations throughout the country. Additionally, destination marketers can use trail events in the marketing and
branding campaigns of South Africa as these aspects can give the country a competitive advantage.
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ABSTRACT
In this paper the authors exam the role of e-CRM and try to find out its contribution on international
businesses and marketing environment. Moreover, this study aims to evaluate the impact of using Internet as an
International marketing tool and trading platform on the performance of Small Medium Hotels in the business- tobusiness marketplace. Furthermore, this study aims to examine the effect of customer centric orientation on the
international marketing strategy and how e-commerce should formulate and implement e-CRM initiatives on a
global scale.
Keywords: CRM, hotel industry, International marketing
INTRODUCTION
Ιt has been widely acknowledged that the Internet has enhanced the capabilities of SME’s to expand into
international markets and the adoption of it is an important economic indicator of growth (Molla and. Licker,
2005). It is obvious that e-commerce can play truly an important global role and this cannot be ignored by
companies in the hotel sector. Thus, web can inhance global business opportunities for a company.
The unique interactivity of the Internet led many hotels, to use it for the expansion of their marketing
efforts to foreign markets. Additionally, the Internet provides advantages for hotels wishing to expand their overall
potential in the international market, such as international awareness, improved knowledge of international markets
and cost saving buys (Hamill, 1997). However, although the Internet can be an important tool for accommodating
and promoting international business activities, it is not enough for a firm to create and sustain international
competitive advantages just through its website (Samiee, 2008).
In addition, current competitive challenges induced by globalization and advances in information
technology have imposed companies to concentrate on customer (or partner) relationships management (CRM),
and in particular customer (partner) satisfaction, in order to efficiently maximize revenues.
Customer Relationship Management (CRM) is very important in this context, as a hotel must fully
understand the customer profile that is most likely to provide them with a profitable, long-term relationship.
Successfully understanding the differences in markets worldwide will provide firms a competitive advantage over
the long-term. Small hotels are now realizing that the failure to understand market differences could make them
vulnerable to foreign competition. In the literature, there has been little work assuming a corporate perspective,
examining how, e-commerce and e-CRM implementations contribute to international business and marketing
activities in Business to Business (B2B) context. CRM and electronic B2B are essential to the success of modern
business (references) even more in the hotel sector. Although they are two different modules, they share many
similarities and their integration will benefit all related parties in business processes (Zeng et al., 2003). One task is
how e-B2B (a major part of e-commerce) and e-CRM infrastructure will integrate advanced information
technologies into hotels’ international marketing strategies.
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The main purpose of this paper is to find out the degree of adoption of e-commerce and customer centric
orientation and to point out their impact on international strategy implementation. This study aims to evaluate the
impact of using Internet as an International marketing tool and trading platform on the performance of Greek hotels
in the international marketplace. Finally, this study makes a significant contribution to international Small Medium
Hotels because provides managerial implications on how hotels applying e- commerce should formulate and
implement e-CRM initiatives on a global scale.
LITERATURE REVIEW
Small hotels have realized that their success lies in meeting and satisfying customers’ needs and thus, they
are trying to create superior value for each of them. Additionally, they have recognized the need to adopt customer
focused strategies and systems. Furthermore, generally speaking a company’s relationships with customers can be
greatly improved by employing information technology (IT), which enables it to attain customization. Kennedy
(2006) notes that the Internet can provide a platform for e-CRM initiatives that will help companies to develop and
better manage customer relationships. Ab Hamid et al. (2013) argued that e- CRM provides the ability to capture,
integrate, and distribute data gained at the organization`s website throughout the enterprise. Thus, he stressed that
e-CRM has become a requirement for a company’s survival, not just a competitive advantage. Thus, based on the
above, we propose the following hypothesis:
H1 Hotels adopting customer-centric orientation are more likely to implement CRM and e-commerce.
E-commerce technology leads to rapid internationalization of small and medium-sized hotels by reducing
the benefits of economies of scale, lowering the cost of advertising and enabling even small hotels to reach
dispersed markets (Quelch & Klein, 1996). Additionally, companies have recognized the need to adopt customer
focused strategies and systems. A platform for e-CRM will help companies to develop and better manage customer
relationships. Ab Hamid (2013) argued that e-CRM provides the ability to capture, integrate, and distribute data
gained at the organization`s website throughout the enterprise. Thus, he stressed that e-CRM has become a
requirement for a company’s survival, not just a competitive advantage. Particularly, companies with a global
outlook, like hotels have to work harder at developing relations with their customers in order to deliver high value
to them. Further, customers across the globe demand more personalized marketing and have heightened
expectations (Drohan et al., 2009). To this end, companies that take their international efforts seriously may
endeavour to win support for their efforts through a CRM initiative. Ab Hamid et al. (2013) aimed to investigate
the extent to which the use of Internet helps to build customer relationship, which in turn, leads to customer
satisfaction. Feinberg and Kadam (2002) demonstrated that the amount of e-CRM features presented on a
company’s web page is related to customer satisfaction levels. Then, they demonstrate that the higher the increase
of e-CRM on a website, the higher the level of customer satisfaction will be. Based on the above, we suppose that
firms facing foreign competition are under greater pressure to adopt e-CRM and e- commerce practices in order to
expand their businesses and manage their customers. Consequently, we formulate the second hypothesis:
H2. A Hotels degree of internationalization is related to the level of adoption of CRM.
Although small and medium sized hotels may not be able to compete on price with global players, Internet
on the one hand and their flexibility on the other allow them to offer more customized and personalized services.
Some researchers have examined the impact of hotel’s size on e-commerce and customer relationship adoption.
Some of them concluded that doing e-commerce and applying e-CRM globally is difficult, mostly because of the
limited resources. However, some studies noticed that larger firms are not so flexible, which has a negative impact
on e-commerce and e-CRM adoption (Te-Ming Chang et al. 2005). Therefore, opinions are divided. This makes us
to examine the hypothesis:
H3. Hotel’s size influences the usage of e-commerce applications.
Furthermore, some other studies attempt to interrelate CRM to company results. In the literature this issue
has been addressed by suggesting a conceptual model connecting knowledge management, CRM and real results.
According to Bhattacharya (2011) CRM is implemented in an organization to reduce cost and increase company
performance, which means profitability entails through customer loyalty. Moreover, Sarmaniotis and Stefanou,
(2005) argued that CRM applications can assist company management to improve company’s profits if some key
factors are followed. Nevertheless, there appears to be a lack of comprehensive research for e-CRM impact on
international business and marketing. Consequently, there remains a need to empirically examine the contribution
of implementing e-CRM on international business and marketing activities. Thus, we formulate the next
hypothesis;
H4. e-CRM adoption has a positive effect on the long term firm’s profit.
RESEARCH METHODOLOGY
The methodology followed has two main directions. One direction has to do with the measurement of
management attitudes towards customer centric orientation of the hotel. In the literature in order to construct a scale
there are some particular steps proposed, that were followed in this study. The second direction has to do with the
verification of the hypotheses which could result in the composition of the research model. Details of the
methodology followed for the above directions are presented in the next successive subsections.
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Scale construction
Scale construction entails certain steps in order to determine a number of items that provides a quantitative
measure of a theoretical concept (Robinson et al., 1991; Tull and Hawkins, 1993). In this study, the construction of
a multi-item scale, that measures the attitudes of managers towards customer-centric orientation, is one of the
objectives. The first stage is the determination of the theoretical concept that is going to be measured. In this case
the notion is “Attitudes Towards Customer-Centric Orientation” (abbreviated as “ATCCO”). This concept is
subject to measurement, since it records, using Likert scale, managers’ attitudes towards some particular statements
and hence might be a scale (Gilbert and Churchill, 1979). ATCCO was succesfully created by the researchers in the
paper published in Ch. Sarmaniotis et al. (2011).
Questionnaire, sampling and data analysis
A structured questionnaire has been used in order to achieve the research objectives. The scale measuring
the Attitudes Towards Customer-Centric Orientation was included in that questionnaire. Moreover, there was
included a variable for checking whether there was substantial economic benefit due to the CRM system usage.
Pearson correlation, Anova was performed. Finally, other variables about Hotel companies were included
in the questionnaire. The total sample of people interviewed was 52 from all over Greece. For the scale
construction purpose, in particular, the first sample used consisted of 17 hotel managers and the second one
consisted of 35 hotel managers. The response rate was 10,4%. The interviewees were either enterprise owners or
company managers.
Data was processed and relationships were tested using Pearson Correlation, and Analysis of Variance.
RESULTS AND ANALYSIS
Hypotheses testing and proposed model
This section focuses on the investigation of the Hypotheses set in section 2. Based on the above
formulated hypotheses, the model in Figure 1 is proposed.

Figure 1: Proposed model
Model after hypothesis testing
Pearson correlation analysis were employed in order to test the hypotheses. All of them are verified.
It seems that a positive ATCCO of hotel management is a prerequisite in order to undertake and
successfully attain a CRM system. More particularly, ATCCO is a significant variable in order to build an effective
customer orientation strategy. Effective orientation concludes to the adoption of CRM system that is necessary to
deal with customer’s special demands and hence, to satisfy customers H1 is verified (p<0.05).
Additionally, ATCCO of a company’s manager affects the development/adoption of an e-commerce
company department that is focused on performing sales via internet. Certainly, internet sales broaden company’s
market place. H2 is verified (p<0.05).
Moreover, the internationalization strategy of a firm is in favor of the existence of a suitable CRM system.
Although CRM globally is difficult, CRM’s advantages can be exploited when internationalization strategy
includes in depth knowledge of the environment of the local markets and consumers. H3 is verified (p<0.05).
Nevertheless, the internationalization strategy leads to perform commerce via internet, because internet covers their
need for flexibility and allow them to offer more customized and personalized services.
Simultaneously, Firm’s size with small or medium size have competence issues compared to global
exporters. However, internet can offer tools for more customized and personalized services with reduced costs. The
impact of firm’s size on e-commerce adoption exists and it is found that there is a relationship between the
variables.
Finally, it was proved that both CRM implementation and e-commerce adoption affect company’s long
term profit (p<0.05). H4 is verified.
Concluding, it can be seen that on the one hand there are some initial determinants for CRM system
adoption and e-commerce performance. The latter can be named as intermediate pillars that deduce to the long term
profit of a company. Hence, all hypotheses are fulfilled.
CONCLUSIONS, LIMITATIONS AND IMPLICATIONS
This study depicts the importance for the hotel manager to use a reliable reputation mechanism which will
provide customer reviews and comments from Web sources. Those reviews affect human booking decisions and
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consequently decision-making processes. Simultaneously, they present the points that need to be improved when
guest satisfaction is the target.
The empirical part of our research examines the influence of hotel quality parameters based on data
obtained from online hotel reviews, to the value for money. Hence, this study has some practical implications for
hotel managers. How a hotel should compromise parameters such as cleanliness, services etc., that are costly,
without affecting much guests’ satisfaction. How the variables under study are defined or how they are rated by the
visitors or what the services are that moderate the corresponding room value for money is still a question.
Customer feedback comes from a growing number of channels. CRM is responsible for gathering and
reporting this information. It is critical for hotels to familiarize themselves with new technology and emerging new
channels for a better understanding of their customers. However, many firms believe that as CRM is a technology
tool it will automatically improve their business even though they ignore the implementation of basic marketing
and management functions, as well as, the specialized software assisting organizations to accomplish their goals.
As we have mentioned many times in our previous studies, CRM is first of all a management philosophy
(Papaioannou et al., 2011). Technology can assist by exploiting the capabilities of CRM.
The paper’s limitation relates to the development of suitable mechanisms to exploit well-defined
ontologies in order to operate effectively, based on the comments of third party websites. Another limitation is that
the data used in this study were obtained from one single third-party website, the trivago.com. This is a well known
user-review site and many tourists are purchasing travel services through it. However, it is a limitation because it is
not clear how people access the website and review sincerely.
Further, research should include more hotels originating from countries other than those in this study in
order to enhance cross-country validity and examine the influence of different cultures. Currently, the authors are
working on these issues.
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ABSTRACT
The tourism industry has been developing at a quicker pace in the last 3 decades (Pestana et al., 2011)
attributable to an increase in purchasing power and decreasing transport costs (Kozak et al., 2017; Pestana et al.,
2011:141). There is thus a significant increase in the number and types of products offered at different destinations
all competing for a larger share of tourists. For the tourism industry to maintain or improve its status, it is
dependent on tourists’ travel decisions, which are reflected in travel behaviour. Travel behaviour and the choices
tourists make are relevant today enabling researchers and product owners to understand the activities, which the
tourist pursues, actions that tourists follow, and issues like with whom, when and where they occur (Van
Middlekoop et al. 2001) and this directly influences product development. Different products offer different
experiences but different tourists groups have different needs and this is evident for those visiting resorts offering a
wide variety of experiences. Understanding the attributes that make a destination such as a resort attractive can
assist in identifying what attracts tourists to return to a holiday destination (Um et al., 2006). Tourists appear to be
willing to spend more if they perceive the service quality to be high and are more likely to make a repeat visitation
if their expectations are fulfilled. The development of primary tourism products such as resorts is complex due to
the many elements associated with these products. Smith (1994) argues that primary tourism products comprise a
complex amalgam of elements, such as physical plant (including natural and man-made features), the input of
services, hospitality, choices for tourists, tourist involvement in the delivery of services, and also experiences. It is
important to understand tourists’ product expectations in terms of tangible and intangible resort elements. Travel
behaviour, travel motivation and product expectations are therefore considered as important fields in tourism
research literature (Huang & Xiao, 2000; Lam & Hsu, 2006).
It is the objective of this paper to identify the travel behaviour (general travel preferences, travel motivations) and
product preferences of visitors to South African resorts with reference to those staying at camping sites and those
staying in self-catering chalets. A quantitative, empirical survey was conducted at two resorts in South Africa
during August 2019. Convenience sampling (non-probability sampling) was used with an equal number of visitors
utilising self-catering facilities and camping facilities. The questionnaires were developed by analysing similar
previous research studies done (Dissel, 2009; Van Vuuren, 2010 & Fourie, 2016) and the questions asked are
descriptive in nature. The questionnaires were collected form visitors, captured in Microsoft Excel and analysed by
IBM Statistical Package for Social Sciences (SPSS). Regression analyses were done to determine the most
significant travel motivations, product preferences and selected travel behaviour variables for camping visitors
compared to self-catering visitors. Significant differences were identified but certain similarities were evident for
the two groups. This holds implications for the resorts with regard to product development as well as marketing
initiatives. Firstly, there is value in building one marketing brand for the resorts but the specific needs of each
group in terms of accommodation facilities should be addressed in marketing campaigns as that will influence their
decision to visit. Secondly, the spending behaviour of the two groups should influence product development in
future.
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ABSTRACT
Storytelling is a powerful way of building a distinct identity, creating an adaptable image for the brand and
clearing connection with consumers. Stories are compelling, inspiring and naturally appealing to the human mind
because we tend to approve ‘cause and effect’ relations without questioning them. By understanding the structure
of a story we will be able to decode the terms and conditions under which storytellers can move audiences. In fact,
they enable them to imagine what they would do (or how they would like to be treated) in a tailor-made scenario
taking into account the particularities and the feelings of specific target groups of consumers. The present study
examines the crucial role of storytelling in promotional spots for two tourist destinations (Las Vegas, Verona) and
lays down the broad outlines of the framework of two storytelling hotels (Klaus K Hotel in Finland and Bratsera
Hotel in Hydra). More specifically, the aim is to highlight the way of promoting connection with people through
the narrative behind the brandname of a tourist destination. Thus, this study explores how two successful business
stories were formulated according to seven guidelines1: 1) Set the scene, 2) Pull the audience, 3) Provide the key
facts, 4) Lay out the crux of the matter, 5) Deliver the ‘wow’ insight and implications, 6) Reiterate the impressions,
7) Repeat 2-6 as necessary to communicate the message. Furthermore, this study furnishes insights into how these
two hotels function as storytellers that stimulate the vision, the smell, the touch and the taste through their physical
and visual entity as storytellers. Storytelling is hard work that requires careful planning and preparation in order to
translate strategy into results. The challenge is in figuring out how Klaus K Hotel becomes a hub of storytelling
experience and how Klaus K Hotel constitutes an affective environment on consumer’s perception by enacting a
story. To put things into perspective, the narrative uniqueness of these two hotels is that their narrative uniqueness
is spatially visualized. Finally, the power of the storyteller lays in the relationship between the plot arc and the core
values that appeal to target markets.

1

https://hbr.org/product/how-to-harness-stories-in-business/M354-PDF-ENG
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ABSTRACT
Business events have become brand and experiential marketing experiences, and therefore require critical
understanding of the reasons to participate in such events. The purpose of this paper is to identify the international
buyers’ motivation to participate in the Design Indaba(DI) Buyers’ Day Programme and to visit Cape Town as a
tourist destination. Amixed method research approach was adopted, using stratifiedrandom sample of 14
international buyers. The findings identifiedthree main reasons why international buyers visit business events in
Cape Town: Introduction to new brands, products and services, to purchase products at the DI Expo and to network.
Key Words: Buyers, Expo, Business Events, MICE, Design Indaba, Buyers’ Day Programme.
INTRODUCTION
According to the Meetings Africa Conference 2018, business tourism contributed approximately R115
billion to the South African economy (Bizcommunity, 2019). Furthermore, in 2018, Cape Town claimed the
number-one spot as a globally competitive business destination. This is due to the fact that in the world of tourism,
MICE (Meetings, Incentives, Conferences and Exhibitions) events have become a powerful tool to ensure that
companies keep up to date with the industry standards (Independent Online, 2019). Furthermore, as business events
cater for a larger capacity due to the magnitude of the event concept,event logistics and programme; the motive to
attend or participate in MICE events provides invaluable learning and experiences that can only be defined by the
participants (Davidson, 2019:25).
LITERATURE REVIEW
Event tourism is a term used to describe the “systematic development, planning, and holding of events as
tourist attractions” (Tassiopolous, 2010:5) – a form of tourism activity that is generated by events (Quinn,
2006:288). Event tourism is also recognised as being inclusive of all planned events in an integrated approach to
development and marketing; it functions by considering the “event tourist”, the person who participates and spends
in this event tourism environment (Getz, 2008:406). In the case of the current study, the international buyers may
be defined as the ‘event tourists’ or ‘business tourists’, as they travel across the globe to specifically attend the
Design IndabaBuyers’ Day Programme, which is a business event. Not only do the international buyers participate
in event tourism, however they are direct contributors to the business tourism due to the fact that their presence in
Cape Town is directly linked to attending a business event (Design Indaba) and participating in tourism related
activities.
Design Indaba which is considered one of the world’s leading design and business events was launched in
the year 1995 as a conference, then later progressed to incorporate an Expo in the year 2004. The DI Expo became
a catalyst for desired buyer and exhibitor interaction and led to the launch of the DI Buyers’ Programme Day,
which is a programme aimed at bringing buyers and exhibitors together on a day set aside for buyers to view the
products and services offered at the Expo (Design Indaba, 2019).
As business events such as the DI Expo are predominantly based in urban areas, this allows that potential
‘event/business tourist’ (the international buyers in this case) to perceive the event as more prestigious because of
their location (Davidson, 2019:68). Location of MICE events are key drivers of the tourism and hospitality industry
within a destination (Glion, 2019), therefore it is paramount that the chosen host destination is suitable in terms of
accommodation, tourism activities, transport, infrastructure and amenities (Davidson, 2019:71), in order to
motivate the potential ‘event/business tourist’ to visit the event destination.
METHODOLOGY
The population for this study consisted of buyers at the DI Buyers’ Day Programme, The sampling method
applied was stratified random sampling, where a targeted sample of 20 international buyers was approached to
complete interviews. The targeted population was derived from Crouch and McKenzie (2006:485) who propose
that less than 20 participants in a qualitative study helps the researcher build and maintain a close relationship
with the participants of the study. Due to the magnitude of the DI Buyers’ Day Programme, interviews were not
possible on the day of the event therefore the interview questions were sent to buyers after the event via email using
a database system provided by the event organisers. A total of 14 international buyers responded to the interview
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questionnaire which then was a suitable sample size for the current study as Guest, Bunce, and Johnson (2006:62)
suggest that saturation frequently occurs around 12 participants in homogeneous groups.
As discussed above, this study has employed both qualitative and quantitative methods of data collection.
For the quantitative data, the use of SPSS version 22.0 generated the necessary statistics in the form of tables, pie
charts, bar graphs and figures. For the qualitative data, a constant comparative method was used in order to expand
upon additional findings and common perceptions formulated from the qualitative data.The buyers’ questionnaire
was sent to the buyers after the event via email using a database system. The buyers’ questionnaire was constructed
into three sections which included the following: Section A which covered the profile of the buyers, consisting of
closed-ended questions which included question relating to age, gender, nationality and employment status of
buyers. Section B include the level of interest and involvement of buyers at the event; this section interrogated the
buyers’ interest in the event, their purpose of attendance and whether they had been able to benefit from the
Buyers’ Day Programme as well as secure business opportunities. Section C, buyers were asked to detail which
activities they had attended besides the Buyers’ Day and what tourist-types undertakings they had done within
Cape Town, which also includes spending patterns of buyers.
RESULTS
Profile of the international buyers
In this study it was important to gather the profile of buyers in order to pinpoint the demography of the
international buyers, whilst also ensuring that the interviewed buyers meet the requirements of eligibility to
participate in the research (QuestionPro, 2019).
Table 1 – Gender of Buyers
Gender
Male
Female
Total

Frequency
4
10
14

Percentage
29%
71%
100%

Table 1 represents the gender of the buyers who completed the questionnaire. The results show that 71%
of the buyers were female and 29% were male.
Table 2 – Age of buyers
Age
18 – 25 years
old
26 – 35 years
old
36 – 45 years
old
46 – 55 years
old
Above 55 years
old
Total

Frequency
1

Percentage
7%

2

14%

2

14%

5

36%

4

29%

14

100%

Table 2 indicates that majority (36%) of the international buyers were between the ages of 46 and 55; 29%
of buyers were above 55 years of age, 14% between the ages of 26 and 35 years old and also between 36 and 45
years of age. It can also be noted that, 7% of the buyers were between the ages of 18 and 25, which is an indication
that majority of buyers are mature professionals who are well established in their careers who possess many years
of experience in their field.
Table 3 – Nationality of buyers
Nationality
Frequency
Percentage
South African
8
58%
Sweden
2
14%
United Kingdom
1
7%
Netherlands
1
7%
Australia
1
7%
United States of
1
7%
America
Total
14
100%
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A clear indication in Table 3 is that, majority of the buyers (58%) were from South Africa, however had
relocated overseas for career prospects, followed by 14% that were from Sweden, and 7% from the United
Kingdom (UK), the Netherlands, Australia and the United States of America (USA), respectively.
Table 4 – Employment status of buyers
Employment

Frequency

Percentage

Independent
Museum/

4
2

33%
11%

Hospitality gift

2

11%

Other
Total

6
14

45%
100%

status
Gallery
store

In this section, majority of the buyers defined their employment status as ‘other’, namely at 45%. The
buyers then indicated their occupations were positions of marketing managers, sales managers and individuals
registered as buyers to be able to gain access into the Buyers’ Programme and do exclusive shopping. This was
followed by the ‘independent’ category which was 33%; which made up of buyers with their own businesses, and
as well as emerging creatives in the industry. 11% of the buyers were ‘museums and gallery owners’, and a similar
percentage were employed at ‘hospitality gift stores’. It is important to note that majority of these buyers have free
range to decide on what items to purchase at the DI Expo, as they are looking for opportunities to showcase new
talent and products in their spaces overseas .
Degree of interest in event
It was further imperative to ascertain the degree of interest that the buyers have in an event such as Design
Indaba, due to the fact that this influences how the event is perceived as well as how the host destination (Cape
Town) is viewed in the eyes of the potential market that the business event aimed to draw into the destination.
Table 5 – Degree of interest in event
Degree of interest in
the event
Low
Average
High
Very high
Total

Frequency

Percentage

1
3
3
7
14

7%
21%
21%
51%
100%

The results represented in Table 5 indicate that majority of the buyers (51%) had a very high level of
interest in the Design Indaba Buyers’ Programme. This indicates a favourable representation of the DI as one of the
world’s leading design events, as one of South Africa’s most sought after business event and as Cape Town’s
prominent business events. This further indicates that the event captured the attention of buyers in terms of event
relevance and destination attractiveness.
Buyers’ participation at DI event and in Cape Town
The results in Table 6 show that the international buyers’ intentions in attending the DI Expo, were to:
•
Introduction to new brands, products and services
•
To purchase products at the DI Expo
•
To network with other buyers as well as exhibitors.
Table 6 - Buyers’ motives to participate in DI Buyers’ Programme
Buyers’ motives to
participate in DI Buyers’
Programme
Increase sales
Increase market exposure
(new and existing clients)
Sharing information
Business opportunity
Networking
Introduction to new brands,
products & services

Frequency

Percentage

1
2

3%
5%

1
2
2
3

5%
13%
18%
24%
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Purchasing products
at the DI Expo
Other
Total

3

24%

1
14

8%
100%

This can attest to the fact that Deery and Jago (2010:13) state that the role of business events exist for the
purpose of knowledge creation, with emphasis on enhancing business performance (of MICE events’ organisers,
attendees and participants) and for the intention of underpinning innovation. These aspects therefore ensure that
business events create a long term ripple effect on the economic growth of the event, for tourism and the host
destination.
The international buyers were further asked if they participated in tourism activities whilst in Cape Town,
(57%) supported tourism activities, whilst 43% of the buyers did not. In Table 7, (in %, n= 8), reveal the
international buyers’ who engaged tourism activities whilst visiting Cape Town.
Table 7 - Buyers’ participation in Tourism activities in Cape Town
Buyers’ participation in
Tourism activities in Cape Town

Frequency

Percentage

Restaurants
Shopping
Tourism attractions & monuments
Entertainment
Leisure activities
Night life
Other

7
5
3
2
2
1
2

88%
63%
38%
25%
25%
13%
25%

As represented in the results, the international buyers (25%), a segmentation known as ‘other’, this
conclude activities which relation to visiting wine farms and partaking in wine tasting. The above results clearly
define that international buyers contributed to the tourism of Cape Town by spending time and money at the
aforementioned tourism attractions. Furthermore, these results underline the buyers’ identity as tourists who are
visiting Cape Town not only for business, but for leisure as well. Thus, providing a positive contribution to the
economy of the destination and its numerous tourism establishments.
CONCLUSIONS
To conclude the study, it can be noted that international buyers have outlined that their purpose of
attending the DI event and the ability to secure them have been met in the following ways:
•
Through purchasing of new merchandise at the DI Expo for their businesses
•
Through networking with other buyers as well as the exhibitors
•
Through collaborative business projects that have been secured with potential clients
•
Through gaining new suppliers and contacts for their businesses by being introduced to new
brands, products and services.
Furthermore, because the international buyers, stayed in Cape Town for a duration of three – eight days
(average of four days), the study also revealed that business events in Cape Town create the platform for
international buyers to participate in other business commitments whist in Cape Town, an opportunity for the
international byers to bond with friends and family as part of their travel as well as participate in tourism activities
that Cape Town as tourist destination has to offer.
Lastly and importantly, a large segment of the international buyers (86%) also indicated that their further
participation in the event would remain as they understand that no event can take place in isolation. A consistent
audience is required to remain successful is imperative in keeping the event alive (Tassiopolous, 2010:68). The
Design Indaba Expo therefore needs to ensure that their marketing strategies are continuously rejuvenated in order
to ensure repeat visits from their target market.
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ABSTRACT
Smaller hotels of individual character have a long-standing role in the hotel industry (van Hartesvelt,
2006) responding to a market segment that prefers a cosier ambience than larger hotels offer. However, there are
disadvantages that are pointed out to these smaller hotels such as an absence of economies of scale enjoyed by
larger hotels and hotels belonging to hospitality corporations (Assaf et al, 2010). There is a growing body of
literature studying the relationship between hotel size and hotel financial performance, however, findings have
arrived at contradictory results. Therefore, the question is still open. For instance, researchers such as Barros and
Mascarenhas (2005) and Claver-Cortes, Molina-Azorín, and Pereira-Moliner (2007) have presented evidence on
the positive relation between hotel size and hotel performance. However, other studies revealed negative
relationship between hotel size and productivity empirically rejecting the hotel size-led profit in some cases
(Withiam; 2000). Building on past research on economies of scale and hotel efficiency, this paper examines the
relationship between a hotel operations' capacity and its financial performance, and how this relationship changes
under different market conditions. Measures of capacity, such as the number of rooms, number of beds, and
number of employees, and objective measures of performance such as revenue, EBIDTA and net result, are used
with this purpose. To control for environmental variables - other than market conditions, the studied hotels (n=40)
are all located in the same destination – Cascais, a relevant tourist destination in Portugal. The study is longitudinal,
as data was collected in three different moments in time: 2012 (crisis); 2014 (recovery) and 2017 (high demand).
Data was obtained from secondary sources (business databases and the Portuguese Tourism Registry) and was
analysed using multiple hierarchical regression. Results have strong implications for investors and managers in the
hotel industry, drawing attention to the main drivers of performance related to the size of the operation.
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ABSTRACT
Over the years it has been observed that consumer needs and desires are constantly changing.
Businesses investigate consumer behavior and then take actions to satisfy them while giving more value to their
customers. On the other hand, the ever-increasing competitiveness and mass consumption are driving businesses
to take actionin order to help them survive and gain a good competitive edge.Many times, this approach deems
it necessary to implement a positioning process, which in combination with highlighting a brand's elements
leads to differentiation.
When the brand does not meet these market demands, then its consumption decreases, resulting in a
decline. However, the company has the ability to modify the brand before it goes bankrupt and re-launch it with
different features, after of course investigating what led the brand to this situation. In some cases, in which
positioning was not done in the appropriate way , the business is driven to the repositioning, changing many of
the brand's elements.
Repositioning is a conscious adaptation to a changing environment, which represents a fundamental
change in the value of the business. It can be described also as a parallel to the recovery as both focus on
improving the business value proposition. Although the literature is not extensive, its meaning can be found in a
wide range of strategic references. Repositioning has been seen as a key prerequisite for achieving change, as an
element at the corporate level and as a strategic response to dynamic environments.
The study in this article is based on relevant literature and on a case study about the repositioning of the
Plaza Hotel in Thessaloniki. Qualitative research through a semi-structured in-depth personal interview was
used in order to find the necessary data and to draw the right conclusions. In addition, it clarifies the way it
operates today, as well as the changes that have been made to achieve the desired development result, making it
one of the most reliable and trusted hotels in the city.
Keywords: Feedback (reputation) mechanism, CRM, hotel industry, online reviews, branding, repositioning
INTRODUCTION
One of the most topical issues of marketing nowadays is the concept of positioning and repositioning.
Positioning is the process of creating and maintaining a distinct and valuable space in the minds of consumers
about a product or a service. On the other hand repositioning is a deliberate set of actions aimed at changing an
existing position of a product or service in the mind of the consumer.The fierce and constant competition
between businesses as well as the constant change in consumer behavior make business placement operations
ineffective and thus leading to repositioning. More and more businesses, small and large, are embarking on this
process in order to survive and stay vibrant in a competitive market. Repositioning has been seen as a key
prerequisite for achieving change at the corporate level and as a strategic response to dynamic environments.
Specifically, aims to change the way a business launches its product or service in the marketplace. Focuses on
changing the relationship of customers to brand and sometimes competing brands. This usually entails a change
in the brand's promise and personality.There are several reasons for a brand to be repositioned.The most
important issue, however, is the fact that a repositioning should be necessary when a change in the 4P of the
product is detected.
Although the concept of repositioning is found in many literature references, empirical studies on it are
rare. The purpose of the article, through theliterature research and the case study, is to:
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I.
Clarify the concepts of branding, positioning and repositioning.
II.
The great strategic importance of the right positioning in the mind of the consumer.
III.
The reasons that can lead a business to the repositioning process.
IV.
Study strategies and ways for effective repositioning.
Following on in the article, some data are presented based on the literature as well as the methodology
used to collect the necessary information. In addition, the information retrieved from the qualitative research in
relation to the literature review is analyzed. Finally, the results, limitations that have appeared and suggestions
for future research are being carried out.
LITERATURE REVIEW
The influence of brand image and brand equity on consumer behavior
In recent years, companies have been focusing on promoting the quality of their products while also
trying to reach consumers emotionally, as it has been shown that consumers make emotion-based purchases. But
the emotional reach of consumers can be fatal as well, as consumers may develop negative feelings about the
brand (Hate Brand). According to the self-concept theory, when the brand image is related to the consumer
profile then they are more likely to show their preference for that brand. Keller introduced the idea of “equitybased brand name”, according to which the brand image and its recognition are the basis and source of Brand
Equity. In addition, he went on to say that the positive image of the brand could be created by linking the
brand's uniqueness and strong brand position with consumer brand memories through various marketing
campaigns. Oliver (1980) stated that the indicators of understanding consumer behavior are their degree of
satisfaction and their commitment to the brand. Customer satisfaction refers to the overall evaluation of the
customer's purchasing experience as well as to the perceived quality. Specifically, customer expectations and
expectation disconfirmation are the key indicators that show the degree of customer satisfaction. Customer
satisfaction leads to brand loyalty and reduced marketing costs.(Zhang, 2015: Keller, 2003: Oliver, 1980: Kotler
& Keller, 2006, pp. 276: Aker,1996, pp.20, )
The Strategic Importance of Positioning in Branding
Commercial identities give the identity of their producer and allow consumers to impute liability on a
particular producer or distributor. They also highlight some features or advantages in order to achieve
differentiation with regard to competition and to inform users. This way consumers can compare products to each
other and come up with something that meets their needs while also creating an emotional value for them by
allowing communication between other users.(Keller, 2003, :Kevin Lane Keller, Aperia T., Georgson M., 2008)
Kotler integrates the concept of positioning within the STP, namely Segmenting, Targeting and
Positioning. Therefore, in order to define a branding strategy it is necessary for a business to segment its market,
select the target market and place it accordingly in its mind. In short, positioning is the basis for
BrandManagement decision making. Strategic importance can be divided into two dimensions, external and
internal. According to the external dimension, placement acts as a guide to the activities planned and
implemented by a brand while helping to manage the activities the company performs and contributes to the
communication strategy. On the external dimension, a well-positioned brand should include all employees who
can influence the brand image. The internal strategic dimension of positioning also demonstrates brand control.
Regular research on the brand image in the context of its compliance with the required positioning can lead to
the effectiveness of the specific activities of an administrative unit.(Kotler&Keller, 2006, pp.310,:Janiszewska,
2012)
Repositioning
Although the concepts of repositioning and rebranding are two different terminologies, they are often confused.
Repositioning is a consciously adaptation into a changing environment or a change in a brand promise, which
represents a fundamental change in the value of the business. On the other hand, rebranding is a change of identity.
These changes can be made together or separately. There are several reasons for a brand to be reinstated. In some
cases, the brand needs a slight upgrade due to new products and competitors entering the market. The most
important issue, however, is the fact that a repositioning should be necessary when a change in the product's 4P is
detected.(Ryan, etc. , 2017, :Branding Strategy Insider, 2014, : Goi, 2011)
Some of the causes that can lead a brand to repositioning are:
□ The merger of two companies or acquisitions(Muzellec& Lambkin,2006).
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□ New market trends and consumer needs (Goi, 2011)
□ Intense and fierce competition(Goi, 2011)
□ Financial crisis(Goi, 2011)
□ Lack of understanding of the brand by the end customers(Goi, 2011)
□ Inability to design and position the product(Goi, 2011)
□ Changing the value of the product offered(Goi, 2011)
Life-cycle repositioning strategies
According to the life cycle there are three repositioning strategies.(HarvardBusinessReview, 2005)
□ ReversePositioning: Used by businesses who believe that although customers want more than the
commodity, they do not want to see constantly new features. So they decide to return the product to its original
state and add selected features. The product or service remains in the category and moves from the stage of
maturity to the stage of development.
□ BreakawayPositioning: in this case the product or service departs from its category and is
incorporated into another in order to modify the way the product is consumed or used and the competitors
themselves. It is used when the product / service is at the stage of maturity and the business wants to bring it into
the development phase.
□ StealthPosition: In cases where consumers are not satisfied with the brand, they hide the true nature
of their products / services by linking them to a different category, but without deceiving consumers as it is done
legally. This strategy leads from the introduction to the development stage.
Repositionig strategies based on business orientation
Consumer Engagement Strategy: According to consumer psychology, consumers want to feel that they
belong to a social group through various ways such as through their markets, their behavior, etc. Therefore, it is
necessary for the business to make the target group feel that it is involved in the evolution of the brand and that
it belongs to a social group through its use. In particular, the needs, trends, behaviors and interests of consumers
need to be studied in order for the business to adapt its products/services to them in an appropriate way. (Study,
2018)
Corporate Identity Renewal Strategy: All the elements that make up a brand must be interconnected and
make the brand identity understandable to consumers. Strategic renewal is the process of change and the result
of adjustment to determine the long-term competitiveness of the business. Its purpose is to provide a strategy
between internal capabilities and changes in the external environment that may relate to technology, trends,
markets, economics, etc. (MacGee, 2015)
Corporate Social Responsibility Strategy: Having a socially responsible company can enhance its image
and build its brand. The public perception of a company is critical to the trust of customers and shareholders in
the company. By displaying a positive image, the business can create a name for itself not only because it is
financially profitable but also socially conscious. Building customer relationships is one of the most important
accomplishments of a business and the existence of corporate social responsibility can influence the purchasing
decisions of customers (Hopkins, 2004).
RESEARCH METHODOLOGY
On the present study it was used qualitative research by conducting interviews in-depth with the
business executives. The archives and records of the hotel were also studied in order to fully understand the
current operation of the hotel and how it is managed. Finally, a comparison of the operation of the old hotel and
the new one is made, according to the data obtained.
FINDINGS AND RESULTS
Through a detailed study of the operation of the hotel it was observed that its operation changed radically in
relation to the operation of the old hotel. Specifically, it changed the target group as well as the way in which it
comes into contact with it.The change was complete as the new management left nothing the same to it. Even
the rooms have been decorated and refurbished so as to maximize customer satisfaction.Also, the internet is a
vital part of promoting the hotel's image as well as communicating with the public. In addition, they become
aware of consumer preferences and try to adapt to the changing needs of the market. Even the staff has been
selected and trained to satisfy the audience. The hotel strives to impress and inform about its services through its
website. Later, by visiting the hotel they are trying to give them the same good impression and still more.
The results of the survey showed that the hotel had to be redeemed,in order to get to where it is today,
as there was not an efficient positioning in the minds of the consumers. The new administration was adapted to
the new market trends and began communicating with the target audience online. Radical changes were made
and nothing was kept the same. It followed the corporate identity renewal strategy, which is based on business
orientation.
CONCLUSIONS, LIMITATIONS AND IMPLICATIONS
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According to the above, the most difficult repositioning that can be doneis due to poor initial
positioning. If there is no proper positioning in the minds of the consumers, then in order to survive a business
will need to make radical changes in terms of its corporate identity and how it operates. Once again it is then
verified that a proper positioning is of paramount importance as the slightest mistake in it can lead to serious
consequences.According to the case study it can be concluded how significant and radical must be the changes
that will be made in order to change the perception and image of the consumer's mind. It could also look like a
new investment in which management will need to shape the hotel from the beginning. Also, according to the
radical changes that were made, it would have been more beneficial if the hotel had been built elsewhere
differently and made an initial positioning. However, the condominiums and the difficulties did not allow this
and it required a complete repositioning so that it could today be considered one of the best hotels in
Thessaloniki.
There have been several limitations to the study as there is not enough literature research and
repositioning studies.
One research proposal that could be carried out in the future is to analyze the process of repositioning a
brand when it leads to decline or maturation due to other causes, such as financial crisis, intense and fierce
competition, etc.
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ABSTRACT
This research identified the critical success factors that are preferred by participants of a two-legged
annual cycling event taking place in Cape Town. The review of existing research indicate (to the authors’
knowledge) there is no research currently that has been conducted in terms of comparing the critical success factors
of mountain bikers and road cycling participants for the same event, specifically in Cape Town, South Africa.
Thus, the purpose of this research was to determine what road cyclists regard as important critical success factors
compared to what the mountain bikers regard as important at the 2019 Cape Town Cycle challenge, also previously
known as the Argus. Data was collected during the registration period in February and March 2019. A quantitative
research approach was applied where a probability, systematic sampling method was applied to distribute selfadministered questionnaires to the participants at both events during registration. The questionnaire was developed
based on previous research conducted which included the work of Kruger and Saayman (2012), Myburgh, Kruger
and Saayman (2018), Freeman (2013), Kaur Kler (2016) Pretorius, Prinsloo, Fourie and Perlser (2016). Once the
data was captured, a factor analysis was performed in order to identify the critical success factors that the
participants considered as important, which was then followed by t-tests to identify significant differences between
mountain bikers and road cyclists in terms of the critical success factors identified. The results from this study
specifically contribute to the current body of knowledge where educators, marketers and sports event organisers are
better informed about what the mountain bikers and road cyclists regard as important when competing in these
events. Apart from this, the findings also contribute to improve and develop the management of road cycling and
mountain biking events not only in South Africa, but can also be used as a guide for international events.
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ABSTRACT
In the present study, a small-scale sporting event was studied, the World Coastal Rowing Championship
held in Thessaloniki. The following questionnaires were used for the collection of data: a) Kaplanidou & Gibson
2010, Dwyer, et al., 2000 and Solber, et al., 2002, and b) Alexandris, et al., 2004. The aim of this research was to
study the effects of a sporting event in the image of the hosting city, the local economy, the intention of visiting the
city again, and finally the evaluation of the sporting event itself.
Key words: city sport events, local economic development, tourism development
INTRODUCTION
In recent years, sports events have begun to be one of the most important and ever-growing segment of the
event industry. The term Small Scale Outdoor Events refers to seasonal sports competitions, international sporting
events, local veterans and disabled people events (Funk, Jordan, Ridinger & Kaplanidou, 2011). These events have
a positive impact on hosting regions because they require a minimum of facilities, as they are implemented in
existing ones, so they do not need large financial investments, while they are also easy to manage (Kaplanidou &
Gibson, 2010).
The impact of a sport event on the local community is manifold as it can provide economic, social,
cultural and environmental benefits (Kaplanidou, Karadakis, Gibson, Thapa, Walker, Geldenhuys & Coetzee,
2013), while at the same time they can contribute to the improvement of quality of life of local citizens
(Alexandris, Douka & Balaska 2012; Balaska & Kouthouris, 2014). More specifically, the financial impact can be
immediate, as all stakeholders (viewers, participants) have money for accommodation, food, souvenirs,
transportation and other services (trips, cultural events, etc.). Local businesses benefit from direct effects while they
have in turn money to develop the business, hire staff and generally invest in the local market, reaping the indirect
impact of the sporting event (VanBlarcom & Kayahan, 2011). The social impact is mainly reflected in the feelings
of the local community, such as increased local pride, the strengthening of community unity, social involvement,
integration and interaction (Bull & Lovell, 2010). Environmental impacts are also related to the ecological footprint
because the events take place in either a natural or urban environment (Collins, Flynn, Munday & Roberts, 2007)
and finally the impact on the image of the region, as local communities become known to the general public
because it identifies the sporting event with the name of the place in which it takes place (Funk, Toohey & Bruun,
2007).
The purpose of the research was to study the impact of a sporting event on the local community.
Specifically, the image of the city, the economy, the intention of visiting back and the evaluation of the sporting
event itself.
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RESEARCH METHOD
Sport event: World Coastal Rowing Championships, Thessaloniki, 16-19 October 2014
Sample: 400 questionnaires were distributed to participants and spectators, which were completed at the
end of the games at the venues of the sporting event. Completion of the questionnaires was achieved with the
cooperation of the event organizers.
Questionnaire
Kaplanidou & Gibson’s 2010, Dwyer, et al.’s 2000 and Solber, et al.’s 2002, questionnaires were used as a
basis for the evaluation of the impact and Alexandris ’s, et al., 2004 for the event evaluation.
Statistical analysis: Descriptive statistics were applied and correlations analysis to test the relationships
among the variables.
RESULTS
Demographics of the sample
The majority of participants were male (70.3%) while women were represented by a lower rate (29.7%)
with a mean age of 26.5 years (MO.26.5).
The "Image" of Thessaloniki as viewed from those who stayed in it
According to the results, 75% of the visitors said that the picture they had in mind about Thessaloniki
changed for the better after their stay in the city. Specifically, the vast majority of visitors described the image of
Thessaloniki to be a friendly (81.1%), very interesting (75.7%), «fun» (64.9%) and «entertaining» (64.9%) city.
Furthermore, according to visitors Thessaloniki is considered to be a city with history (62.1%), safety (59.4%),
easy to explore (59.5%), authentic (54%) and beautiful (48.6%). On the other hand, a smaller percentage of visitors
reported that Thessaloniki is a city for relaxation (36.2%), exciting (35.1%), modern (32.4%) and clean (29.7%).
Satisfaction level for visitors of Thessaloniki city
Visitors' views were also positive on key issues related to the city and the services provided by the city.
The highest rates of satisfaction were reported with the city's restaurants (94.6%), the prices of food and beverages
(89.2%), the value for money (81%), hotels (70.2%), the feeling of security (64.8%) and entertainment possibilities
(56.8%). Low prices were recorded in tourist information (51.3%), in the identification of the city as a tourist
destination (54%), museums (45.9%) and cleanness (35.1%).
Direct economic impact on the city
Guests stayed in Thessaloniki on average 4.5 days and spent an average of € 454 each during their stay.
The breakdown of the costs was for hotel (208 euros), food (165 euros), souvenirs (75 euros) and museum visits (6
euros).
Taking into consideration the total number of international athletes, escorts and visitors, the direct
economic impact of the sporting event on the city (money spent directly in the city) reached 400,000 euros.
Evaluation of the Events’ Quality of Services
Participants rated very high most of service quality factors of the event, with the highest percentage 90%
recorded for Competition, followed by 86% for the Atmosphere, the Race Program, the Weather Conditions, etc.
The lowest rating was recorded in Promotions (54.2%) and the Opening Ceremony (51.6%).
Future behavioral intentions
The vast majority of visitors (94.6%) expressed their willingness to visit Greece again, 67.5% to speak
positively about Thessaloniki to friends and relatives (word of mouth), and at least half of them (51.3%) were keen
on visiting Thessaloniki again.
Image of the City and Behavioral Intentions
The bivariate correlations showed strong relationships between intention to revisit Thessaloniki and
almost all of the Image of the city. The strongest correlations were revealed with the “explorative”, “interesting”
and “exciting” attributes.
DISCUSSION
In year 2014, the World Rowing Federation (FISA) appointed Thessaloniki as the host city of the races for
the first time. The races were organized by the Municipality of Thessaloniki in collaboration with Metropolitan
Developmental Thessaloniki and the Hellenic Rowing Federation of Naval Clubs. The races took place in the
Thermaic Gulf and lasted four days from 16th to 19th of October 2014. There were 400 athletes from 23 countries,
which along with the escorts added up to 1000 people. Furthermore, the number of male and female volunteers
from many parts of the country, but also from abroad, was noteworthy while it well exceeded the number of 130
people. This number surpassed all previous corresponding participation in international rowing events hosted by
our country in previous years. This particular city sporting event was a great example of how a city's economic and
tourist development can be enhanced through a central strategy of organizing international sporting events in the
city, while parallel sport events was taking place in city center at the same time. According to the official statistics
of the organizers, the races were visited by 2000 visitors, of which 1000 came from abroad.
Regarding the "Image" of Thessaloniki as viewed from those who stayed in it, the results revealed that
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75% of the visitors said that their view for Thessaloniki changed for the better after their stay in the city.
Specifically, the overwhelming majority of visitors now have the image of Thessaloniki as a friendly, particularly
interesting, fun and "entertaining" city. These four elements are very important to describe the specificity of a city
aspiration to become a tourist destination and “build” its brand name. Also, according to visitors, Thessaloniki is a
city with great history, safe, explorable, authentic and beautiful. On the other hand, a smaller percentage of visitors
believed that Thessaloniki is a town for relaxation, exciting, fashionable and clean. These areas should be
improved. Concerning the degree of satisfaction for the city of Thessaloniki, visitor ratings were also positive on
key issues related to the the services provided by the city. The highest rates of satisfaction were reported for
restaurants and their prices (value for money), hotels, the city's sense of security, and entertainment. There are great
margins for improvement in the fields of tourist information, identification of the city as a tourist destination,
museums and cleanness.
Regarding the direct economic impact on the city, visitors stayed in Thessaloniki for an average of 4.5
days, spending a mean of 454 euros per person during their stay. Specifically they spend, for hotel (208 euros), for
meals (165 euros), for souvenirs (75 euros) and for visits to museums (6 euros). Taking into account the total
number of international athletes, associative personas and visitors, the immediate economic impact of the sporting
event on the city (money spent directly in the city) reached about 500,000 euros. Regarding the results concerning
the future behavior of the visitors, the study revealed that the majority of visitors stated that they are willing to visit
Greece again, speak positively about Thessaloniki to friends and relatives (word of mouth) and half of them are
willing to repeat their visit to Thessaloniki. Furthermore the results showed a strong relationship between the
image of the city and their intentions to revisit it. Several aspects of the image concept were shown to be important
for athletes’ intention to revisit the city.
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ABSTRACT
The surf tourism industry consists of more than just the surfers who physically partake in the aquatic
activity and could be defined as the motive to travel primarily to engage in the surfing activity, whether actively or
passively, which will include surfers, surf spectators and non-surfing travel companions, to name but a few.
Furthermore, the surf tourism industry involves other business such as surfboard manufactures, surf shops,
surfboard rentals, surf schools, surf-branded clothing shops, accommodation facilities, restaurants and
entertainment facilities at surf destinations.
Based on this wide scope of role-players involved in this study field, attention will be focused on three
focus groups in this work in progress, namely the active and passive spectators, the community and the competing
surfers attending the surfing events. The study ascertained who these individuals are, and identified possible
opportunities for South Africa as a surfing destination. The marketing analyses of active and passive spectators
examined the following aspects: the socio-demographic information; their reasons for spectating or attending the JBay Open Surfing Competition; the average expenditure of spectators; as well as a comparison between the active
(90 Questionnaires) and passive spectators (330 questionnaires).
The above mentioned could result in an increased profit for the local surf tourism industry and provide
South Africa with a competitive advantage as a tourist destination. The research highlights the true value of surfing
and the surf tourism industry, in terms of important economic and cultural aspects and impacts.
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ABSTRACT
This paper is conducted so as to identify the proper conditions for the efficient operation of the Air
Transport Industry, which operates in a highly competitive environment. The basic objectives are the in-depth
analysis of the Industry’s efficiency and environment as well as the study of all those elements that comprise the
“Air Transport Ecosystem”. Furthermore, the paper evaluates the analyses’ results in order to provide not only the
precise nature of the Industry but also the purpose of its being for both customers and businesses.
To achieve all the aforementioned, a research was conveyed in all sorts of sources related to the topic, so all those
crucial data needed to profoundly form this thesis would be taken under consideration. Moreover, the historal data
as well as the current situation and norms under which the Industry is operating are also being studied in order to
accurately present this particular sector.
As a result, a holistic approach is accomplished not only for the purposes of the study itself; but as part of
the procedures that many Air Transport companies follow as well. From that point of view, one can comprehend
the workflow and operations of the airlines, what their exact role is, and whether it confirms or contradicts what the
rest of the world knows about them and their practices. At the same time, the performance strategies that the
airlines follow are being “revealed” whilst their competitive advantages and internal audits provide the metrics and
monetizing of each firm.
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ABSTRACT
Tourism is a powerful economic activity, which despite the recession, is expanding continuously, creating
income, employment and investments. Beyond doubt, it is a global social, political and economic phenomenon, a
dynamically growing economic activity, with significant benefits for the economy of any nation, worldwide.
This research focuses on the city of Kavala, which is embellished by its cultural heritage and the unique
natural beauty and yet, tourism activity hasn’t been profitable as expected to the local economy. Despite the
sufficient accessibility, it seems that its significant transport infrastructure (port, airport, road network) hasn’t been
efficiently exploited to highlight its particular residential/urban identity. Kavala as a destination lacks a strong
brand name and a strategy to pinpoint existing or potential advantages. Hence, the main motive for travelling to
Kavala remains the "sun and sea" pattern, compiling a tourist product typically "Mediterranean", without any
diversification from the competition, with high seasonality and poorly productive for the local economy.
Consequently, the model of the offered tourist product isn’t prolific enough, with significant demand elasticity,
minimal economy scaled effects and limited utilisation of admittedly rich and rare local resources.
The revitalisation of the tourist product to ensure the maximum possible benefits for the citizens and the
local economy becomes imperative. In any case, to achieve the desired objective, careful strategic planning is
required, to identify, link and maximise the potential competitive advantages of the destination.
The tip of the spear in long-term planning and subject upon this research is the utilization of the aviation
infrastructure for the benefit of tourist activity in the city of Kavala. For this reason, a primary qualitative survey
has been undertaken, and the conducted results are statistically processed. Main findings indicate that there are
potentials via airport utilization creating a new brand name for the destination that promotes tourist activity of
higher quality and lower seasonality, emerging significant benefits for the local community.
Keywords: Kavala, destination branding, aviation infrastructure, tourism development, quality tourism
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ABSTRACT
The low-cost airline model emerged in the United States and expanded dramatically in through the years
spreading to other markets all around the globe (Campbell & Kingsley Jones, 2002). Low-cost carriers are holding
major market-shares in several markets (Gross and Luck, 2013; Lohmann and Lipovich, 2013), although only few
attempts of long-haul low-cost routes existed. In the beginning, the long-haul low-cost model was not really
successful but new technology applications as well as transformed business models have been developed, so the
airlines to re- consider the operation of such routes (Morrell, 2008).
The flourish of the low-cost short-haul carriers started to reach the level of saturation and due to the nature
of the model the next step was inevitably the expansion of the business model into long-haul operations (Ito
&Lee ,2003). Whyte & Lohmann (2015) stated that, only recently low- fare airlines like AirAsia X, JetStar and
Scoot established medium and long-haul flights, a fact that explains the lack of academic studies and further
research of their cost advantages and model’s growth.
Carrying over 500,000 passengers in one month in combination with 60 city pairs (Flight Global, 2017)
this developing model rapidly increases customers’ demand for longer routes in lower fares. Now more than ever,
legacy carriers must consider the competitive threat of long-haul low- cost airlines. The long-haul low-cost model
is growing rapidly and now twenty-one low-cost carriers in seventeen countries operate long-haul flights using
wide body aircraft (CAPA, 2018).
The future of the long-haul low-cost model is another extremely important issue to be discussed. The
result of the attempts in long-haul market have been controversial. Previous years have been harsh for this new
model. However, last years the appearance of many long-haul low-cost carriers all around the world created a
threat for full-service carriers (Francis et.al., 2007).
The long-haul low-cost carrier sector has created a new trend for the global air transport and its viability
seems to be promising. As travelers evolving, airlines should follow the trends and long- haul low-cost model can
be the leader of this evolution. The future is auspicious for them as well as their growth. Many factors have to be
considered for the complete utilization of this new airline business model that will affect its viability in the future
years.
Keywords: long-haul low-cost carriers, viability, emerging airline model
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ABSTRACT
Accessibility and transport networks contribute positively to the tourism and economic development of a
destination. Additionally, special and alternative forms of tourism mitigate the seasonality of tourist traffic.
Therefore, the accessibility degree and the tourist products offered are studied for the Regional Unit of Ioannina
when it comes to the construction of the Ionian road and the upgrade of the national airport “King Pyrros” and the
potentials of the special and alternative forms of tourism.
Key Words: destination accessibility, tourism development, special and alternative forms of tourism, Regional
Unit of Ioannina, transport and tourism, tourism planning
INTRODUCTION
This paper aims to highlight the contribution of transport infrastructure improvement in the tourist traffic
increase using the case of Ioannina Regional Unit. In addition, the prospects of destination’s tourism development
are addressed, through the promotion of special and alternative forms of tourism.
Literature review with regards to the importance of destination’s accessibility (Poulaki and
Papatheodorou, 2011; Delaplace et al, 2014) and the relation between transport and tourism (Currie and Falconer,
2014), the contribution of special and alternative forms in sustainable tourism development (Kokkosis, Tsartas and
Gkrimpa, 2011) and the significance of product differentiation and promotion (Velissariou, 2000), support the
research hypothesis that Ioannina, as a destination, is benefited from the completion and delivery of Ionian Road
(the main road axis of Western Greece) along with the infrastructure enhancements of “King Pyrros” local airport,
in terms of tourist traffic increase. In this direction, a strategic tourism development plan, taking advantage of the
destination’s natural and cultural resources to offer and promote different tourism products, may lead it a step
further by reducing seasonality phenomenon and generating new economic potentials.
A mixed method approach of data is used for the empirical research. Transport and hospitality secondary
data are extensively analyzed (evolution in traffic and concentration ratio), to highlight the contribution of Ionia
Road and “King Pyrros” airport to the tourist traffic increase, while a SWOT analysis for the destination shows the
strengths and the opportunities of Ioannina regional unit for tourism development planning, especially when it
comes to product differentiation by promoting special and alternative forms. Finally, interviews with stakeholders
evaluate the research hypothesis by giving their insights on the local tourism industry.
LITERATURE REVIEW
The basic format for the planning and development of a tourist destination or product in the industry of
tourism ( Igoumenakis, et al., 1999) entails 5 parts that form the supply and demand. Each of these parts has
common points of interest with the others which interact and combine with each other and they have a common
goal which is the completion of the aims and the tackling of any problems that may come up. More specifically
these two parts concern:
• In the demand of the tourist areas
• In the supply of tourist provisions
• In the tourist services and the prices offered
• In the advertising for the marketing of these services in the market
• In the distribution way that enhances the demand of these tourist services
According to Prideaux (2010), the way through which the accessibility to a destination is feasible is the
transport/transfer. The transport/transfer is a factor of major importance in the touristic development, since it
connects the supply (production) with the demand (market). Regarding the worldwide bibliography, it has been
proven that if there is no destination accessibility there is no tourist development (Prideaux, 2010).
Della Corte and his colleagues (2010) created an assessment complex of the attraction of a destination and
named it the “6 A’s”. These 6 A’s are:
1. Accessibility of the Destination
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2. Attractions
3. Accommodation Structures
4. Amenities of the services
5. Assemblage of the Tour Operators
6. Ancillary Services ( Della Corte, et al., 2010)
The most important factor for the arrival if the tourists in the areas if a country is the accessibility.
According to Christifes (2013), the term accessibility in general and daily use describes the element of the
environment that offers the possibility to everyone, no matter their sex, age, physique to be able to access and use
the offered infrastructure, commodity and services ( Christofes, 2013).
As touristic accessibility every single medium of transport which is in the visitor’s access is described in
order for him/her to reach the touristic destination. Of great importance in the touristic accessibility are the
transportation means that help all the tourists to reach their destination with safety and speed. In effect, accessibility
is not only the ability of the visitor to reach the destination but also the transportation means he/she uses in order to
get there ( Dell Place et al., 2014).
From all the above characteristics, the accessibility, as Nguyen and his associates suggest (2017), is
considered the fundamental part that appoints the position of the destination in the touristic market.
As a consequence the accessibility of a destination depends on its transportation system.
There are 12 factors in the transportation field that have an impact on accessibility according to Litman
(2008) and these are the following:
1. The means of transport
2. The connection of the transportation network
3. The cost of the trip or the price offer
4. The time of the trip
5. The connectivity between the different types of transport
6. The demand of the transportation means
7. The correct informing of the traveler along the way
8. The management of the trip
9. The telecommunication and the delivery service substitutes for physical travel
10. The coordinates
11. The hierarchy of the activities during the trip
12. The assessment of the non accessible or remote areas ( Litman, 2008)
As Currie and Falconer (2014) support, the maintenance and the improvement of these factors that appoint
the accessibility can play an important role in the financial enrichment of a touristic destination.
Up until two years the area of the Regional Unit of Ioannina was inaccessible in terms of tourism because
the distance till North Greece or Thessaly , even though it was small – Thessaloniki is 260 kms from Ioannina –
was disproportional because of the bad quality of the road network. The access from the Regional Unit of Ioannina
to Athens or Patra was equally unpleasant, again due to the road network and the Rio Antirio ferry, before the
construction of the bridge. Because of the bad quality of the road network someone needed 4-5 hours to reach Patra
from Ioannina, a distance of 220 km. Concluding, until the completion of the two main roadways, the Egnatia and
the Ionian Road, the area of Epirus was one of the most isolated regions of the Greek Mainland. This means that it
was difficult to access and it had low levels of financial, industrial and touristic growth. With the construction of
the big road networks expectations of touristic development that would lead to financial growth started to arise.
The public airport of Ioannina “ King Pyrros” is one of the few that is not under the private sector, but
under the state administration. One of the most important attainments of the Public Airport of Ioannina is the
operation of the new refueling establishment that started its use on 16 February 2018. Since 2017, there is a notable
increase in the arrivals in the Regional Unit of Ioannina, with a record to the previous years. According to the
figures given by the Policy Office that we have studied, in June 2018 there were conducted 112 Olympic airlines
flights where 3,815 visitors arrived and 3,815 left. In the same month 16 flights were conducted by Small Planet
from the Scandinavian countries with a plethora of visitors. The people that arrived were 1,428 and the ones that
left were 1,317. Also there were 18 flights from and to Cyprus with Tus Air, a Cypriot airline, with 411 arriving
and 418 leaving.
In 2019 the Scandinavian airline Apollo Rejser announced its decision to increase the arrivals and
departures from Oslo and Helsinki to the public airport of Ioannina. The more organized transportation system a
destination acquires, the more increase there will be in the degree of accessibility and the prospects of financial and
touristic growth.
According to Varvaresos (2000), the form of the Massive Tourism does not bring much financial benefit
because the big touristic infrastructure provides all the services ( food, entertainment, activities, market) in the
premises , so the visitor does not have any financial transactions with the local community. Furthermore, the
touristic units are owned by international companies and rarely by local businessmen. These companies are staffed
with their own workforce so they are not necessarily open to the local community. In the recent years there have
been formed different way types of Tourism, the Alternative forms and the Special forms of Tourism. Both these
forms, as Velissariou (2000) suggests, refer to visitors with specific interests which are not so massive. Each type
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of tourism has its unique character and takes its name, it is differentiated in its organization (eg, congress tourism,
wine tourism) and to the infrastructure ( congress halls, wineries).
The broader region of Epirus and specifically the Regional Unit of Ioannina boasts of a distinct and rich
touristic product with corporeal and non corporeal resourses full of distinctive and original characteristics. The
small and medium entrepreneurship of the Municipality, which is Tourism, can increase and be utilized if it is
based on innovative ideas on alternative leisure models. The Regional Unit of Ioannina, with its incomparable
natural beauty and its multicultural and traditional frame could satisfy the needs of the visitors who long for the
Specific and Alternative types of tourism, such as Sports Tourism, Cultural, Religious, Educational, Gastronomic,
Urban, Ecotourism and many more kinds of Tourism.
AIMS AND GOALS OF THE RESEARCH
The aim of this study is the extended analysis of the Specific and Alternative aspects of Tourism that the
Regional Unit of Ioannina can offer, and the detection of the strong and weak components through the SWOT
analysis so that probe and amplification proposals be put forward of the Regional Unit. Furthermore, we study how
the new Ionian motorway, the increase of the domestic and overseas flights in the Public airport “King Pyrros”
affect the increase of tourism but also the upgrade and the operation of the new refueling establishment which reoperated in February 2018.
RESEARCH METHODOLOGY
In order to select qualitative and quantitative data concerning the touristic growth of the Regional Unit of
Ioannina , we followed the research methodology. For the selection of the qualitative data we chose the interviews.
Questions for four people of different background, but of common framework in Tourism of the Regional Unit of
Ioannina , were composed. These question were not the same for everyone but were adapted accordingly. The
people that took part in the interview were the Airport Governor of the Public Airport “King Pyrros” and the
Special Adviser of the Mayor of Ioannina, who deals with Entrepreneurship and Touristic matters. As far as the
quantitative data are concerned we worked through the annual statistical data of Ioannina public airport and the
Hotel Owners Association, from 2012 till the end of 2018. Regarding the qualitative data there was no expected
feedback from all the people that the questions were sent, in order to answer the questions of the interviews.
Statistically speaking, only half responded. For the selection of the quantitative data, the data that were known
publicly for the Ionian Road were not adequate so that total results for the year 2018 could be accumulated and
thus, it was confined till the first eight months of this year.

ΙΟΑ Air Traffic Evolution 2012-2018
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Figure 1: IOA Air Traffic Evolution 2012-2018
Source: Hellenic Civil Aviation Authority, 2019 – processed by the authors
According to the data of Figure 1, from 2012 till 2016, only domestic flights were operated in the Public
Airport of Ioannina. From the data acquired the graduated increase of the travelers from 2012 with a climax in
2016 of the percentage 36,8 % was documented. Then there is a slight decrease in 2017 compared to 2016 of the
percentage 8%. From 2012 until 2017 the increase was 25,6 %.
Concerning the overseas flights, according to the data, the highest frequency visits are documented in July
2017 with 828 travelers, in August where there is a decrease of 24 % with 663 travelers and in September and
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October with 659 travelers accordingly each month. This shows that the frequency visits in August, September and
October are in the same levels (-0,6%).
In the end of October 2017 the flights were cut off and they started again in February 2018 with travelers’
number reaching 199 in the first flight month. However, the frequency visits of the year 2018 have a gradual
monthly increase and in June 2018 the amount of the travelers reaches the number 1813, with the percentage 81,1%
rise. Since the first visit in June 2017 till June 2018 the frequency visits have risen 54,3%. If Table 1 is observed, it
can be noticed that there is a stable, gradual increase of the frequency visits via overseas flights till the year 2018.

Evolution in ΙΟΑ Hotel Capacity 2012-2018
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Figure 2: Evolution in Ioannina’s Hotel Capacity 2012-2018
Source: Hellenic Chamber of Hotels, 2019 – processed by the authors
Regarding the full occupancy of the hotels in the Regional Unit of Ioannina and the data according to
Figure 2, there is a stable increase of 19,6% from 2012 till 2018. In 2018 in the Regional Unit of Ioannina the Hotel
Workforce is described as follows: it boasts of 11 5 star touristic units, 65 4 star touristic units, 103 3 star, 55 2 star
and 5 1 star touristic units. In total there are 239 touristic units with 7,887 beds.
In reference to the qualitative findings of the research that came up from the interviews of the
commanding interviewees in the field of tourism, are the following:
The competitive prices between the airlines that use the Public Airport of Ioannina have put an
antagonistic access of the visitors via air, in relation to the one via Ionian Road, because the cost , including the
tolls are high. Also, the provision of Services of Refueling of the aircrafts in the P.A of Ioannina is so trustworthy
that is a primary choice of the airline companies and private pilots.
The development plans and the upgrading of the facilities attract new airline companies.
The completion of the Ionian Road and the upgrading of the Public Airport contributed to the utilization
and the elevation of the touristic product . This had as a result the quick actualization of the strategic growth that
still reforms.
These two access ways gave the opportunity to the R.U of Ioannina to plan communicative tactics based
on the moto “connection of the tradition with the modern”. Furthermore, the recognition of the R.U is broadened
consistently through strategic marketing on the global market. Moreover, the tourists are of mid-class to upperclass and this is justified by the eleven 5star hotels in the R.U.
S.W.O.T ANALYSIS
We will attempt to record the strong and weak points of tourism as well as the chances and threats
according to the data that we processed in the theoretical part of the study. Along with them we will focus on the
statistical facts that came up from the collection of the data that deal with the arrivals of the tourists in the Regional
Unit of Ioannina via the Public Airport and the Ionian Road, and also the interviews from the tourist
representatives.
Strong points (Strengths)
GEOPHYSICAL CHARACTERISTICS
1. The touristic product of the Regional Unit of Ioannina is attractive all four seasons of the year.
The climatic changes and the changes in nature permit the tourists to engage in touristic activities
whether conventional or alternative.
2. The diversity of nature constitutes one of the strong points of the Regional Unit of Ioannina . The
rivers, the mountain ranges, the forests with rare flora and fauna, the bridges, the lake and the
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island are attractive points for the visitor and urge him/her to explore them according to what we
have studied.
3. The cultural and the relating to cultural points are monuments. The multiculturalism from the
past and the historic facts bequeathed by it, constitute an attraction and their conservation and
saliency is the main goal of the public sector and the citizens of the Regional Unit of Ioannina.
4. The production of local products such as the wine, the famous tsipouro, the dairy products and
the herbs are one more strong point of the Region that enforces the local economy.
5. One more strong point of the Regional Unit of Ioannina is safety. According to the data given by
the Regional Police Department of Epirus in 2018 the crime rate, the thefts, the robberies, the
burglaries and the drug dealing are in very low percentage levels relating to the neighboring
countries such as Albania and Serbia etc. In this way the visitors can feel safe for both their
physical integrity and their personal belongings. (http://www.astynomia.gr, 2018).
6. The decrease of the road accidents due to the two main motorways, the Ionian and the Egnatia,
render the transportation and the arrival of the visitors in the Regional Unit of Epirus safe and
pleasant. Regarding an article of Epirusgate the deadly accidents have decreased 70% in the
decade 2007-2019 (Epirusgate, 2019).
Description of the advantages of the topic against the antagonists . Since the strong points are detected
they are used accordingly for the endorsement of the topic.
Weak points (Weaknesses)
1. The airport is not yet international. Since the flights in the Public Airport of Ioannina are
confined in specific destinations of Europe, Sweden and Cyprus, the Regional Unit of Ioannina is
not accessible to all the residents of Europe and the other Continents. It must be noted that the
airport of Tirana has flights to some Aegian islands such as Mykonos, Rodos etc., but also to
other European and balkan countries such as Italy, Belgium, Serbia and Hungary etc.
(http:www.gr.kayak.com).
2. Moreover, the domestic flights connect the R.U. only with Athens, something that complicates
the visitor’s access mainly from the islands. The airport of Aktio which is located only 100kms
away from the Regional Unit of Ioannina has flights for many European destinations.
3. The refugee matter
4. The cost of the trip
Here the disadvantages of the topic against the antagonists are expressed.
Opportunities
1.
2.
3.

The exploitation of The Ionian Road
The empowerment of the alternative forms of tourism
The marketing of Epirus abroad (relative articles e.g the participation of the R.U in 4
international exhibitions, Singapore etc)
4. English approach for new flights
The opportunities mainly arise due to changes in the external environment and in a smaller degree in the
internal, as well. The expansion in new activities is an example of internal environment while the annual
conducting of an important global match is the opportunity of external environment.
Threats
The threats are caused because of the reasons above but with minor importance in the internal
environment.
1. The danger of converting the Ionian Road into an escape road from the Regional Unit rather than
a visitor’s attraction road. Since the Ionian Road renders the access on Peloponnese and the
Ionian islands easier, it could become an escape road towards other destinations especially for the
visitors that are from the Balkan countries.
2. The extension of the Ionian Road to Kakavia will facilitate the visits to Albania. Since Albania is
considered an extremely cheap destination, the connection of the Ioanian Road with Kakavia
could become an easy passage for the accessibility of the visitors in the neighboring country.
3. The bi-polar Ionian Road - Egnatia Road - Igoumenitsa Harbor can turn the area into a transit
one with serious consequences in the economy and the development of the entrepreneurship in
the Regional Unit.
4. The tampering of the touristic product of the area by activities such as the unregulated building,
the artisanal activity and the bad organization of the touristic services in combination to the
flexibility shown by the state towards this way may have negative consequences on the
conservation of nature’s beauty.
5. The lack of environmental sensitivity from both the state and the citizens is one more point that
should be defined.
6. Deficient knowledge of marketing and entrepreneurship issues by many businessmen of the R.U.
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7.

8.

There is no usage of the New Technology and there is no usage of the capabilities offered by the
broadband and the internet. This is an obstacle for the entrepreneurship that lowers the
competitiveness of the businesses in the R.U.
The delay in the implementation of bills in the field of spatial Tourism and the Industry. The
worldwide Financial crisis may cause a decrease in the arrivals of the tourists in the R.U and also
it may harm the touristic field from which a significant part of GDP comes from, where a
significant number of employees works.
There is always the danger of expansion of the consequences in the other fields of the local
community since it is interconnected with many other working domains.
CONCLUSIONS

According to the data that arise from our research, we are in the position to infer safe conclusions. The
main conclusion is that since the upgrading of the accessibility in the Regional Unit of Ioannina, there is a standard
increase in tourism both via air and road. In order to strengthen and keep the touristic visits stable, to increase the
seasonality and to maintain the quality of the touristic amenities and services, it is suggested that the R.U regulators
should provide for the planning of the strategic development. This strategic development could include enriching
activities of the already touristic product with the goal to keep the high standards. The continuous edification and
training of the touristic workforce is vital in order to boost the professional consciousness and behavior. A more
competitive product can be created through an all year round organization, reinforcement and enrichment of the
events and festivals. This can affect the quality of the visitors, as well. The high quality choices can maintain the
high quality visitors. The improvement of the city and suburb roads is very important so t it can facilitate the
connection with areas such as Zagori and Tzoumerka. At this time, there is no sufficient public transport that can
help the loads of tourists that visit the area.
The redevelopment of the city with more pedestrianization, bicycle lanes, parks and points of interest will
convert the city into a more attractive destination. The signposts that will show specific routes in every category
concerned (religious, cultural, athletic etc.) could contribute in the development of the R.U of Ioannina.
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ABSTRACT
Due to numerous disruptive trends and changes that are rapidly occurring within the tourism sector, travel
agents that solely position themselves through the offline sales channel are condemned to face challenging and
harsh times. These stakeholders, therefore, need to reorientate their strategy and way of working. Within this
reorientation, the integration of a strategy with an emphasis on customer experience will be of vital importance.
However, innovation within existing SME’s and independent travel agents in Flanders lags behind. Accordingly,
this matter demonstrates the need to maintain and manage the relevance of the physical point-of-sale amidst the
modifying customer journey. This research addresses the indicated crucial matter and provides Flemish travel
agents with insights regarding the global market transformations that will provoke challenges. Furthermore, the
study reveals fundamental expectations of the leisure traveler and how travel agents can adequately meet these
requirements. In addition, provided innovation concepts allow being inserted within travel agents’ attainable
strategies whilst underlining the position of the latter amidst a dynamic global context. The necessary
transformations are translated into a practical and workable skill set for tomorrow’s travel agent. By means of a
threefold methodology, our research provides tailor-made answers and recommendations. A trend analysis maps
critical disruptive trends whereas 22 expert interviews examine the relevance, optimization, and interpretation of
the physical point of sales. In addition, 6 innovative travel agencies’ formats are assessed by means of 6 focus
groups. In order to enable travel agents to be future proof, offerings need to be underpinned by expertise. The
physical point of sales remains relevant provided that the agents’ services are based on experiences and are nonobligatory. Therefore, guarding the actual conversation ratio is a critical element. The implementation of the
phygital element is required although a radical switch towards a solely technological narrative proves to be less
preferred as the added-value of personal contact remains an essential component. These findings allow travel
agents in Flanders, and possible within a broader context, to maintain their relevance as well as to develop into
future proof tourism entities.
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ABSTRACT
This study presentsa review of results that come from the research team analysis based on data collection,
which took place in the Kvarner Region restaurants. The article describes two basic translation strategies,
domestication and foreignization, focusing on translation of the local cuisine dishes from Croatian into English. It
also presents examples that were collected, while analyzing their quality and finding the possibility of
improvement.
Through the qualitative and quantitative methods the objective was to gather an in-depth understanding of
how the existent restaurant menus could mainly influence on intercultural communication while paying attention to
service quality and customer satisfaction. The research sampling method that is used in this study is random
sampling, in order to obtain a more scientific result that could be used to represent issues of this topic in restaurants
ofthe above mentioned tourist region in Croatia.
After a systematic analysis of the previously mentioned issues, the authors' conclusion is that the menu
status should be determined as a text for special purpose that is tailored to the specific target group of guests tourists. The menu language needs to be adjusted in a clear and simple way keeping the characteristics and style of
food in informative function on a foreign language.The main contribution of the paper is the analysis of menu
translations and present strategies for translating which influence onquality intercultural communication, as well as
on service quality and customer satisfaction.The fact is that most of the restaurants are successful because of the
loyal and satisfied customer base. The research findings are an important contribution to future research of menu
translations and restaurant offer in Croatian restaurants.
Key words: menu, translation strategy, intercultural communication, foreignization, domestication, restaurant
INTRODUCTION
The correct and understandable translation of tourist materials starting from brochures, city signs, tourist
websites and restaurant menus represent the basis of every tourist destination offer. Using foreign languages that
are dominant during a tourist season, depending on the country and the region where the tourists come from,
became something inevitable and essential. English language dominance in almost all worldwide tourist
destinations became the reality that needs everyday improvement, particularly in those countries where it is not
present as a mother tongue.
Drawing attention to hospitality industry, especially towards the restaurant sector, presence of foreign
language knowledge represents the main selling tool apart of its role as a communication tool. Multilinguism is
required from employees, but on the quality level, as well as the quality multilingual restaurant menus that are one
of the means for assuring service quality and customer satisfaction. According to Ruzaite (2006) translations of
restaurant menus are important for very practical reasons – improving the service quality in restaurants and helping
to avoid intercultural miscommunication. Furthermore, the informative character of restaurant menus shows that
they present information and represent a restaurant. Nevertheless, Ruzaite’s (2006) statement that menus are means
of advertising through which customers shape their impressions about the place, also brings an important aspect of
cultural promotion of a country and its representation.
The primary purpose of creating a menu is communication. Sensibly selected words can make fascinating
and unforgettable impression, which also transfers to menus. A well-designed menu is a map that navigates a
customer to reach their satisfaction and exceed their expectations. Menus are also a reflection of a restaurant’s
image. There are different aspects of well-designed menus. These aspects include an easy and straightforward
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language use, precise and accurate description of nutritional information, food preparation and cooking methods,
and they clearly show to a customer approximately how much are they likely to spend and whether any additional
charges might be added.
Generally, a translation can be considered a bridge which connects different languages and different
cultures leading towards the cross-cultural communication (Ghafarian, Kafipour and Soori, 2016).Catford (1965)
states that definition of a word translation can be considered as a replacement forthe textual materials in the target
language.
Two main translation strategies involved in this research, domestication and foreignization, are used in
analysis of restaurant menu contents focusing on the local cuisine dishes with the aim of discovering the problem
of inappropriate translation and even possibly creating barriers in communication.
1.

BACKROUND OF THE RESEARCH

Translations of menus are still marginalized in respect to general awareness of the need for quality menu
translations. The menus present a buisness card of every restaurant having plurality of roles. Ruzaite (2006)
underlines menus' advertising character, bearing in mind that menus belong to a specific text type that have a
recognizable structure, and according to it customers have certain expectations. Ruzaite's (2006) research and
analysis of menu translations and its typology conclude the main menu functions – to inform and to persuade.
Besides the underlined importance of the text type in translation, Sager (1997) identifies four text types,
depending on the function of the text (informative, expressive, operative and audiomedial texts). Sager's (1977)
functions are quite similar to Jacobson's(1960) four functions (referential, expressive, appellative and phatic), only
showing the complexity of this kind of text type, such as a menu. The diversity of functions and its overlapping
demonstrate the fact that menu contents are in fact hybrid types of texts. As a consequence, menus need to be
translated keeping in mind the text's function with the aim to achieve the desired effect. Trosborg (1997)states that
when translating certain types of texts, a translator has to adapt to the purpose this text serves, and in this case it
would be a persuasive effect.
Foreignization and domestication, two cultural strategies in translation postulated by Venuti (1995)are
used by many reserchers dealing with the problem of quality translation of restaurant menus. Domestication as a
type of translation strategy uses, according to Venuti (1995), a transparent, fluent and invisible style in order to
minimize the foreigness of the target text and lead the text to be familiar and recognizable Munday. On the other
hand, foreignization represents the strategy where a translator breaks target conventions by retaining something of
the foreigness of the original.
To conclude, Venuti's (1995) models, along with awareness of cultural obstacles that multilingual
restaurant menus can represent, lead to conclusion that a menu should be recognized as a symbol of identity and a
restaurant theme.
This research is just an attempt where the authors are trying to find the connection between the importance
of quality translated menus, in particular an analysis of the autocthone dishes translationaccuracy, and the
importance of intercultural communication between customers and employees. Moreover, Mills and Thomas
(2008) claim that understanding of customers' expectations is viewed as an interpretation process by which
customers make sense of the restaurant environment, which is an integral part for a restaurant's success. By
analyzing the available research, direct and indirect consequences of unprofessional translations are apparent,
resulting in incomprehensible text of a restaurant offer (Mills and Thomas, 2008).
A quality menu translation implies functionality of translations of such texts, which is truly needed since
the question is about texts that constitute the key element for further communication process between a client and
employees. Of course, the only purpose of the translated menus is not just to be a communication tool which will
be used by customers and hosts, but to facilitate processes in tourism and consumerism in general (Li, 2019). An
intercessory role of translation in tourism is shown as a very important factor in the tourism sector (Munoz, 2011).
The conditions of doing business in hospitality are changing rapidly. The last decade has witnessed a
substantial growth and rapid changes, globally as well as domestically. Customer satisfaction has become a critical
issue for the success of any business system, hence one of the key challenges in hospitality is how to satisfy and
retain customers. In order for restaurants to grow and survive, they must find new ways of thinking, new ways of
communication, which has led to various marketing researches, especially those related to customer satisfaction.
Therefore, new ways of communication need to include intercultural component present on every level – spoken
(customer and employee dialogue) and written (restaurant's menu).
METHODOLOGY
DATA ACCUMULATION
The sample was taken from the local cuisine restaurants in the Kvarner Region and one restaurant from
the city of Lovran that belongs to the same region and category which obtained its first entrance in the 2019
Michelin Guide. The data collection depended on availability of menus. Some menus in Croatian and English
languages were possible to find on the restaurants' websites or Facebook profiles, but several of them the authors
needed to obtain directly by contacting the restaurants' owners or managers.
Figure 1: Research sample
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Restaurant's name

Restaurant type

Review
number

Score
(out of 5)

Position (out of 75)

Local
cuisine
Bistro Yacht Club
Konoba Tramerka
Moho
Roko
Ružmarin
Stancija Kovačić
Valle Losca
Draga di Lovrana

+
+
+
+
+
+
+
+

266
431
205
1942
1566
122
660
188

4
4.5
4.5
4.5
4.5
4.5
4.5
4.5

14
3
5
2
4
58
1
1

The data in Figure 1 are obtained from 8 restaurantsin Opatija that are considered the best Opatija's
restaurants in 2018 according to the Trip Advisor (2019) from the category Local Cuisine: Bistro Yacht Club,
Moho, Ružmarin, Valle Losca, Roko, Stancija Kovačić, Konoba Tramerka and Draga di Lovrana.
The selection was made taking in consideration the number of reviews (each restaurant needed to have
more than 100 reviews and scores (minimum 4 out of 5).
All the restaurants surpass 100 reviews and only 1 out of 8 had the score 4, while the other 7 had 4.5.
Regarding the position of the above mentioned restaurants, 7 restaurants are positioned from 1 to 14, and
only one is placed on the 58th position.
THE MENU TRANSLATION ANALYSIS
Providing customers with high-quality service includes the ability to communicate in multiple languages,
recognizing expectations, deeper knowledge of customers' cultural origins, and understanding of several
characteristics, etc.
Communication with customers is the most important one, therefore quality translation of menus is
crucial. If communication is conducted properly, then it can be the best advertising for a business to gain more
profit. In case where there is no proper communication, a loss procedes. Hence, one should be more careful in this
communication process. Application of different foreign languages means the application of cultural patterns that
are in everyday use. Restaurant employees are continuously faced with possible problems and challenges
explaining the restaurant offer in appropriate, correct and understandable way. In these situations the restaurant
menus, as it was mentioned before, represent the additional and helpful mean of intercultural communication.
Putting together cross-cultural and cross-linguistic communication, menu translators have possibility to pay
attention to customers' perspective while reading a menu (Ghafarian, Kafipour and Soori, 2016). Furthermore,
usage of the two basic translation strategies in analyzing the menus of the above mentioned restaurant, helped the
authors to make some new conclusions and open the path forthe future researches.
The menu translation analysis in this research was mainly focused on trying to find translations that are
insufficient for the complete understanding of a restaurant offer, lacking the additional description to better
understand ingredients, meal preparation, and taste. The items analyzed were those from the local cuisine category
considering their specific names and cultural background.Venuti's (1995) translation strategies of foreignization
and domestication are chosen by the authors because, according to Ghafarian, Kafipour and Soori (2016), both
consider the influence of cultural and ideological factors on translation and the influence of translation on the target
readers and cultures as well.
BISTRO YACHT CLUB
The authors found the restaurant menu in Croatian and English language on the Bistro's website
accompanied with high quality photos of several typical dishes.The English version of the menu showedthe
foreignization strategy application for the most part in the following examples. A dish Adriatic scampi buzara style
isan example of foreignization/literal translation that would be, according to the authors, more comprehensible
useof additional description/explanation for a foreign customer would be necessary. The authors' proposal would
be an amplification in the form of Adriatic scampi buzara-style cooking where buzara-style would be understood as
a way of cooking even if the explanation is not complete. Additional descriptions such as Adriatic scampi buzarastyle cooking, Scampi from the Kvarner Region cooked with olive oil, wine, garlic, breadcrumbs, and fresh herbs
would have offered more detailed explanation and would present this dish better to a customer. On the other hand,
a dish named – Black risotto made according to the recipe of our grandmothers…the rest is a secret (Croatian
version Crni rižoto prema recepturi naših nona…ostalo je tajna). First of all, the name is too long and it would
have the same meaning if the name was Black risotto traditionally prepared.
MOHO
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The authors found the menu on the restaurant's Facebook public profile in a very simple one-page form.
Here again, the foreignization strategy is used in translation for the most part which is still using zero translation
principle that leads to lack of understanding keeping in mind the original item name. It could be noticed that drycured pršut ham could be replaced with dry-cured ham or pršut and amplified with the explanation about the
provenience of the ham that is homemade, traditionally dried. The translation of pršut in English is ham and it
seems quite incomprehensible what kind of ham this restaurant offers. The same thing happens with Pljukanci
pasta without additional explanation what the term pljukanci means which provokes incomprehensibility towards
the customer. Pljukanci pasta could have been replaced with Homemade pasta pljukanci or with Homemade handrolled pasta pljukanci.
RUŽMARIN
The restaurant menu in Croatian and English languages are available on the restaurant's website with high
quality photos of food amplified with short stories about its history. For most dishes, the translator used the
foreignization strategy adopting original expressions of the source text (ST) and keepping the original Croatian
name not adding the explanation/description in English, for example: Prošek, ajvar, čevapčići, buzara, etc.
VALLE LOSCA
The menu has a simple form and the translation is simple but with several completely unacceptable dish
names, as well as parts of the names that are omitted but essential, which applies the foreignization strategy as
literal translation and zero translation. In translation of domaći fuži and domaći pukljanci the translator put the
same translation homemade pasta that would need additional explanation because both types of pastas are
homemade but their origin and form are different. Furtehrmore, we have interesting names of two dishes that seem
to be the titles of some short stories: Istra nam je dala (Istra has given us) and More nam je dalo (The sea has
given us) without description of a dish including ingredients and the way of preparation.
ROKO
The menu is found on the restaurant's website. The menu content is quite complex with variety of dishes.
In this restaurant's menu, the authors have found examples of the domestication translation strategy using free
translation in intention to decrease the ambiguity by translation freely without keeping the original dish names. For
example, pljeskavica = beef patty, minced meat,..; kulen = kulen salami, etc. Following the domestication strategy
principle, there are several ommissions of adjectives in the dish descriptions: umak od goranskih vrganja (sauce of
mushrooms from the continental Croatia – Gorski Kotar Region) is simplified as a sauce of porcini mushrooms;
umak od kvarnerskih kozica (sauce of prawns from the Kvarner Region) is simplified as a sauce of prawns.
STANCIJA KOVAČIĆ
The menu was directly obtained from the owners. A simple translation with no additional descriptions or
explanations is the main characteristic of this translation that is a product of foreignization strategy – literal
translation. Furthermore, zero translation and addoption of foreign terms are present in the translation: usage of
several German words instead of English: Fisch and Truffel (fish and truffle).
KONOBA TRAMERKA
The authors found the menu on the restaurant's Facebook public profile. Konoba Tramerka is a family
restaurant that has a long tradition. The particularity of this Local cuisine restaurant is the offer of homemade
products from regional family farms such as salami, cheese and meat. In their menu, dominant presence of the
foreignization translation strategyis evident, with many applications present in the brackets that reduce the
incomprehensibility of the menu content.
DRAGA DI LOVRANA
The menu was directly obtained from the owners. Just recently this restaurant obtained the Michelin Star
for the quality of the local cuisine food. By analysing its menu, the foreignization strategy is the only one present
in the simple and “neat“ menu content without a need for additional explanation and description.

Restaurant’s
name
Bistro Yacht
Club
Konoba
Tramerka
Moho

RESULTS AND DISCUSSION OF THE RESEARCH
Figure 2: Review of the translation strategies
Usage of the translation strategies
Foreignization
√

Domestication

√
√
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Roko
Ružmarin
Stancija
Kovačić
Valle Losca
Draga di
Lovrana

√
√
√
√
√

This study made an attempt in analyzing translation of the local cuisine items in menus, applying the
Venuti’s (1995) model of translation strategies foreignization and domestication. During this analysis, only
translation in English was taken in consideration due to the fact that this language is still the most spoken. The
starting point was to discover which of these two strategies is the dominant one and what is the additional way of
their usage. Foreignization being a dominantly used strategy, was “helped” with the usage of literal translation,
literal translation amplified by explanation and sometimes using zero translation. On the other hand, domestication
was dominant only in one restaurant where the translator followed the same strategy pattern translating all local
cuisine items in free style way avoiding the original names. The authors observed that some solutions chosen by
the translators resulted with incomprehensibility due to the lack of additional description/explanation. Exactly this
could be the problem in performing the quality cross-cultural/cross-linguistic communication, once an employee
needs to explain the missing parts of scarcely translated menus. Leaving the original term with no further
explanation leads to the lack of cultural element in analyzed menus that cannot be separated while translating the
local dishes that make an important part of the restaurant menus, especially in tourist destinations. Trying to
explore which strategies would make a better connection in understanding the restaurant’s offer towards customers,
the authors discovered that domestication, which offers a technique that keeps source language culture to the target
readers minimizing the strangeness of the foreign text is the least applied (Dabbaghian, 2014). On the contrary, the
tendency of retaining the foreigness of the original and leaving the feeling of alien experience when reading the
menus, puts the foreignization translation strategy on top(Ghafarian, Kafipour and Soori, 2016).
CONCLUSION AND CONTRIBUTION
Given the analysis of a small sample of the Kvarner local cuisine restaurants highly rated among the
tourists in 2018, the main objective was to analyse translations of local items in menus through two basic
translation strategies according to Venuti (1995)– foreignization and domestication. The attempt of discovering the
presence of their application resulted in dominanceof the foreignisation strategy with a very high percentage. The
tendency of keeping the original names without any need to make some additional effort in amplifying the
sense/meaning of it, leaves the sensation of incomprehensibility/invisibility of cultural element of the local dishes.
Based on the hypothesis that quality intercultural communication between customers and employees in every
hospitality facility requires mutual understanding, menus have to present a helpful tool for successful
communication. Successful communication has its basis in quality translated menus with simple, clear and
understandable content that would overpass all language barriers between the user (customer) and the service giver.
The usage of the foreignization strategy for the most part could lead to conclusion that translators prefered
adopting original expressions in order to preserve the foreigness of the source text. This kind of application also
showed the tendency of language differences elimination together with the culture differences keeping the original
text as the basis. On the other hand, lack of additional explanations and descriptions show that in some cases the
foreignization method is not a good choice. In most of the cases, amplification would facilitate further
communication, enriching it with interculturality and deeper knowledge of the offered dish.
The main contribution of the paper is the analysis of the menu translations and present strategies for
translation which influence on quality intercultural communication, as well as on the service quality and customer
satisfaction.The fact is that most of the restaurants are successful because of the loyal and satisfied customer base.
The research findings are an important contribution for the future research of menu translations and restaurant offer
in Croatian restaurants.
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ABSTRACT
The results from previous research conducted by De Witt (2006), Spyridon (2009), Marais and Saayman
(2010), Saayman, Marais and Krugell (2010), Erasmus (2011), Saayman, Kruger and Erasmus (2012) as well
Manners, Kruger and Saayman (2015) on Critical Success Factors (also CSFs) at various events, clearly indicate
that the CSFs differ from one event to another, as events and its attendees are not homogeneous. Thus, the purpose
of this research will be to determine the CSFs that attendees regard as important at a street food festival in Cape
Town. Determining the CSFs will highlight where event managers should concentrate their efforts to gain a
competitive advantage. Therefore, the research design will follow a quantitative approach using probability,
systematic sampling. A self-administered, structured questionnaire will be used comprising of three sections:
Section A to determine the socio-demographic profile, section B the motives and section C the CSFs. However, for
the purpose of this study, only section A and C will be used. Descriptive statistics will be used to determine the
sociology-demographic profiles and a factor analysis will be applied to determine the CSFs for a street food
festival. The results from this research will benefit current event managers, specifically food event and food festival
event managers, by revealing what food event and food festival attendees regard as important when attending such
an event. Furthermore, the findings will also contribute to the event management body of knowledge which can
then be used to educate current and future event managers.
Key words: Street food festival; Critical Success factors; Event management; festivals
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ABSTRACT
This research explored tourists’ perceptions of KwaZulu-Natal (South Africa) destination brand image and
brand loyalty. Questionnaire survey of 411 respondents reveal that most tourists are attached to the destination, and
will likely to return to the destination. They are willing to recommend KwaZulu-Natal as a preferred tourism
destination to their family and friends. Tourists have a very positive image of the destination brand. It is
recommended that KwaZulu-Natal tourism destination marketers capitalise on the destination’s brand attributes
that make the destination a strong brand to strengthen the destination’s role in South Africa and globally as a
culture and nature destination.
Key Words: tourists’ perceptions, brand image, brand loyalty, KwaZulu-Natal, South Africa
INTRODUCTION
De Chernatony and McDonald (1998: 20) defined a successful brand as “an identifiable product, service,
person or place, augmented in such a way that the customer or consumer perceives relevant, unique, added values
which match their needs most closely”. Tourists as tourism customers do not just pay for services, they pay for the
service brands (de Chernatony & Harris, 2010; Ezeuduji, Lete, Correia & Taylor, 2014).
Kapferer (1997) argues that brand value originates from consumers’ awareness of the brand, how they
trust it, and the image the brand has for them. Destinations with strong brand will therefore likely perform better
and possess more value than destinations with unbranded offerings. It follows therefore that the perceived brand
image of a tourism destination will have an impact on the destination selection process of tourists, the postselection evaluation of the destination and the decision whether they will prefer the destination in the future (Chi &
Qu, 2008; Ezeuduji & Nkosi, 2017).
Destination brand loyalty can be regarded as an attitudinal construct and it can be clearly argued that
tourists’ loyalty towards a destination is affected by the experience they get from that destination which in turn is
affected by different factors (Aaker & Erich, 2000). Destination loyalty has been getting more attention for its
greater significance in destination marketing and management research for a long time as competition and loyal
visitors’ importance grow faster (Han & Back, 2008; Hsu & Cai, 2009). Destination brand loyalty has been well
explored in the academic arena. Nevertheless, there is dearth of literature on tourists’ brand loyalty to sub-Saharan
African regions, such as KwaZulu-Natal. This study is therefore significant as the findings will support the
marketing efforts by the local Destination Management / Marketing Organisation (Tourism KwaZulu-Natal) to
attract and retain valuable tourists and in turn increase tourists’ spending in the local economy. The destination
managers will have more understanding on how tourists perceive KwaZulu-Natal as a tourism destination, and then
make direct marketing efforts to strengthen their positive perceptions and improve their offerings regarding
negative perceptions, as the case may be. This paper will also contribute to literature that will support the
destination marketing strategies of similar sub-Saharan African or international destinations.
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The effects that destination brand image and brand loyalty have on the selection of a destination have
been studied by various authors, but mostly outside sub-Saharan Africa (such as Anastassova, 2011; Artuger,
Cetinsöz & Kilic, 2013; Ezeuduji, Lete, Correia & Taylor, 2014; Shestakov, 2012). KwaZulu-Natal is one of the
nine provinces of South Africa and highlights from the State of the Province Address report that tourism has a
significant contribution in the KwaZulu-Natal local economy, and continues to grow from a R9bn contribution to
the Provincial Gross Domestic Product in 2014 to more than R10bn by 2018 (Tourism KwaZulu-Natal, 2019). The
researchers argue that it is important that the province of KwaZulu-Natal in South Africa identify the driving
factors that make tourists want to visit it as a destination and identify the tourists’ brand image perceptions towards
this province so that they can also improve where need be, in terms of their marketing strategies. This will enable
the province of KwaZulu-Natal to maintain a competitive advantage over other national and international tourism
destinations, in relation to tourists’ demand. The researchers assessed how tourists perceive KwaZulu-Natal brand
image as a tourism destination, as this study is market-orientated. The researchers explored how tourists perceive
the KwaZulu-Natal brand image dimensions, such as its symbolic representations, affective meanings, physical
atmosphere, and accessibility as a tourism destination (Amujo & Otubanjo, 2012; Anholt, 2011; Artuger, Cetinsöz
& Kilic, 2013; Bruwer, Pratt, Saliba & Hirche, 2017; Ezeuduji, November & Haupt, 2016; Hosany, Ekinci &
Uysal, 2007; Jraisat, Akroush, Alfaouri, Qatu & Kurdieh, 2015; Mabkhot, Shaari & Salleh, 2017), as well as the
brand loyalty dimension. Comparisons were also made between tourists’ profile and perceptions of the
aforementioned brand image and brand loyalty dimensions.
METHODOLOGY
As this study is based on exploring tourists’ perceptions of a destination brand image, a quantitative
research method was employed in data collection, using a structured questionnaire survey (where questionnaire
variables emanated from literature reviewed and authors’ personal knowledge of the destination). Veal (2011),
Ezeuduji (2013) and Tummons and Duckworth (2013) support the use of questionnaire in collecting quantified
data from respondents. Tourism being a mass phenomenon, quantified data are mostly used to make decisions.
Both domestic and international tourists visiting major tourist attractions in KwaZulu-Natal were targeted (King
Shaka International Airport, Richards Bay Airport, Pietermaritzburg Airport, Hluhluwe Game Reserve, uShaka
Marine World, Durban and Richards Bay beaches). A purposive sampling method which is a type of nonprobability sampling method, was used to sample actual tourists among the general population for a period of 8
months (December 2017 to July 2018), cutting across both peak and off-peak seasons. Veal (2011) posits that in
non-probability sampling methods, the absolute size of the sample is more crucial than the sample size relative to
the research population. Veal went further to argue that the criteria to determine sample size should entail the
required level of precision in results, the proposed details in analysis, and the available budget. 430 tourists were
surveyed, however 411 questionnaires received were usable for data analysis. IBM’s SPSS Statistics, version 25
(IBM Corporation, 2017) was used for data analyses. Descriptive analyses (frequencies, mean and standard
deviation), bivariate analyses (Mann-Whitney U tests), and multivariate analysis (Reliability test using Cronbach’s
Alpha) were done on the digitised data to enable addressing the research objective. Bivariate analyses were done at
a 95% confidence interval, and reliability test using Cronbach’s Alpha coefficient as a benchmark employed a cutoff point of 0.7 to explain internal consistency or reliability of variables used to explain brand image dimensions
(Bühl & Zöfel, 2005; George & Mallery, 2003; Hair, Black, Babin & Tatham, 2005; Iwu, Ezeuduji, Iwu, Ikebuaku
& Tengeh, 2018). These variables are ordinal in nature as they are presented in the questionnaire on a 5-point
Likert scale. From the reliability test results, all the four brand image dimensions (symbolic representations,
affective statements, physical atmosphere statements, and accessibility statements), and the brand loyalty
dimension, show internal consistency.
As it is common in social sciences, population distributions of the ordinal dimensions were statistically
found not to be normally distributed (Kolmogorov-Smirnov’s and Shapiro-Wilk’s tests of normality yielded pvalues of less than 0.001), this research hence conducted non-parametric test (Mann-Whitney U). Mann- Whitney
U tests were done to compare means of responses from two independent groups with the aim of validating if they
are different from each other. Responses to brand image and brand loyalty statements were compared with some
respondents’ profile. Mann-Whitney U tests were conducted based on the following criteria: that the dependent
variables (brand image perception statements) have ordinal scale; the independent variables (respondents’ profile)
have only two groups; and normality of distribution and homogeneity of variance did not prove true in a trial t-test
(George & Mallery, 2003; Veal, 2011).
RESULTS AND DISCUSSION
The results in Table 1 show that more female than male tourists responded to the study. More than 72% of
the sample respondents are relatively young (not more than 40 years of age). Domestic tourists are significantly
more in number than international tourists, and the purposes of travel are mostly for holiday, visiting friends and
relatives, and business (seminar, event, conference). Most of the tourists did not stay for more than 10 days in the
destination. The good news for the destination managers are that about 79% of tourists are on return visit, and their
level of satisfaction is very high (more than 77% are either mostly or totally satisfied). These results show that the

329

destination KwaZulu-Natal is more known as a leisure destination, and product and service offerings are perceived
favourably by the tourists.
Table 1: Profile of the respondents (N = 411)
Variable
Gender

Category
Female Male

Age group

Less than 20
21-30
31-40
41-50
51-60
More than 60
Africa
Australia/ Oceania
Asia
Europe
North America South
America
Domestic tourists
International tourists
Internet
Word of Mouth
Media (travel magazines and books, T.V)
Travel Agency/ Tour Operator
Other
Yes
No
1-5
6-10
11-15
16 days or longer

Continent of origin

Type of tourist
Source of
Information about
KwaZulu-Natal
Group travel
Length of stay in KwaZulu-Natal

Purpose of visit to
KwaZulu-Natal

Have
you visited
destination before?
Level of satisfaction

any

Business (seminar, event, conference)
Business (import and export)
Holiday
Visiting friends and family
Medical
Academic exchange
Other
KwaZulu-Natal Yes
No
Totally satisfied
Mostly satisfied
Moderately satisfied
Mostly dissatisfied
Totally dissatisfied

Frequency (%)
54.5
45.5
11.7
37.2
23.4
15.3
8.8
3.6
70.1
4.9
3.4
14.4
3.2
4.1
65.5
34.5
25.6
31.7
32.4
6.8
3.4
51.1
48.9
49.5
31.5
8.3
10.7
13.6
8.0
51.1
18.0
2.9
4.4
1.9
78.8
21.2
40.1
37.2
16.3
4.9
1.5

This study’s results concur with those of Ezeuduji, November and Haupt (2016) who state that the attitude
that tourists have towards a destination are considered to be an important determinant when they decide to return to
the destination. The fact that most of the respondents were returning tourists shows that they have a positive
attitude towards KwaZulu-Natal and also shows the level of loyalty they have towards the province as their
preferred destination of choice. Kirpalani (2014) also affirms that brand loyalty is a form of repeated purchases by
tourists who have a positive attitude towards the destination brand. Therefore, it can be concluded that tourists who
are satisfied with a destination are more likely to return to a destination, become loyal and recommend a
destination to other people such as their friends and family members (Ezeuduji, November & Haupt, 2016;
Iglesias, Singh & Batista-Foguet, 2011; Keller, Parameswaran & Jacob, 2011; Kotier & Keller, 2009). As earlier
discussed, the overall destination loyalty is influenced by the perceptions that tourists have about a particular
destination image as well as the overall satisfaction that tourists received during their stay at a destination (Rajesh,
2013).
Gao and Zhang (2009) state that tourists’ perceptions of a destination such as its brand image are
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considered to have a big influence on destination choice and brand loyalty, as potential travellers are able to
compare the attributes of different destinations during their decision-making process of whether they are going to
visit that particular destination or not. Tourists were asked to indicate their level of agreement with brand image
statements, which consist of four dimensions (symbolic representations, affective statements, physical atmosphere
statements, and accessibility statements). Their responses were compared with their profile.
It is evident from the results, emanating from Mann-Whitney U test, in Table 2 that there were no
significant relationships between the tourists’ profile and brand image (symbolic representation) statements. Some
interesting results were obtained for the ‘affective’ dimension of the brand image perceptions, where for example,
tourists who visited the destination before agree more than first-time visitors that KwaZulu-Natal is a relaxed,
beautiful, and exciting destination. It can be said that brand loyalty is built overtime through a collection of
positive experiences that requires consistent effort and attention to detail (Manternach, 2010), hence loyal tourists
are usually repeat tourists who visit a destination without considering other options available to them. Tourists who
are loyal to a destination brand frequently recommend the brand to others, buy more, and buy more regularly
(Manternach, 2010).
The comparison between tourists’ profile and brand image (physical atmosphere) statements yields more
varied results, where those tourists who visited before agree more than first-time visitors that KwaZulu- Natal
destination is calm and quite conservative; group travellers submit the destination has high moral standards; and
males agree more than females that the destination is over-crowded. KwaZulu-Natal beaches tend to be over
crowded in peak seasons, which may contribute to the crime rate and make tourists not feel at ease when relaxing
at the beach with their loved ones. Accordingly, Ezeuduji (2013) strongly advised that strong police presence in the
destination and proper policing in South Africa (such as, zero-tolerance for crime, and responsiveness within the
South African Police service) can help towards dealing with crime in South Africa, and can help decrease the
negative perception that tourists may have towards South African destinations.
Regarding the brand image (accessibility) statements, males and repeat visitors agree more that the
destination is developed for tourism. The overall destination loyalty is greatly influenced by the perceptions that
tourists have towards the destination image, before traveling to the destination as well as the overall satisfaction of
experience received while at the destination (Rajesh, 2013). If the destination experience is pleasurable it is
expected that tourists will return or recommend others to visit the destination (Torres-Moraga, Vasquez-Parraga &
Zamora- Gonzalez, 2008). The overall destination image is one of the most significant elements to stimulate the
intention to revisit the same destination (Andrades-Caldito, SánchezRivero & Pulido-Fernández, 2013; Alcaniz,
Garcia & Blas, 2009). It can however be said that tourists have a very positive symbolic image of KwaZulu-Natal
brand as a tourism destination, especially in terms of its unique nature and culture offerings. They also submit
strongly that it is an exciting, calm, and interesting destination (Table 2).
Table 2: Comparing tourists’ profile with tourists’ brand image perceptions
Brand image
Brand image - symbolic representations’
statements
KwaZulu-Natal is a peaceful province

Mean
scorea
1.93

Standard
deviation
.913

Compared
profileb
N.S

KwaZulu-Natal is at peace with her
neighbouring provinces and
countries

2.11

.918

N.S

KwaZulu-Natal local economy is doing well

2.24

.989

N.S

with

tourists’

KwaZulu-Natal is rich in cultural and natural 1.81
.916
N.S
attributes
Reliability Statistics (Perceptions of brand image - symbolic representations),
Cronbach's Alpha =.842, N of Items = 4, Valid cases = 406 (98.8%), Excluded cases = 5 (1.2%), Total = 411
Brand image - affective statements
KwaZulu-Natal is a pleasant destination

Mean
scorea
1.71

Standard
deviation
.858

Compared
profileb
N.S

with

tourists’

KwaZulu-Natal is a relaxed destination

1.76

.841

*Those who visited before agree
more

KwaZulu-Natal is a beautiful destination

1.75

.817

*Those who visited before agree
more
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KwaZulu-Natal is an exciting destination

1.66

.843

*Those who visited before agree
more
*Those who travelled in a group
agree more

Reliability Statistics (Perceptions of brand image - affective), Cronbach's Alpha =.885, N of Items = 4, Valid
cases = 404 (98.3%), Excluded cases = 7 (1.7%), Total = 411
Brand
image – physical atmosphere Mean
Compared
with
tourists’
Standard
statements
scorea
profileb
deviation
KwaZulu-Natal is a calm destination

1.81

.906

KwaZulu-Natal local population has high
2.12
moral standards
KwaZulu-Natal
destination
is
quite 2.06
conservative
KwaZulu-Natal destination is over-crowded 2.38

.893
.911
1.209

*Those who visited before agree
more
*Those who travelled in a group
agree more
**Those who visited before agree
more
**Males agree more than females

Reliability Statistics (Perceptions of brand image – physical atmosphere),
Cronbach's Alpha =.796, N of Items = 4, Valid cases = 404 (98.3%), Excluded cases = 7 (1.7%), Total = 411
Brand image – accessibility statements
Mean
Standard
Compared
with
tourists’
scorea
deviation
profileb
KwaZulu-Natal destination is developed for
tourism

1.91

.903

KwaZulu-Natal local population is friendly

1.89

.845

*Males agree more than females
*Those who visited before agree
more
N.S

KwaZulu-Natal is an easily accessible
destination
KwaZulu-Natal destination is interesting

1.88

.831

N.S

1.74

.812

N.S

Reliability Statistics (Perceptions of brand image – accessibility), Cronbach's Alpha =.830, N of Items = 4,
Valid cases = 410 (99.8%), Excluded cases = 1 (0.2%), Total = 411
aQuestionnaire were itemised along a 5-point Likert-type scale: 1, Strongly agree; 2, Agree; 3, Neutral; 4,
Disagree; 5, Strongly disagree. bMann-Whitney U test significance: N.S, no significant results - *, p < 0.05; **, p <
0.01.
Clark and Melancon (2013) state that tourist loyalty can be associated with the destination brand name
which can have positive connotations that affect tourists’ attitudes that may contribute to their travel motivation
and add to their satisfaction. The attitude a tourist has towards a destination can in turn be considered to be an
important determinant when deciding to return to a destination. Ezeuduji, November and Haupt (2016) indicate
that brand image is centred on the manner by which a group of individuals or an individual sees a specific brand.
Tourists were asked to indicate their level of agreement with seven (7) brand loyalty statements (Table 3).
Their responses were compared with their profile. It should be pointed out here that the top three (3) loyalty
statements that the respondents mostly agreed to are: ‘I would recommend KwaZulu-Natal to my friends and
family’; ‘I would consider visiting KwaZulu-Natal in the future’; and ‘I am in love with KwaZulu-Natal’. These
results indicate high destination loyalty from the responding tourists. This is also good news for the
KwaZulu- Natal destination managers. It is evident from the results, emanating from Mann-Whitney U test, in
Table 3 that group travellers agree more than individual travellers that the destination ‘evokes love’ and ‘has a
special place in their hearts’.
Table 3: Reliability test and comparing tourists’ profile with tourists’ brand loyalty perceptions
Statements
Mean Standard
Compared with tourists’ profileb
a
score
deviation
KwaZulu-Natal would be my preferred 1.87
.909
N.S
choice when choosing a destination to
visit
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I would consider visiting KwaZuluNatal in the future
I would recommend KwaZulu-Natal to
my friends and family
I feel at home in KwaZulu-Natal

1.78

.763

N.S

1.75

.773

*Those who visited before agree more

1.95

.907

**Those who visited before agree more

I feel connected to this destination,
KwaZulu-Natal

1.93

.867

**Those who visited before agree more

KwaZulu-Natal has ‘a special place in
my heart’

1.89

.915

**Those who visited before agree more
*South Africans agree more
*Domestic tourists agree more **Those
who travelled in a group agree more

I am in love with KwaZulu-Natal

1.83

.954

**Those who visited before agree more
**South Africans agree more
**Domestic tourists agree more
*Those who travelled in a group agree
more

Reliability Statistics (Perceptions of brand loyalty), Cronbach's Alpha =.917, N of Items = 7, Valid cases =
408 (99.3%), Excluded cases = 3 (0.7%), Total = 411
aQuestionnaire were itemised along a 5-point Likert-type scale ranging from 1, Strongly agree; 2, Agree;
3, Neutral; 4, Disagree; 5, Strongly disagree.
bMann-Whitney U test significance: N.S, no significant results - *, p < 0.05; **, p < 0.01.
Similarly, domestic tourists (South Africans) agree more than international tourists that the destination
‘evokes love’ and ‘has a special place in their hearts’. Not so surprisingly, repeat visitors are indeed more loyal to
KwaZulu-Natal destination as they agreed more than first-time visitors that the destination ‘has a special place in
their hearts’; they ‘felt at home’, ‘felt connected’, ‘are in love’ with the destination, and they will ‘recommend
KwaZulu-Natal to their friends and family’.
CONCLUSIONS
Tourists submit strongly that KwaZulu-Natal is an exciting, calm, and interesting destination. They have a
very positive symbolic image of KwaZulu-Natal brand as a tourism destination, especially in terms of its unique
nature and culture offerings. The attitude a tourist has towards a destination is considered to be an important
determinant when he or she is deciding whether to return to that destination. If tourists favour a destination brand
they become attached to it, and they also become loyal to it. Most of the respondents in this study are returning
tourists, thus showing that they have a positive attitude towards the destination. KwaZulu- Natal’s rich cultural and
natural heritage remains a key anchor to its tourism industry, and tourists are satisfied, committed and loyal to its
brand. Much of these loyal tourists are domestic and group travelers. It seems therefore that tourists with these
socio-demographic characteristics are more attached to this destination’s main offerings, those of culture and
heritage, and beach experience. Group travelers are more prone to discuss their experiences among themselves,
engendering positive attitude and emotions. Domestic tourism is on a steady growth in South Africa, and this
discourages economic leakage, causing the income earned in the nation to stay within the nation. The result that
shows that domestic tourists are more loyal to KwaZulu-Natal brand than international visitors can simply be
explained with the previous discussion in this paper that tourists tend to project their own personality on the brands
that they are using and thus creating an emotional bond with them. Efforts should however be made by KwaZuluNatal destination managers to continue to work on the destination image to be more appealing to international
visitors. This can be done through improvements in diversity, quality and authenticity of products and services
offerings.
The study results will help the destination managers in KwaZulu-Natal to optimise their marketing
strategies towards strengthening their nature and culture offerings to suit tourists’ needs and wants, and at the same
time maintain and create opportunities for tourists who are more interested in meetings, events, sun-sea- sand, and
visiting friends and relatives. Comparative studies can be conducted in other African regions to seek individual
regional positioning in the global tourism marketplace. The core offering in this destination should continue to be
focussed on showcasing KwaZulu-Natal’s natural and cultural heritage, while secondary offerings can be made to
attract MICE (Meetings, Incentive travel, Convention, and Events / Exhibition) tourists, 3S (Sun, Sea and Sand)
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tourists, and those interested in VFR (Visiting Friends and Relatives) tourism.
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ABSTRACT
This study aims to find out tourists’ perception of the KwaZulu-Natal (South Africa) brand essence and
brand competitiveness as a tourism destination. Questionnaire survey of 406 respondents revealed that tourists are
mostly satisfied with visiting KwaZulu-Natal; they indicated that the destination has value for money. Most of the
tourists are willing to return and they are willing to recommend KwaZulu-Natal to others. Tourists see KwaZuluNatal as a competitive destination. The study makes recommendations that the KwaZulu-Natal should position
itself more strongly as an international tourist destination.
Key Words: brand essence, brand competitiveness, tourism, KwaZulu-Natal, South Africa
INTRODUCTION
Brand essence, if crafted to reveal a clear value position of a destination, can offer a strategic competitive
advantage to a tourism destination (Ezeuduji & Nkosi, 2017). Brand essence captures the core spirit of a brand, and
its functional and emotional benefits (de Chernatony & Harris, 2010). It identifies the brand’s competitive
advantage as well as the benefits received when choosing a brand over its competitors (Light, Kiddon, Till,
Heckler, Mathews, Hall & Wacker, 2012). Functional benefits can be described as the primary purpose for
travelling to a destination, for example tourist attractions and activities. The emotional benefits can be described as
the intangible benefits received during the visitor experience while at a destination. These could be the benefits that
tourists were not expecting to be part of, such as self-development and health benefits (Chen, 2012).
Previous studies on tourism destination brand essence, brand equity, brand image, brand loyalty, brand
competitiveness, etc. have been done in the African continent and beyond by several authors (such as Chinomona
& Maziriri, 2017; Ezeuduji, November and Haupt, 2016; Ezeuduji, Lete, Correia, & Taylor, 2014; Giannopoulos,
Piha, & Avlonitis, 2011; Pike & Mason, 2011; Crouch, 2010; Dwyer & Kim, 2003; Vengesayi, 2003). Though
authors such as Crouch (2010) and Dwyer and Kim (2003) proposed generic conceptual models of destination
competitiveness, few studies have indeed focussed on specific models for specific destinations. The authors of this
paper argue that there is still a dearth of research on tourism destination brand. From the literature reviewed, much
of the available studies were conducted outside sub-Saharan Africa. This study therefore explores how tourists
visiting KwaZulu-Natal Province of South Africa (one of the nine provinces of South Africa) perceive this
destination’s brand essence (functional and emotional attributes or benefits) and brand competitiveness, as a
precursor of further conclusive research. The study will also evaluate if this destination offers a clear value position
which is essential for the tourists in making their travel decision.
Highlights from the State of the Province Address report that tourism has a significant contribution in the
KwaZulu-Natal local economy, and continues to grow from a R9bn contribution to the Provincial Gross Domestic
Product in 2014 to more than R10bn by 2018 (Tourism KwaZulu-Natal, 2019). The next section of this paper
presents an overview of the literature review conducted regarding the study objective.
OVERVIEW OF LITERATURE
Dwyer and Kim (2003) state that there are indicators of destination competitiveness. Amongst these
indicators is the quality of service offered within a destination. Perceived quality refers to consumers' feelings
concerning the quality of a product or service associated with brand or destination (Keller, 2001; Kim, Kim, & An,
2003; Low & Lamb, 2000; Yoo, Donthu, & Lee, 2000). The quality of service can be measured by, but not limited
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to, the performance standards in service delivery, programmes to ensure or measure visitor satisfaction,
development programmes to enhance quality of service and attitudes of customs or immigration officials.
Service quality is central to the development of strong service leading brands since it improves perceived
superiority, and assists to differentiate brands in competitive markets (Nam, Ekinci, & Whyatt, 2011). Tourists
who are satisfied with the service level of a destination are likely to return to that destination. Hassan, Hamid and
Bohairy (2010) state that a community within a tourism destination can also participate in destination service
quality and branding, via creating a unifying focus to aid all public, private, and non-proﬁt sector organizations that
rely on the image of the place and its attractiveness. This can lead to increased respect, recognition, loyalty,
correcting out-of-date, inaccurate or unbalanced perceptions; improving stakeholder income, proﬁt margins, and
lodging tax revenues; enhancing civic pride and advocacy; and expanding the size of the ‘pie’ for stakeholders to
get a larger share, rather than having to rely on pricing to steal their share (Hassan, Hamid & Bohairy, 2010).
Qu, Kim and Im (2011) reported that tourists are usually offered various destinations or attractions to
choose from but the destination must be a brand that stands out in order for the tourists to choose it from the whole
lot. Many destinations offer similar quality accommodation, scenic views and friendly people, however a
competitive destination needs to be unique as a brand. The main attractions (such as natural and cultural
attractions, historical sites and built environment) may motivate the tourists to travel to a destination, but
infrastructure can also play a role in the tourists’ decision to travel to that destination. This study therefore explores
how tourists visiting KwaZulu-Natal region of South Africa assess this destination’s brand essence (functional and
emotional attributes or benefits) and competitiveness compared to the other destinations they have visited.
METHODOLOGY
This study explores tourists’ perceptions of a destination brand essence and competitiveness, therefore a
quantitative research method using a structured questionnaire survey was used to collect date from respondents.
The questionnaire variables emanated from the literature study and authors’ personal knowledge of the destination.
Veal (2011), Ezeuduji (2013) and Tummons and Duckworth (2013) all support the use of questionnaire survey in
collecting quantified data from respondents. The authors of this paper argue that tourism is a mass phenomenon,
hence quantified data are mostly used to make management decisions. Domestic and international tourists visiting
major tourist attractions in KwaZulu-Natal were surveyed (such as King Shaka International Airport, Richards Bay
Airport, Hluhluwe Game Reserve, and Talana Museum). A non-probability sampling method called purposive
sampling, was employed to sample actual tourists among the general population for a period of 7 months
(December 2017 to June 2018), cutting across both peak and off-peak seasons. Veal (2011) states that in nonprobability sampling methods, the absolute size of the sample is more crucial than the sample size relative to the
research population. Veal also argues that the criteria to determine sample size entail the required level of precision
in results, the proposed details in analysis, and the available budget. 420 tourists were surveyed, however 406
questionnaires received were usable for data analysis.
IBM’s SPSS Statistics, version 25 (IBM Corporation, 2017) supported data analyses. First stage of data
analyses employed descriptive statistics (frequencies, mean and standard deviation); and the second stage of data
analyses used multivariate analysis (Reliability test using Cronbach’s Alpha) and bivariate analyses (Spearman’s
Correlation tests) to support addressing the research objective. Bivariate analyses were done at a 95% confidence
interval, and reliability test using Cronbach’s Alpha coefficient employed a cut-off point of 0.7 to explain internal
consistency or reliability of variables used to explain brand essence dimensions (Bühl & Zöfel, 2005; George &
Mallery, 2003; Hair, Black, Babin & Tatham, 2005; Iwu, Ezeuduji, Iwu, Ikebuaku & Tengeh, 2018). These
variables are set in the questionnaire to have ordinal responses, hence were presented in the questionnaire on a 5point Likert scale. From the reliability test results, both brand essence dimensions (functional attributes and
emotional attributes) and brand competitiveness dimension show internal consistency.
As it is common in social sciences, population distributions of the ordinal dimensions (brand essence
variables) were statistically found not to be normally distributed (Kolmogorov-Smirnov’s and Shapiro-Wilk’s tests
of normality yielded p-values of less than 0.001). This study therefore conducted non-parametric tests (Spearman’s
Correlation) to establish relationships of variables. The use of Spearman’s correlation tests for comparing ordinal
variables were supported by Veal (2011). The results obtained from these analyses are presented and discussed in
the following section.
RESULTS AND DISCUSSIONS
Highlights of the results in Table 1 show that more tourists above 30 years of age (about 60%) responded
to the questionnaire survey, compared to the younger tourists. More than half of the tourists’ population are
international tourists (53%), and about 30% of the tourists got to know about KwaZulu-Natal through word-ofmouth. Majority of them (about 66%) stayed not more than 10 days in the destination, and many of them (about
62%) are either on holiday or visiting friends and relatives. Good news to Tourism KwaZulu-Natal (responsible
Destination Management Organisation) are that 61% of tourists are on return visit; about 83% are either mostly or
totally satisfied; about 81% assessed KwaZulu-Natal as little or much better than they expected; and about 72%
rated KwaZulu-Natal as little or much better than other destinations they have visited. From these results, the
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authors infer that KwaZulu-Natal is a favourable and competitive tourism destination in the mind of tourists
themselves, and holiday and visiting friends and relatives are the main motives for visiting this destination.
Pratminingsih, Rudatin and Rimenta (2014), posit that tourist satisfaction is caused by two dimensions: firstly, it is
related to the pre-expectation of the tourist before travel, and secondly, it referred to justification of the tourist on
the delivered services after the travel, based on the real experience.
Therefore, tourist satisfaction is amplified when their experiences met their expectations.
Table 1: Profile of the respondents (N = 406)
Variable
Gender
Age group
Origin
Continent of origin

Type of tourist
Source of Information about
KwaZulu-Natal

Group travel
Length of stay in KwaZulu-Natal
Purpose of visit to KwaZulu-Natal

Have you visited any KwaZuluNatal destination before?
Level of satisfaction

Overall judgement of visiting
KwaZulu-Natal compared to
expectations
Overall judgement of visiting
KwaZulu-Natal compared to other
destinations

Category
Female
Male
Equal or less than 30 years’ old
Above 30 years old
South African
Non-South African
Africa
Australia/ Oceania
Asia
Europe
North America
South America
Domestic tourists
International tourists
Internet
Word of Mouth
Media (travel magazines and books, T.V)
Travel Agency/ Tour Operator
Other
Yes
No
1-10 days
11 days or longer
Business (seminar, event, conference)
Business (import and export)
Holiday
Visiting friends and relatives
Medical
Academic exchange
Other
Yes
No
Totally satisfied
Mostly satisfied
Moderately satisfied
Mostly dissatisfied
Totally dissatisfied
Much better
Little better
About the same
Little worse
Much worse
Much better
Little better
About the same
Little worse
Much worse

Frequency (%)
49.0
51.0
40.1
59.9
47.0
53.0
52.8
7.9
6.4
19.3
8.9
4.7
47.0
53.0
26.2
30.2
21.0
20.8
1.7
46.4
53.6
65.6
34.4
13.4
9.7
45.2
16.9
2.2
9.7
3.0
61.0
39.0
34.3
49.1
12.3
3.7
0.5
45.7
35.7
17.3
1.0
0.3
34.5
37.3
23.0
4.8
0.5

In Table 2, we measured the mean scores of how the tourists experienced the functional attributes of
KwaZulu-Natal during their visit. This study found that the variables used to measure this brand essence dimension
are internally consistent or reliable. The top 5 variables to which the tourists have the highest level of agreements
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include: ‘KwaZulu-Natal has comfortable weather conditions’, ‘KwaZulu-Natal has excellent accommodation
facilities’, ‘KwaZulu-Natal is unique and has diverse attractions and activities’, ‘KwaZulu- Natal tourism
destinations cater for different types of tourists’ and ‘KwaZulu-Natal destination is well developed for tourism’.
These therefore reveal the top 5 functional attributes that make this destination to be considered better than other
destinations that the tourists have visited. However, this study notes that tourists did not collectively agree to these
2 statements: ‘KwaZulu-Natal is a clean destination’, and ‘Local transport in KwaZulu-Natal is efficient’.
KwaZulu-Natal destination managers need to improve on the cleanliness and the local transport services of the
destination. This study found a high level of positive correlation between the KwaZulu-Natal functional attributes
on the one hand; and the tourists’ level of satisfaction, the overall judgement of KwaZulu-Natal compared to
expectations, and the overall judgement of KwaZulu-Natal compared to other destinations on the other hand.
Table 2: Comparing tourists’ expectations and brand essence – functional attributes
Brand Essence – Functional Attributes
Correlation with level of satisfaction /
Mean
expectations / comparison to other
Statements
Score a
destinations b
Expectations Comparison
Level of
to other
satisfaction
destinations
**
1. KwaZulu-Natal is unique and has diverse
1.78
**
**
attractions and activities
**
2. KwaZulu-Natal destination is well developed
1.80
**
**
for tourism
**
3. KwaZulu-Natal has comfortable weather
1.71
**
**
conditions
**
4. KwaZulu-Natal tourism destinations cater for
1.80
**
**
different types of tourists
5. KwaZulu-Natal has adequate and well1.90
**
**
**
maintained infrastructure
**
6. KwaZulu-Natal provides tourists with good
1.84
**
**
value for their money
7. KwaZulu-Natal has a lot of events for tourists
1.88
**
**
**
to attend
8. KwaZulu-Natal has excellent accommodation
1.76
**
**
**
facilities
9. KwaZulu-Natal is a clean destination
2.06
**
**
**
10. KwaZulu-Natal has excellent shopping
1.94
**
**
**
facilities
1.93
**
**
**
11. KwaZulu-Natal has excellent entertainment
facilities
12. Local transport in KwaZulu-Natal is
2.09
**
**
**
efficient
Reliability Statistics (Perceptions of brand essence – functional attributes), Cronbach's Alpha =.860, N of
Items = 12, Valid cases = 351 (86.5%), Excluded cases = 55 (13.5%), Total = 406
Notes: a Questionnaire were itemised along a 5-point Likert-type scale ranging from 1, Strongly agree; 2,
Agree; 3, Neutral; 4, Disagree; 5, Strongly disagree.
b Spearman’s Rank correlation test significance. **, p < 0.01.
Ezeuduji and Nkosi (2017) observed that the province of KwaZulu-Natal is well liked for its heritage and
cultural offerings. They further state that its rich heritage (cultural and natural) is a key anchor to its tourism
industry. The improvement of the cleanliness of KwaZulu-Natal can however be primarily affected by the
provincial and municipal governments, and the local community members. Provincial and municipal governments
employees who are tasked with cleaning the surroundings have to improve on their services, and the local
community members should also regularly volunteer to uphold a clean and healthy environment. The results from
this study also highlight the need for improvement regarding local transportation. This responsibility falls on travel
operators, public and private transport services.
These results agree with Hosany et al.’s (2015) inference that tourists develop strong relationships with
destinations as a result of products, services and conditions offered or found in the destination. Dwyer and Kim
(2003) further discussed the indicators of destination competitiveness; amongst these indicators is the quality of
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service offered within a destination. Perceived quality is said to refer to consumers' feelings concerning the quality
of a product or service associated with brand or destination (Keller, 2001; Kim, Kim, & An, 2003; Low & Lamb,
2000; Yoo, Donthu, & Lee, 2000). We therefore argue that tourists’ overall satisfaction has a direct relationship
with the quality of functional attributes found within the destination, supporting the finding of del Bosque and San
Martín (2008). The study results presented by this study have strongly demonstrated that the satisfaction level will
also result in the tourists forming in their minds a positive brand image of the destination, and this can lead to
brand loyalty. Manzo (2005), and Scannell and Gifford (2010) reflectively argue that tourists may get attached to
tourism destinations; and people-place relationships may involve several emotions, seen as positive: emotions such
as pride, love and contentment. These can lead to tourists being attached to a destination, and may as well perceive
it superior to other destinations.
In Table 3, we measured the mean scores of how the tourists experienced the emotional attributes of
KwaZulu-Natal during their visit. This study also found that the variables used to measure this brand essence
dimension are internally consistent or reliable. The top 5 variables to which the tourists have the highest level of
agreements include: ‘My visit to KwaZulu-Natal will be memorable’, ‘My visit to KwaZulu-Natal has been
valuable to me’, ‘I have gained new knowledge and experience during my visit to KwaZulu-Natal’, ‘KwaZuluNatal provides tourists with authentic visitor experience’, and ‘I feel a strong sense of humanity in KwaZuluNatal’. It is important to note here that the concept of Ubuntu in Zulu language refers to the strong sense of
humanity that is highly valued amongst the local populace of KwaZulu-Natal. These results reveal the top 5
emotional attributes that make this destination to be considered better than other destinations that the tourists have
visited. However, this study notes that tourists did not collectively agree to the statement: ‘I feel safe and secure
travelling in KwaZulu-Natal’. KwaZulu-Natal destination managers need to improve on the safety and security of
the destination. This study found a high level of positive correlation between the KwaZulu-Natal emotional
attributes on the one hand; and the tourists’ level of satisfaction, the overall judgement of KwaZulu- Natal
compared to expectations, and the overall judgement of KwaZulu-Natal compared to other destinations on the
other hand.
Table 3: Comparing tourists’ expectations and brand essence – emotional attributes
Brand Essence – Emotional Attributes
Correlation with level of satisfaction /
Statements
Mean
expectations / comparison to other
Score a
destinations b
Comparison
Expectations
Level of
to other
satisfaction
destinations
**
13. KwaZulu-Natal provides tourists with
**
**
1.74
authentic visitor experience
**
14. My visit to KwaZulu-Natal has been
**
**
1.66
valuable to me
*
15. My visit to KwaZulu-Natal will be
**
**
1.57
memorable
16. I have gained new knowledge and
**
**
**
1.71
experience during my visit to KwaZulu-Natal
17. The local people in KwaZulu-Natal are
**
**
**
1.78
friendly and hospitable
**
18. I feel safe and secure travelling in KwaZulu**
**
2.16
Natal
**
19. I feel a general sense of joy visiting
**
**
1.86
KwaZulu-Natal
**
20. KwaZulu-Natal evokes an emotion of love
**
**
1.96
for me
**
21. I feel a general sense of inspiration in
**
**
1.97
KwaZulu-Natal
22. I feel a strong sense of humanity in
**
**
**
1.75
KwaZulu-Natal
Reliability Statistics (Perceptions of brand essence – emotional attributes), Cronbach's Alpha =.853, N of
Items = 10, Valid cases = 373 (91.9%), Excluded cases = 33 (8.1%), Total = 406
Notes: a Questionnaire were itemised along a 5-point Likert-type scale ranging from 1, Strongly agree; 2,
Agree; 3, Neutral; 4, Disagree; 5, Strongly disagree.
b Spearman’s Rank correlation test significance. *, p < 0.05; **, p < 0.01.
Ezeuduji and Nkosi (2017) stressed on the need to improve safety and security in KwaZulu-Natal and
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other South African destinations through police presence and community policing. The local community members
are important stakeholders in their tourism development and management, as a downturn of tourism will largely
and particularly affect them adversely. Aho (2001) posits that emotions play a huge part in tourists’ experience in a
destination. Branding of destinations allows tourists to recognize a destination and distinguish it from other
competitive offerings. It then becomes easier for the tourists to identify the brand they prefer amongst other brands
(Cevero, 2013). This is in agreement with Light et al.’s (2012) position that the brand’s competitive advantage as
well as the benefits received through a brand determine whether customers can choose a particular brand over its
competitors or not. Other authors (such as Chuang, 2007; Goossens, 2000; Kwortnik & Ross, 2007) posit that
tourists are mostly influenced by their emotions to make purchases. Emotions play a vital role in defining
unforgettable experiences (Tung & Ritchie, 2011). In this regard, Gnoth (1997) states that tourist’s emotional
reactions are essential precursors of post-consumption behaviours and previous studies point out how emotions
affect tourists’ satisfaction (such as del Bosque & San Martín 2008). According to Donio, Massari and Passiante
(2006), satisfaction and commitment are valid indicators of brand loyalty, and customer satisfaction is a matter of
value perception, measured as congruence between expected and perceived values.
Table 4: Comparing tourists’ expectations and brand competitiveness
Brand Competitiveness
Correlation with level of satisfaction / expectations /
comparison to other destination
Expectations
Comparison to
Level of
other
satisfaction
destinations
23. KwaZulu-Natal is rich in cultural and
**
**
**
natural attributes
24. KwaZulu-Natal tourism destinations offer
**
**
**
quality products, service and valuable
experiences to tourists
25. KwaZulu-Natal offers unique cultural and
**
**
**
nature experiences
26. KwaZulu-Natal is an amazing destination
**
**
**
27. I feel connected to this destination,
**
**
**
KwaZulu-Natal
28. KwaZulu-Natal has a good image as a
**
**
**
tourist destination
29. KwaZulu-Natal is a well-known destination
**
**
**
30. KwaZulu-Natal is one of the best
**
**
**
destinations in the world
31. KwaZulu-Natal would be my preferred
**
**
**
choice when choosing a destination to visit
32. I would recommend KwaZulu-Natal to my
**
**
**
friends and family
Statements

Notes: Spearman’s Rank correlation test significance. N.S., no significant results. *, p < 0.05; **, p <
0.01.
The results in Table 4 also show very strong correlations, explaining that the feelings that tourists had in
the destination, which make them see the destination as very competitive, have a positive impact on tourists’ level
of satisfaction, and fulfilment of expectations, especially when compared to other destinations. Dwyer and Kim
(2003) state that there are indicators of destination competitiveness; amongst these indicators is the quality of
service offered within a destination. Perceived quality refers to consumers' feelings concerning the quality of a
product or service associated with brand or destination (Kim, Kim, & An, 2003; Low & Lamb, 2000; Yoo, Donthu,
& Lee, 2000).
CONCLUSIONS AND RECOMMENDATIONS
This study aims to find out tourists’ perception of the KwaZulu-Natal (South Africa) brand essence and
brand competitiveness as a tourism destination. This research explored how tourists view the KwaZulu-Natal brand
essence and if they regard it to be competitive compared to other destinations. The results revealed that tourists are
mostly satisfied with visiting KwaZulu-Natal; they indicated that the destination has value for their money. Most of
the tourists are willing to return and they are willing to recommend KwaZulu-Natal to others.
Tourists see KwaZulu-Natal as a competitive destination. The study makes recommendations that the
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KwaZulu- Natal should position itself more strongly as an international tourist destination. The service providers
should focus more on providing tourism packages inclusive of transport, as a significant number of tourists
reported that local transportation in KwaZulu-Natal is not efficient. Local communities in KwaZulu-Natal should
work hand-in-glove with the police to improve safety and security in the destination, especially in and around the
tourism facilities. These recommendations will assist the managers of the KwaZulu-Natal tourism destinations to
improve the quality standards of the destination and help it to be able to compete more strongly in the national and
global tourism marketplaces.
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ABSTRACT
This study aims to examine how tourism consumers perceive rationality and rational choice and the
impact of their understanding on their decision-making based on the results of a qualitative research. In order to
determine the meaning of “rational tourism consumer” from tourism consumer’s perspective and perceptions of
tourism consumers, structured interviews with individuals who travel frequently and make their travel plans
have been carried out and the findings have been categorized under certain themes, coded, and discussed. The
results provide an understanding of the rationality perception of tourism consumers and how tourism consumers
make their decisions.
Key Words: Tourism Consumer, Tourist Behavior, Consumer Decision-Making, Rationality, Rational Choice.
INTRODUCTION
Consumer behavior and consumer decision-making process has long been a topic of interest and
researches based on theories of economics, psychology, social-psychology, marketing have been conducted to
explain consumer decision-making process. The classic approach to consumer behavior, especially theories and
decision-making models suggested by economists, focuses on consumer’s intention of maximizing utility and
behaving rationally. The rational decision-making process includes logical thinking and objective evaluation of
alternatives while ignoring subjectivity and emotions. In the modern approach to consumer behavior and
consumer decision-making process, different factors such as perceived risks, subjective factors, emotions,
utility, hedonism, perception of self, impact of others are taken into consideration to explain how consumers
make their decisions. Economic theories of consumer behavior examine consumer decision-making process
based on the assumptions of the consumer’s rationality, efforts of maximizing rational utility, and ability to
access to all the information needed.
Tourism consumers make many decisions regarding travel planning process –i.e. destination,
accommodation, travel time and duration, travel mode, activities during holiday, budget. Researchers try to
understand how all these decisions are made by tourism consumers and the factors influencing tourism
consumer’s decision-making process based on different consumer behavior and consumer decision-making
theories and models. When researches on tourism consumer behavior are analyzed, it is observed that studies on
tourism consumer’s perception of rationality and rational choice are quite limited. Although there are many
quantitative studies trying to identify the factors influencing tourism consumers’ decision-making process and
decision-making models that can be applied to tourism sector, the studies aiming to understand tourism
consumers’ perceptions on the factors which lead them to make their decisions are mostly neglected.
This study aims to scrutinize how tourism consumers perceive rationality and rational choice and the
impact of their understanding on their decision-making based on the findings of a qualitative research. By
conducting structured interviews with people who were chosen based on their travelling habits (structured
interview questionnaires were sent to individuals who travel frequently and make their own travel plans via email), the meaning of “rational tourism consumer” from tourism consumers’ perspectives was explored. The
findings have been categorized under certain themes, coded, and discussed. The results provide an
understanding of the rationality perception of tourism consumers and how tourism consumers make their
decisions.
LITERATURE REVIEW
The relationship between economy and psychology dated back to 1950s has created doubts about
traditional assumptions of macroeconomists and microeconomists who have wanted to learn how individuals
assumed to be rational should behave (Simon, 1959). Complexity and change in the environment lead the socalled economic man to adapt him/herself to new situations and researchers to assess previous assumption and
reevaluate the consumer decision-making process.
Consumer decision-making process has been a topic of research since 1950s with the pioneering
theories as the Expected Utility Theory –as a byproduct of the theory of games development, dominated by
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analysis of decision-making under risk- (von Neumann and Morgenstern, 1947), Satisfying Theory –or
Satisficing Theory, structured on bounded rationality, instead of perfect rationality, combination of two words:
satisfy and suffice, deciding on an option that satisfies acceptability criteria- (Simon, 1955, 1956), Prospect
Theory –decisions are made regarding the potential value of losses and gains rather than the final outcome(Kahneman and Tversky, 1979), Regret Theory -explicating infringements of Expected Utility theory- (Loomes
and Sugden, 1982).
Consumer behavior models, rooted in the previous theories of consumer decision-making, aim to
describe the decision-making or choice process of consumers by explaining the impact of different factors on
consumer decision-making and the relationships among these factors. As one of the earliest models, the model
proposed by Andreasen (1965) highlights the importance of information and attitudes in the consumer decisionmaking process. The second model proposed by Nicosia (1966) focuses on buying decision for a new product
and the decision process is explained in four stages (Swarbrooke and Horner, 1999). The Engel Kollat
Blackwell Model (1968) has four stages and includes factors influencing consumer decision-making process.
The Howard–Sheth Model (1969), as the most often cited model of consumer behavior, emphasizes the
importance of inputs and their influence on consumer decision-making process (Swarbrooke and Horner, 1999).
The Nicosia Model, the Engel Kollat Blackwell Model, and the Howard–Sheth Model are considered “grand
models of consumer behavior” and provide a foundation for various tourism consumer behavior models
(Sirakaya and Woodside, 2005: 817).
In consumer’s decision-making process rational behavior or rationality simply means making choices
after processing all information available properly in order to get optimal level of benefit or utility (Simon,
1955; Simon 1986; Shugan, 2006; Cabantous and Gond, 2011; Urbina and Ruiz-Villaverde, 2019). The
conventional economic theories assume that human beings behave rationally. Rational behavior assumption is
also the foundation of rational choice theory which has an assumption that individuals make wise and logical
decisions in order to get the highest amount of personal utility and satisfaction. Rational choice theory provides
a basis for many mainstream academic economics theories.
In tourism research, understanding consumer behavior and tourism decision-making process is founded
on traditional approaches to buyer and buying behavior of other research fields in which consumer is assumed to
be rational and decision-making models focus on consumer’s purchasing decision of tangible or manufactured
goods (Cohen et al. 2014, Sirakaya and Woodside, 2005; Decrop and Snelders, 2004; Smallman and Moore,
2010; Jung and Kim, 2016). When it is presupposed that tourism consumer is Homo Economicus, then it is
suggested that s/he tries to maximize utility and minimizes risk of purchasing an intangible product based on
uncertain and complex motivations by problem-solving and planning (Wahab et al. 1976; Um and Crampton,
1990, 1991; Smallman and Moore, 2010). According to bounded rationality, consumer’s rationality is affected
by some constraints and tourism consumer chooses the most satisfying alternative instead of the rational one
(Mayo and Jarvis, 1981; Mathieson and Wall, 1985). In contingent or adaptive decision-making, decisions are
made by using problem solving strategies which are shaped by personal features and social environment
(Smallman and Moore, 2010). Postmodernism has decreased the role of cognitive factors in decision-making
and brought a blurred perspective to decision-making; so decision-making process has been explained by social
environment (Smallman and Moore, 2010). In these models it is assumed that rational decision-making process
follows a sequence beginning with attitude, going through intention and ending with behavior (Cohen et al.
2014). Causal relationships are explored in these models. The Theory of Reasoned Action and the Theory of
Planned Behavior (Madden et al. 1992) are the sequential theory examples which have been used by tourism
researchers (Quintal et al. 2010, Cohen et al. 2014).
According to Zalatan (1998), tourism consumers’ decision-making process includes many different
types of decisions which can be classified under four main headings: Initial trip tasks (gathering information and
deciding on destination and travel time), financing (making arrangements to cover up travel expenses and
purchasing), pre-departure (preparing for going on a holiday), and destination (deciding on activities at
destination).
METHODOLOGY
In order to determine tourism consumer’s perception of rationality in holiday decision-making, rational
tourist and rationality in their holiday decision-makings, a qualitative research in the form of structured
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interviews was conducted with 35 people between 10 March 2019 and 31 March 2019. Participants of the study
were selected according to the principles of “criterion sampling” (participants who meet a certain criterion) and
“theory-guided sampling” (participants who exemplify theoretical constructs), which are “purposive sampling”
methods (Palys, 2008; Palinkas et al. 2015). Participants chosen among individuals who were accustomed to
traveling and making their travel plans were sent an interview questionnaire consisting of 5 questions as well as
additional questions to find out participants’ demographic information by e-mail. Interview questions have been
prepared after the review of relevant literature on rational consumer behavior, rationality in consumer decisionmaking, rational choice and travel decision-making process. Before interview questionnaires were sent to the
participants, three semi-structured interviews were conducted face-to-face in order to prepare structured
interview questions. Conceptual analysis as a category of content analysis, which allows the text data gathered
in qualitative research to be reduced and analyzed through process of coding and identifying themes and
meanings (Patton, 2002; Hsieh and Shannon, 2005; Haggarty, 1996), was employed to code the findings and
identify emerging themes. In order to ensure reliability of the research and minimize coding errors, another
researcher was asked to read and code the raw data.
This study is designed (1) to determine perceptions of tourism consumers on rationality in decisionmaking process, and (2) to demonstrate the impact of their understanding on their decision-making.
FINDINGS
Among the 35 respondents, 17 were male and 18 were female. The respondents were adults between 25
and 74 years old and all of them had bachelor’s or graduate degrees. 23 of the participants were accustomed to
travelling frequently; 9 of the participants were accustomed to travelling moderately; and 3 of the participants
were accustomed to travelling rarely. Social classes of the participants were determined based on their
perceptions of themselves concerning their income levels. The profile of the participants is given in Table 1.
As a first question of the structured interview questionnaire, the participants were asked how they
could define “rational tourist”. Based on the answers of the participants, the definition of “rational tourist”
should cover the characteristics briefly given in Table 2. Upon examination of the findings, six main themes
have emerged from the participants’ perception of the rational tourist namely economic considerations,
knowledge, planning, awareness, risk evaluation, and consciousness and respect. Four subthemes have been
created under the economic considerations theme, namely “maximizing utility”, “cost-benefit analysis”,
“balancing wants and budget”, and “spending wisely”. All of the participants added economic concerns to the
definition of rational tourist.
Second main theme, knowledge, contains five subthemes namely “knowing what s/he needs and
wants”, “finding reliable information sources”, “gathering information in advance”, “analyzing information”,
and “being knowledgeable about destinations, lodging facilities, and attractions”. Third main theme, planning,
contains four subthemes namely “making detailed plans”, “time management”, “strict resource and time
allocation”, and “plan implementation”. Fourth main theme, awareness, has five subthemes; “self-awareness
(understanding of his/her own needs, wants, expectations)”, “considering the needs, wants, expectations of
others travelled together”, “maximum satisfaction”, “maximizing the value of experience”, and “evaluating the
value of the experience”. Risk evaluation as the fifth main theme includes five subthemes; “safety and security
considerations”, “choosing reputable destinations”, “risk avoidance”, “avoidance of dangerous places and
activities”, and “avoidance of extraordinary behaviors”. The last main theme, consciousness and respect,
contains five subthemes “environmental concerns (respecting environment)”, “ethical behavior”, “openmindedness”, “flexibility”, and “respecting local people and cultural differences”.
Upon examination of the answers of the participants to the second question, four main themes have
emerged from the meaning of rationality in tourism consumer decision-making process based on the
perspectives of participants; “economic factors”, “cognitive factors”, “psychological (emotional) factors”, and
“travel and destination-related factors”. All of the participants suggested that rationality in tourism consumer
decision-making process included economic factors. Economic factors contain budget, resource allocations,
disposable income, limited resources, and cost-benefit analysis. The second theme, cognitive factors, include
information search, finding the reliable and right information sources, information gathering, planning,
evaluation of alternatives, time allocation, evaluation of current conditions (economic, politic, social etc.), and
risk evaluation. Psychological (emotional) factors as the third theme include travel motivations, expectations,
needs, wants, past experiences, reasons of travel, controlling emotions regarding limited resources, flexibility,
and risk avoidance. The forth and the last theme, travel and destination-related factors, contains destination
image, transportation, alternative destinations, attractions, lodging facilities, food and beverage facilities,
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evaluation of limitations such as visa requirements, safety and security, and destination’s cultural and social
structure.
Table 1 Profile of Participants
Participants

Age

Gender

Participant 1
Participant 2
Participant 3
Participant 4
Participant 5
Participant 6
Participant 7
Participant 8
Participant 9
Participant 10
Participant 11
Participant 12
Participant 13
Participant 14
Participant 15
Participant 16
Participant 17
Participant 18
Participant 19
Participant 20
Participant 21
Participant 22
Participant 23
Participant 24
Participant 25
Participant 26
Participant 27
Participant 28
Participant 29
Participant 30
Participant 31
Participant 32
Participant 33
Participant 34
Participant 35

32
62
34
31
29
45
40
29
32
47
43
30
41
25
40
35
37
48
29
46
45
28
34
41
51
36
32
74
73
38
42
56
67
51
46

Female
Male
Female
Female
Male
Male
Female
Male
Female
Female
Female
Female
Female
Male
Female
Male
Male
Female
Female
Male
Female
Male
Female
Female
Male
Male
Male
Male
Female
Male
Male
Female
Male
Female
Male

Marital
Status
Married
Married
Single
Single
Single
Married
Single
Single
Married
Divorced
Married
Married
Married
Single
Single
Married
Single
Married
Single
Married
Married
Single
Single
Single
Married
Married
Single
Married
Widowed
Married
Married
Marred
Married
Single
Married

Parenthood
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes
Yes

Travel
Frequency
Moderate
Frequent
Frequent
Rare
Frequent
Moderate
Frequent
Frequent
Frequent
Moderate
Frequent
Frequent
Moderate
Rare
Moderate
Frequent
Frequent
Rare
Frequent
Frequent
Frequent
Frequent
Frequent
Frequent
Frequent
Moderate
Frequent
Frequent
Moderate
Moderate
Moderate
Frequent
Frequent
Frequent
Frequent

Social Class
Middle
Upper Middle
Lower Middle
Lower Middle
Lower Middle
Upper Middle
Middle
Middle
Upper Middle
Middle
Upper Middle
Middle
Middle
Upper Middle
Middle
Middle
Middle
Middle
Upper Middle
Upper Middle
High
Upper Middle
Middle
Middle
Upper Middle
Upper Middle
Upper Middle
Upper Middle
Upper Middle
Upper Middle
High
Upper Middle
High
High
High

Some participants explained “rational tourist” concept based on their opinions:
“As a starting point, the individual’s travel purpose affects his/her travel choice. Therefore, it can be
said that some types of tourism such as business travels, health tourism and VFR may limit rational tourist
behavior.” (Participant 16)
“Rationality in tourist decision-making is a relative term: For someone, staying at hostels, eating at
cheap restaurant and spending a long time at a destination could be a rational choice; however, for another one,
spending one night at, for example, Shangri-La Hotel Paris could be the most rational choice.” (Participant 27)
“Rationality depends on individuals’ expectations, wants, and dreams. What you really want to do
could be the most reasonable choice for you.” (Participant 24)
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“A rational tourist avoids from risky destinations and activities posing high risk. For example, a
rational tourist never travels to a destination where an epidemic has broken out or travels to this destination after
taken strict precautions.” (Participant 9)
Table 2
Definition of Rational Tourist
The rational tourist could be defined as a tourist who
Decides regarding his/her budget and spare time (concerns his/her budget)
Conducts a cost-benefit analysis
Searches for information about the destination in advance
Searches for information about lodging facilities, attractions, food and beverage facilities in advance
Knows his/her and the others travelled together needs and wants
Knows the product and services characteristics well
Balances his/her needs, expectations and budget
Spends his/her money efficiently to get maximum utility (benefit)
Decides after evaluating maximum amount of information
Plans his/her holiday to get maximum satisfaction
Plans his/her travel wisely and in detail
Aims maximum pleasure and experience (aims to enjoy the time s/he spends)
Prefers reputable and safe destinations
Avoids travelling to destinations or participating activities which may put him/herself in danger
Adapts to the environment s/he travels
Shows respect to local people
Compares price and value
Use his/her resources wisely
Is environmentally and socio-culturally conscious
Is open-minded and flexible
Aims to get maximum utility from travel (tourism) experience
As the third question, the participants were asked the factors affecting their holiday decision-making
process. Two main themes obtained upon examination of the participants answers; travel motivators –reasons to
take a holiday- and determinants. Determinants, as a second theme, has two subthemes; individual (disposable
income or budget, leisure time available, work commitments, family commitments, destination, time period of
holiday, transportation, travel duration, solo or group travel, knowledge of destination, perception of destination,
preferences for particular cultures, evaluation of value for money, gender limitations and need for travelling with
a group, and past holiday experiences) and external (views of friends and relatives, price levels at destination,
exchange rates, bureaucracy, visa requirements, safety and security, economic conditions, reliable information
sources, and the effect of the media). Most of the participants suggested that they avoided from taking a holiday
during peak season because of overcrowding and high prices, searched for new and unknown destinations, and
looked for innovation and novelty at destinations. Some answers given by the participants are as follows:
“… All other factors could be ignored, since the most important thing in my holiday planning is what I
really want and where and when I will realize it. When I know these, I can organize other things easily.”
(Participant 22)
“The most important thing is to determine priorities and to make plans in accordance with these
priorities. If a family can gather only during a national holiday, then they may accept paying higher prices for
the holiday even if they could afford two or three holidays cheaper during other times of the year.” (Participant
19)
“Five years ago when I was planning my trip I seesawed between two destinations; Florence and
London. Because of exchange rates and cost of living in London, I preferred Florence.” (Participant 12)
“For diving tourism, Sharm El-Sheikh, Egypt is a very famous destination where every diver must go.
However, because of me safety and security concerns I prefer going there with a group of divers instead of
going alone or going with my partner.” (Participant 3)
The participants were asked whether they made their travel decisions based on their logic or emotions.
The answers of the participants are as follows: Purely logic (10 participants); mostly logic and rarely emotions
(2 participants); in the beginning logic and then emotions (4 participants); emotions (4 participants); both logic
and emotions balanced (13 participants); and changeable according to the situation (2 participants). The
participants suggested that in the planning process they made their decisions logically, since there existed some
restricting factors such as disposable income and spare time; however, travel motivations, choosing some
attraction and activities, and sometimes destination choice were emotional decisions. The answers of some
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participants on logical or emotional decision-making are as follows:
“Sometimes when emotions are more important determining travel motivations, I can ignore my
limited budget and find some arguments to justify my decision.” (Participant 8)
“I make my decisions after examining whether my resources such as disposable income and spare time
backup my emotions (motivation for travel, destinations choice and expectations).” (Participant 12)
“My holiday decision depends on what I expect from the holiday.” (Participant 13)
“In my opinion, there is no exact boundary between logic and emotions; logic can be affected by
emotions. When we talk about a specific person’s logic, therefore it cannot be objective.” (Participant 6)
The fifth question asked to the participants was whether they could describe themselves as rational
tourism consumers or not and why they thought so. 23 of the participants answered this question positively and
suggested the following reasons to justify their answers: Searching for information, planning in advance,
planning in detail, choosing the best among alternatives, resistance to influence of others, deciding in
accordance with circumstances, avoidance of spontaneous decisions, evaluation of alternatives carefully, costbenefit analysis, past travel experiences, applying problem solving process, awareness of limits, evaluation of
price and performance, optimal choices, and spending time effectively and efficiently. 9 of the participants
suggested that they considered themselves as mostly/partly rational tourism consumers based on these reasons:
Balancing restricting factors such as budget and spare time and wants, obligations such as adapting to group
decision, acting flexible but cautious, sometimes spending excessively despite the limited budget, lack of
information and experience (for some destinations), and high expectations. 3 of the participants said that they
could not consider themselves as rational tourism consumers because of some determinants preventing free
choice, focusing on short term satisfaction instead of long-term needs, and ignoring budget constraints when
travelling and exploring new destinations.
“Expectations may limit rationality in decision-making.” (Participant 24)
CONCLUSION
The main purpose of this study is to determine perceptions of tourism consumers on rationality in their
decision-making process, and to reveal the impact of their understanding of rationality on their travel decisionmaking.
Rationality perception of the participants mainly includes economic concerns, information search,
evaluation of information gathered, planning and evaluation of restraining factors before they make their holiday
decisions. However, it can be said that the participants do not ignore the impact of emotional factors in their
decision-making processes. In addition to economic concerns, some other factors such as self-awareness, needs,
wants and desires, environmental consciousness, respect local cultures and values, and gender issues are added
to definition of rational tourism consumer. In fact, bounded rationality and decision-making frameworks have
been the assumptions of consumer behavior and consumer decision-making process in tourism research, hedonic
and emotional aspects of tourism consumption have been overlooked (Decrop and Snelders, 2004; Cohen et al.
2014). Decrop and Snelders (2005) suggest environmental, personal, interpersonal, and situational factors affect
holiday decision-making process of tourism consumers as facilitators and inhibitors, and their importance and
impact vary according to different tourism consumers. Upon examination of the research findings, it can be said
that motivation of travel and expectations from the holiday experience vary according to priorities and wants of
different tourism consumers, so they make their decisions regarding their own conditions. Although there are
some common points in rationality perception of the participants, each of them has his/her own definition of
rational tourism consumer shaped by his/her motives and desires and this definition may be specific to a time
and place.
Mainly participants focused on limitations such as disposable income/budget and spare time while
defining rational tourist. Most of the participants claimed that they considered themselves as rational tourism
consumer or partly rational tourism consumer, and they mostly made their decisions logically. Nevertheless, the
participants have different ways to make their decisions logically. Decision-making models of tourism
consumer are applicable in individual decision-making processes of the participants, but for each individual
tourism consumer’s priorities, needs, wants, and expectations vary. It could be said that each individual tourism
consumer adjusts the tourism consumer decision-making to his/own motivations, interests, expectations, needs,
wants, conditions, and beliefs. Tourism consumers do not make decisions which could be considered completely
rational based on perfect information and information processing (Swarbrooke and Horner, 1999). Sometimes
some factors may affect their decisions and they may choose to ignore some restraints to satisfy their needs and
wants. Although these types of behaviors are irrational, circumstances make these behaviors understandable,
acceptable, and rational -if they are evaluated regarding a specific time and situation.
In tourism research, the assumption of tourism consumer’s rationality as defined in the theory while
conducting a research in tourism consumer’s decision-making and behavior should be reviewed, since the
rationality perception in tourism consumers’ minds is a relative concept.
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The findings of this qualitative research could only provide limited information on the rationality
perceptions of tourism consumers and the impact of their rationality perceptions on their holiday decision –
making to make generalizations. Further research should be conducted by choosing a larger sample and adding
different variables to provide a better understanding of tourism consumer’s rationality perception.
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ABSTRACT
Thermaicos beach (Akti Thermaikou), in the post war era, was realized as the ultimate resort destination
of the nearby city of Thessaloniki. The eastern part of Thermaicos gulf, a coast of almost 8 kilometers, was the
summer destination for almost half a million of inhabitants of the broader Thessaloniki metropolitan area. The
resort destination was pretty famous in the decades of 50’s, 60’s and mid 70’s accommodating tourism needs
ranging from day trippers due to its proximity, to medium and long term accommodation in hotels, private homes
and apartments as well as second home and villa owners. In the 80’s things seem to change in the area, due to
several reasons. Among them, the introduction of Chalkidiki as a new emerging tourism destination. Also changes
in development strategies such as land-uses and other urban development plans directly affecting the Thermaicos
beach area. After a two decades’ period from early-2000’s changes in legislation that gives local authorities more
power to undertake initiatives including local economic and tourism development plus new challenges regarding
the broader Thessaloniki metropolitan area tourism strategy post the issue to bring back tourism activity in the area
on a new basis either by rejuvenating or rebranding the area.
The paper examines historically the tourism evolution of the area. Make an attempt to assess the current
local tourism resource base of the area in terms of tourist attractive elements such as, infrastructures, activities, and
gastronomy as well as the general natural and human-made environment. In general, all critical elements that could
form a possible distinctive local tourism product for the visitor. Finally a field research will highlight and bring
evidence on the role that local tourism key stakeholders (including such players like local authorities, businesses,
community etc.) can play, towards the sustainable tourism development of the Thermaicos coastal area.
Key words: destination life cycle, sustainability, local key stakeholders
DEFINING A TOURISM DESTINATION
A tourism destination is a physical space with or without administrative boundaries with attractive
elements in which a visitor can stay at least an overnight (UNWTO, 2016). Is referred as a cluster where products
and services, activities and experiences consists the so called tourism value chain. A destination incorporates
various stakeholders and can network to form even larger destinations. Further, there are many elements that need
to be included in order to fully determine what actually a tourism destination is (Morrison, 2013). According to
Dickman’s (1997) 5A’s of a destination, the basic elements of a destination must include:
1.
Attractions: Includes all those factors which attract a tourist to a destination. It could be natural or
human made environment such as a beach or a museum etc.
2.
Accessibility: It is how to access or reach to the destination that includes ways to reach such as
road system, airports etc.
3.
Accommodation: Place to stay or accommodate while travelling for rest or overnight stays
including hotel, camp sites etc.
4.
Amenities: All the other services which a tourist/traveler require while travelling for good and
comfortable living while travel such as food, drinking water, health services, parking lots, ramps for disabled etc.
5. Activities: It includes activities necessary for the visitor to manage his/her spare time while at the
destination. Can be athletic and/or gastronomy activities, educational sessions learning local cultural elements like
languages, dances etc.
The United Nations World Tourism Organization enhances the key characteristics of a tourism
destination, including the following six substantial elements (UNWTO, 2007):
1. Attractions that could be further separated in other categories like natural (i.e. beaches, mountains,
forests), built (i.e. monuments, religious buildings, castles) and intangible like culture, events etc.
2. Amenities: This includes the overall supporting services and facilities of a visitors’ stay. From the basic
infrastructure (e.g. roads, utilities, parking) to the direct services (e.g. accommodation, recreational facilities,
catering and shopping facilities). Amenities are fundamental for a visitors’ stay in a destination.
3. Accessibility: Besides its attractions and amenities, a destination must be easily accessible to a large
population base via road, air transport routes and airports, rail or ships lines. Visitors should also be able to travel
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with relative ease within the destination. Additionally could be some other accessibility criteria to a destination
such as passport and visa requirements etc.
4. Image: This element is fundamental for attracting visitors and includes unique elements that
characterize the destination such as quality and safety of the environment, friendliness of local people, quality of
accommodation and other related infrastructures. It is not only crucial for a destination to have a wide variety of
amenities and attractions that form the destination’s tourism product, but also the potential tourists to be aware of
them, as well. A destination’s image can be promoted through various marketing management tools such as
branding, e-marketing, DMO’s etc.)
5. Price: The price could be considered as a crucial factor for a destination that determines decision
making for a potential tourist; whether to choose a specific destination instead of another. There are various pricing
issues that affect decision making of the visitor related to a destination such as, transportation, accommodation,
recreation cost etc.
6. Human Resources: Human resources at the destination are essential because tourism as a labor
intensive industry engage host communities to have a constant interaction with tourists that plays an important role
to the overall tourism experience. In order to ensure a high level of tourism experience, the hospitality personnel
involved, for instance, should be well-trained while locals should show a friendly attitude towards visitors. Also a
destination’s brand image must include a wide range of products, experiences and services forming a combination
of tangible and intangible elements.
The Destination’s Life Cycle
A tourism product is a combination of tangible and intangible elements, such as natural, cultural and
human-made resources, attractions, facilities, services and activities around a specific center of interest. This
represents the core of the destination’s marketing mix and creates an overall visitor experience including emotional
aspects for the potential customers. A tourism product is priced and sold through distribution channels and it has a
life-cycle (UNWTO, 2016).
Butler in 1980 established the first model for the so called Tourism Area Life Cycle (T.A.L.C.) that still is
being cited and used in tourism research. Considering the dynamic nature of tourism activity in a destination, the
TALC model describes the evolution of a tourist area from its discovery/emergence to its final stage. The curve
following an S shape represents the number of visitors the destination receives over a time period. A key role in
defining this curve and its upper limit has the carrying capacity concept that says that if the carrying capacity of a
destination is exceeded, then the relative appeal and attraction of the destination to the perspective visitor will
decline, becoming thus less competitive (Butler, 2011).

Fig.1 The Destination’s Life Cycle (Butler, 1980).
The curve is determined by the following stages:
1. Exploration stage: This is the first stage in which small numbers of tourists arrive and explore the area.
Also a key characteristic is that there are few tourist facilities, as well.
2. Involvement stage: In the second stage the area is experiencing more tourists’ arrivals while the local
community starts providing some facilities for tourists. Local ownership of tourism supply is a key characteristic at
this stage.
3. Development stage: In this stage the area is recognizable as a tourism destination. Tourism activity
becomes crucial part of the local economy.
4. Consolidation stage: Tourism facilities are fully utilized and the area continues to attract tourists,
although the growth rate gradually becomes lower than before. The destination is realized as a mature with high
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land prices and sometimes reactions from locals due to the feeling of losing identity as well as local ownership.
Tourism activity overcomes any other type of local economic activity.
5. Stagnation stage: In this stage the destination faces a decline number of tourist arrivals. Tourist facilities
are becoming old and underutilized. The destination is no more attractive to the visitor.
6. Rejuvenation stage: In this stage the stagnation stage can be reversed, if new investments and
renovation of existing facilities occur in the area, then it is expected that the visitor numbers will increase.
7. Decline stage: If the area does not manage to rejuvenate then it is expected to decline. The destination
does not any more exist on the tourist map as it was known in the past. This can happen, sometimes, due to other
plan and development priorities of central and local authorities including new land uses, urban development plans
etc. In this stage a rebranding strategy of the destination can be followed, if we want to revive the destination that
will include new tourism products within the new environment of the destination.
Local stakeholders and tourism development
A leading role in local tourism development plays local stakeholders since each one contributes and plays
a role to the success of tourism within the destination (Morrison, 2013). There are a number of stakeholder groups
including tourism sector organizations like hospitality and transportation companies (hotels, airlines etc.),
government bodies from local, regional and central level (national tourism organizations, municipalities etc.),
community associations including NGOs as well as environmental agencies (Morrison, 2013). A need for
coordination of the various, and sometimes even conflicting interests of involved stakeholders, is important in
order to assure the tourists’ satisfaction and positive experience in the destination. This is usually implemented by
the Destination Management Organization (DMO) of the area which should be aware of all these stakeholders’
interests (Epp, 2013).
The Thermaikos coastal area
The Thermaikos coastal area is an area inhabited since antiquity, since, according to archaeological
research, its first inhabitants date back to the Early Iron Age. Today, the area is formed by settlements dated back
to 1922 Greek refugee arrivals from Asia Minor and Eastern Thrace. In the decades from 1950 to late 1970 the area
(Thermaikos beach) was the major sea side summer destination for the inhabitants of the nearby city of
Thessaloniki, a today’s population of almost 1 million people. In the decade of 1980 the area was rather in a
decline stage as tourism destination, since urban development plans changed its traditional profile. Especially from
mid 1990s, the area has been characterized by intense residential development, which has led to the permanent
settlement of many new residents coming from other parts of the region. Geographically the area extends
approximately 20 kilometers south-east of Thessaloniki. Administratively belongs to the Thermaikos Municipality
which further is part of the Region of Central Macedonia. Covers an area of 133.41 km2 and consists of eight
municipal units: Perea, Nei Epivates, Agia Triada, Nea Michaniona, Nea Kerasia, Aggelochori, Epanomi and
Mesimeri (Thermaikos Municipality, 2019). Regarding the population, according to the 2011 census data, there are
50,107 permanent residents in the entire municipality. This is a 34.96% increase from the last census a decade ago.
In terms of economic activity this relies upon agriculture, fisheries and tourism.
The tourism resource base: Attractions
The entire Municipality of Thermaikos has about 50 kilometers, of coastline extending east of the city of
Thessaloniki to Chalkidiki. There are beaches for tourists visiting the area, especially for those that want to avoid
travelling to Chalkidiki due to usually traffic jam problems especially in summer season. Nearby known beaches
are the Potamos, Fanari, Aggelochori, Agia Triada, Nei Epivates, Perea. However, in the wider area of the
Municipality there are points of ecological and environmental interest. In Epanomi, and specifically in the area of
Fanari, there is a wetland extending to 5,500 acres with a refuge of migratory birds (Pic. 1). It is an area rich in
flora and fauna, which is part of the European Union's Natura 2000 Network (Directive 92/43 / EEC). The same
exists also in Aggelochori area (Pic.2). Recognizing the need to protect both lagoons, Epanomi and Aggelochori,
have been integrated into the ACCCOLAGOONS project (Fig. 1). In the first case of the Epanomi lagoon, an area
of 830.38 hectares is protected, including the lagoon, the sandy shore, torrents, dunes, dunes and the marine zone. It
has been designated as a wildlife refuge and a Special Conservation Area for birds. Then, the Aggelochori Lagoon
a 377.2 ha area is protected, including the coastal lagoon, marshes, salt marshes, sand dunes and marine zones, as
well as underwater meadows (Suvatzi, 2013).
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Fig.1: Areas included in the ACCOLAGOONS project (Suvatzi, 2013)

Pic.1: Epanomi Lagoon http://visit-thermaikos.com/item/λιμνοθαλασσα-επανομής/
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Pic.2: Aggelochori Lagoon, Source: http://visit-thermaikos.com/item/λιμνοθαλασσα-αγγελοχωριου/
In addition to its natural wealth, the area has also a rich cultural heritage. Excavations have revealed
archaeological evidence dating back to the 4th and 5th centuries B.C. to modern times. There are early classical
findings and burial tombs that have been discovered in the ancient city of Aeneas, a city located in the wider area
of Nea Michaniona, a Corinthian colony from the late 8th BC century. There are also historical monuments from
late Byzantine period like the one of Metochi (Pic.3), one of the few surviving remains of the medieval settlement
of Kertziani. Inside the monument a visitor can see a complex of other buildings including the main tower house, a
church, cells, an oven and a kitchen, as well as a barn and two fortifications.

Pic.3: Metochi. Source: http://visit-thermaikos.com/item/μετόχι/
The Aggelochori Lighthouse (Pic.4) is one of the surviving fortifications of the area and one of the 25
preserved visiting lighthouses all over Greece. Nearby, visitor can also visit the naval forts built in the late 19th
century by Germans during the Ottoman period.
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Pic.4: Aggelochori Lighthouse. Source: http://visit-thermaikos.com/item/φαρος-αγγελοχωριου/
A point of reference in the area is also the Wine Museum located at the site of the Gerovassiliou Winery
and Estate, targeting to promote the local wine cultural heritage (Pic. 5 & 6).
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Pic.5 & 6. Gerovassiliou Estate, Winerry, and Wine Museum
Source: http://visit-thermaikos.com/item/μουσειο-οινου-γεροβασιλειου/
Activities
Various cultural events are also organized either by municipal authorities or in cooperation with local
cultural and sports clubs in the area the most well known is the International Thermaikos Triathlon (Pic.7).

Pic.7: Thermaikos Triathlon. Source: http://visit-thermaikos.com/item/τρίαθλον/
Also in the area is also favored the development of activities related to religious tourism, an integral part
of daily life of many locals as well as native visitors of other areas who want to see and closely participate to its
rich Byzantine heritage. In particular, religious monuments are preserved in the areas of Nea Michaniona,
Epanomi, Nea Kerasia and Mesimeri. One of the major religious events takes place at the church of Panagia
Faneromeni in Nea Michaniona where houses the homonymous miraculous icon carried there by refugees after the
Asia Minor War and compulsory expatriation from the Greek populations of the region. On the 23rd of August
every year there are celebrations in honor of “Our Lady Panayia of Faneromeni”.
Accessibility
Regarding accessibility the area can be easily accessed by the local urban bus transportation line. The
Thessaloniki “Makedonia” airport is 10 km from the area while lately the area is connected by boat with
Thessaloniki harbor during the summer period. Finally the area is easily accessed by car since is only 20 km from
the city of Thessaloniki.
Accommodation
Based on data published by the Hotel Chamber of Greece, there are currently 18 accommodations
operated in the entire Thermaikos Municipality area including 16 hotel units and 2 campsites. Specifically, there is
one five stars hotel, three four stars, three two stars and eight one star. The two campsites are in the area of
Epanomi.
Figures show a rather very low percentage of 43.2% occupancy rate for the year 2017. Regarding arrival
figures in 2017 there was 44,633 arrivals to hotel accommodation, 14,541 foreign arrivals, and 30,092 domestic
arrivals, corresponding to a total of 137,321 overnight stays, 34,555 domestic and 102,766 foreign (Hotel Chamber
of Greece, 2019).
Amenities
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The area shows a shortage in amenities regarding organized beaches, parking spaces, although that there
are public open spaces that can be, under certain conditions, developed to accommodate certain tourist needs. It is
worthwhile to mention that there is an infrastructure to cover first aid hospitality needs.
The Thermaicos Coast Life Cycle
Analyzing historical data the area as a destination passed through the following stages characterizing each
stage with certain characteristics.
1950s – The area as a an Emerging tourist destination
The post-war area is recognized by having the potential for tourism development, at least as a summer
residence (holiday), especially for the upper class of Thessaloniki. Thermaicos beach area has clean sea and
beaches, and is easily accessible from the developing urban center of Thessaloniki. Has (albeit to a small extent)
local rural economic production, and facilities to support a minimal tourist activity at a subsistence level like
rooms for rent, taverns, etc. (Pic. 8 & Pic. 9).

Pic. 8 – Nei Epivates (circa 1950)
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Pic. 9 – (Perea, circa 1960)
1960s - 1970s: The Development stage
In the 60’s and 70’s the 8 kilometers coastline of the area make it the nearest destination for mass tourism
for the nearby Thessaloniki area and beyond. Special characteristics of the visitors included summer residences or
short day escape for the upper class of the city. The mass tourism and the (3s, sea-sun-sand) consumer behavior
pattern was developed for the area. At the same period we have the creation of the first organized hospitality
infrastructures (EOT camping, Sun Beach hotel, etc.) but also the construction of other infrastructures like rooms to
let etc. The area becomes the one day escape destination for the working class of the neighboring city of
Thessaloniki but also for the wider area. The development of the public bus transportation system as well as the
connection by the boat made the area more accessible to a huge number of visitors (Pic. 10).

Pic. 10
1980s-2000s: The Stagnation and decline stage
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In this period the area is no longer a popular destination. Nearby Chalkidiki peninsula is developing as a
new mass tourist destination for the tourist market of Thessaloniki as well as for the international tourists. The
landscape of the Thermaicos beach area is changing dramatically as it is transformed from a pure tourist destination
to an urban residential area. Tourist hospitality infrastructures are ageing and new hotels are no anymore building
or renovate the existing one. The local authorities put more emphasis on expanding the area as an urban area with
high story buildings and increasing population numbers (Pic. 11).

Pic. 11
The Research: Purpose and Objectives
The purpose of this research was to investigate the specific elements that make up the tourism product of
the broader Thermaicos coast that administratively today belongs to Municipality of Thermaicos. Also a basic
research question was if tourism can be revived in the specific area after a long period of declining. Finally how
local key stakeholders understand this perspective taking into consideration the tourism resource base of the area
with its natural, cultural and other particularities. It is important for the local entrepreneurial and other community
to understand if and how tourism can play a new role in the area following a strategy of renovating and/or
rebranding its present tourist product, all this in a sustainability framework. Specifically the research:
a. Investigates the characteristics of the area (natural and human-made) that can act as a competitive
advantage in establishing the area as a tourist destination with a distinctive profile.
b. Take a look on various infrastructures of the Municipality of Thermaicos important for the attraction of
visitors such as amenities, road access system, environment management etc.
c. Investigate the various alternative forms of tourism that can be developed in the area based on the
available tourism resource base.
d. Access local key stakeholder’s attitude and behavior on the researched subject.
The Research Methodology
Certain issues were taken into consideration related to research design elements, such as research
participants, data collection and analysis as well as ethical elements in order to ensure the validity and reliability of
its results. The design of the research began by gathering all the necessary information regarding its theoretical
background.
Both primary and secondary research was chosen for the purpose of this investigation. It is known that
primary research lead to the collection of primary information, which is analyzed and processed by appropriate
means to help formulate the final conclusions of the process. The method is time consuming but also costly, it
requires preparation and organization, but also researcher experience (Galanis, 2006). Primary research data can be
collected using a variety of tools, such as questionnaire, in-depth interviews, observation and experimentation. In
this case qualitative research was chosen using the interview method in a structured form (open as well closed end
questions). It is a tool that complies with the principles of qualitative research, while at the same time enables the
researcher to interact with the research participant. At the same time, participants in the interview process have the
opportunity to develop their thinking, to talk about the issues presented to them, and to present their own
experiences that are valuable in drawing conclusions (Creswell, 2016). Additionally the interview process is an
interaction between the researcher and the participants, with a predetermined purpose and content, with axes
corresponding to the objectives and questions of the particular study (Jackson et al., 2007). Interview questions are
found in Annex 1 at the end of this paper. From the other side secondary research is based on the extraction of
information from a variety of sources, printed and electronic, available to the researcher. The information collected
is recorded in order to form the general context of the issue under consideration. It is a method that helps reduce the
time and cost of a research, and can provide the researcher with some useful information on the research topic.
However, this information may not cover the issue as a whole, so implementation of primary research is required to
draw up to date conclusions.
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For the purpose of this research both secondary (bibliographical) and primary (interviews) research were
chosen to reach certain results. It was considered appropriate to adopt a qualitative research approach in order to
explore deeper aspects of the development issues, and explore the views and experiences of the participants’
mainly local key stakeholders. Additionally the qualitative method was considered to be the most appropriate since,
as it has already mentioned, in contrast to the quantitative approach which at focuses on the collection of arithmetic
(quantitative) data, qualitative searches for qualitative data whose analysis contributes to understanding of
phenomena (Creswell, 2016). Additionally the qualitative approach, is in line with the very nature of the social
sciences, in which the causes of phenomena are sought under the spectrum of who, what, where, how and why.
Research planning is important to follow specific steps, which must include: a) conducting a preliminary
survey to map the existing situation and recording general information on the issue under consideration b)
identifying the problem that should be addressed c) design and development of the research plan, including the
selection of the researched population as well as the research method, the design of the research instruments, the
determination of how to collect the data required and the time frame d) the process of gathering information
through the application of the research method and (e) recording the results of the research, processing and
analyzing them, drawing conclusions and formulating a proposal regarding the issues under consideration.
Participants in the research process
The selection of participants in the research process is a particularly important parameter that may
influence the output of the final results. It is important to select for each research those participants who can really
make a meaningful contribution to the final conclusions. The process of selecting participants begins by defining
the research population (Jackson et al., 2007). In this case, the survey population consists of local key stakeholders
representing a wide spectrum ranging from local authorities, tourism businesses as well as local communities
representatives. Ten (10) members realized as key stakeholders were finally participated from a total number of
fifteen (15) to whom they have sent the relevant mails. The selection was made using the convenient sampling
method, due to the limited time available to complete the research process and the researcher's limited access to
other structures.
Data collection and analysis
The process of data collection began with an examination of the available sources, on which the secondary
research was based. In this context, it was selected to utilize sources from international as well as Greek
bibliography and articles, related to the subject. The resulting data were recorded and helped to formulate the
theoretical framework of the research, while also helping to understand the particular circumstances and
characteristics of the research.
Regarding the process of primary research, this started with the preparation of the interview guide,
followed by the approach of the participants, who, as mentioned above, were all realizes as local key stakeholders
including municipality, entrepreneurs, local community organizations like cultural associations. The first approach
was made by an e-mail followed by a telephone to fix the appointment time for the interview. During this time the
researcher informed potential participants about the specific research and its objectives, as well as the value of their
own participation in it. At the same time, extensive reference was made to the ethics of the research, and in
particular to ensuring their anonymity, as well as to the confidentiality of the data to be used, solely for the needs of
the research. Finally, the participants were informed that they could, at any time if wish, to withdraw from the
research process without any commitment. With the participants who agreed to participate in the research, the time
and place of the interview were set in such a way to serve their schedule and avoiding to put any pressure on them
and their other obligations. Interviewers were also given the option of interviewing via an online videoconferencing
platform; however, none of the participants chose this form of communication. All interviews were, therefore, done
live and recorded, after informing and consenting the participants, on an electronic recording medium.
The analysis of the data obtained from the interview process was done by the thematic analysis method,
which led to the identification of the key issues arising from the participants' responses. These issues were related
to the purpose and objectives of the research as it is widely accepted (Burnard et al., 2006). The analysis process
began after the end of the ten (10) interviews. Initially, the interviews were transcribed and digitally recorded,
followed by the analysis and recording of the information provided by the participants.
Validity and reliability of research
In concluding the presentation of the methodological approach to the research, it is important to address
the issues of validity and reliability that must be taken into consideration in any research process, as they contribute
to drawing meaningful conclusions (Creswell, 2016). The combination of primary and secondary research can help
to produce more valid and reliable results, as different sources are used to collect the data. In this way it is possible
to cross-check the information received by the researcher and to compare it, so as to form a more solid background,
on which to base the conclusions. In addition, in this case, after completing the processing of the interviews and
recording the results, the participants in the interview process were chosen to have the opportunity to review what
has been written and how they have interpreted their submissions. In this way it is possible to check the results and
ensure their reliability and validity. The research was conducted using a structured questionnaire which, after phone
communication, was sent to the participants. The population, as already mentioned, was stakeholders, including
local tourism entrepreneurs, local authorities (broader public sector stakeholder) as well as representatives of other
collective bodies like local community representatives. A major limitation of the research was that we had a
response of ten (10) out of the fifteen (15) sent questionnaires to local key stakeholders.

362

Data analysis
Beginning with demographic data, the sex of the respondents was equally shared between men and
women; however 6 out of 10 had a university degree or further higher level of education, including postgraduate
education. Furthermore, 80% (8) were representing the private sector and the rest 20% (2) were representing the
broader public sector. Last but not least the majority of the respondents live for more than 5 years in the area of
Thermaicos Municipality. This important factor shows that answers are regarded of high precision being expressed
by people leaving in the area for a considerable period of time and experiencing the entire environment.
Question nr.5 highlights the main factors that caused the decrease in importance of Thermaicos coast as a
tourism destination. The answers showed that there were three main reasons. The major reason, as the stakeholders
underlined, was nearby Chalkidiki as the most competitive destination. Another factor is the lack of any tourism
strategy and tourism marketing (promotion) for the area. Furthermore the dense populated area, due to the
residential development policy of the last two decades, contributed heavily to the degradation of the environment,
including sea as well as flora and fauna of the area. The perspectives of tourism development during the
forthcoming years were investigated through Q6. The majority, nearly 80% answered positively, stating that there
is, under certain conditions, perspective for further tourism development.
On Q7 the respondents were asked to prioritize the major problems the Thermaicos coastal area is facing
as a challenge regarding the tourism future perspective. The two major problems were the accessibility to the beach
and the degraded environment, both natural and anthropogenic, including construction structures as well as
insufficient solid waste management by local authorities. Other important issues include a relevant low
entrepreneurial interest for tourism entrepreneurship, that inevitable leads, among others, to the lack of a clear
tourism branding strategy and a total absence of tourist consciousness both by business and local community
members. Also the lack of tourism infrastructures and related amenities was highlighted as a very important
disadvantage for promoting tourism activity in the area. Last but not least, ineffective system of handling economic
refugee flows in the area, as well as security issues related with safety at public spaces was highlighted by the
majority of the respondents as a problem of high priority.
Related attitudes and behavior of locals regarding future development in the area are given in the next
question. Six (6) out of ten (10) respondents answered positively, stating that locals are going to have a positive
attitude over the issue of future tourism development in the area, if certain steps will be implemented. The last
include an interest in increased future entrepreneurship in the tourism sector. What the research also showed is
that, income, entrepreneurial and employment growth are the estimated immediate advantages that are expected by
the locals. The previous attitude underlines the importance of the tourism for the local communities as well as the
holistic impact of the specific economic activity in the local economies. On the other hand, there are four (4)
negative responses that depict a more strategic reasoning. The absence of strategic planning, leads to a lack of
consensus on how tourism activity will be beneficial for businesses, including that of primary sector (wine, food
production, fisheries etc)
The possible tourism product that would preferably be offered to the future in the area was examined
through Q9. All of the respondents expressed a positive attitude regarding tourism forms including that of daily
visitors by the nearby city of Thessaloniki (escapers), gastronomic and wine tourism visitors, as well as other
alternative forms of tourism including eco tourism, athletic tourism, religious tourism and cultural tourism.
Question nr.10 was targeted to allow the stakeholders to express their opinion about the management of the
destination as a whole. Four possible options were given: the Thermaicos Municipality, a Destination Management
Organization (D.M.O.), other local associations (cultural etc.) and local entrepreneurs. The majority was in favor of
establishing a D.M.O. (7 respondents) as the international practice shows with the rest 3 respondents with the
Municipality to be in charge of such an organization.
In Q11 the respondents were asked to answer if they know about actions related to a tourism master plan
for the area and related documentation. Only 30% of them knew that such actions took place, mainly taken by the
Municipality of Thermaicos.
The last, Q12 discussed whether initiatives about raising awareness in tourism sector in the area of
Thermaicos would have a positive impact in local entrepreneurship and local communities. This answer had a
widespread positive acceptance of 90% showing that all involved stakeholders believe that both social awareness
and tourism activity can be compatible in the area.
Renewing or Re-establishing the Destination?
Based on the findings in order tourism to become a viable perspective for the area certain conditions must
be fulfilled including the creation of a brand image based on:
a. The marine environment that will include such activities such as"3s" activities (sun-sea-sand),
maritime activities like windsurfing etc. targeting for both day visitors as well as long stay tourists.
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Pic. 12

Pic. 13
Local gastronomy and related activities including local wine tours at open to the public local wineries, as
well as gastronomy based on the wide supply and rich variety of fisheries in the area (Nea Mihaniona fish market)
b. The local historical monuments including local historical monuments from ancient, hellenistic,
byzantine and ottoman period.
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Pic. 14
c. The natural environment including wetlands, saltwater habitat and other local ecosystems (dunes, salt
marshes)

Pic.15
d. Culture and athletic activities including the revival of cultural customs and festivals, and sports
activities.
e. Tourist infrastructures
This include the upgrading of local hospitality, catering, and entertainment facilities as well as
upgrading and quality of services through a 'local quality agreement'. Also is important the upgrading of the "public
space" that the visitor comes into contact with, such as pedestrian streets, parking lots, waste management,
signaling and orientation, parking, public toilets etc. The last is an obligation of local authorities but also local
communities initiatives can improve the image cultivating simultaneously the so called "tourist consciousness".
e. Holistic promotion and destination management
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A key factor in rebranding the destination is the mechanism of holistically promoting the destination by
analyzing key features of tourist behavior. For example is important for the destination to know what is driving
the visitor to visit the destination. These are elements that should be taken into account in a visitor's marketing
strategy. So according to Williams (2010) there are various types of tourists visiting the area based on their special
motives like:
• The "incidental-casual tourist" that accidentally visits an area.
• The "sightseeing tourist". Anyone who visits a wider area generally likes sightseeing, so is expected and
will visit the area to get to know all the tourist attractions of the area without any particular preference. And finally
• The "purposeful tourist" that travels for specific reasons related to his specific personal interest.
The Destination Management Organization (DMO) for the area can play this important role. This body
must be formed by all local key stakeholders including local authorities, entrepreneurs, local community, as well as
all involved parties that contribute to the creation of the local tourist product.
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ABSTRACT
Endurance sport participation is particularly strenuous and requires dedication. However, many endurance
athletes need social and emotional support from family and friends, who act as spectators at the event in which they
participate. Although spectators fulfil a supportive role, does their loyalty lie with the event, the event destination
or a combination of both? The case study was the Ironman Triathlon hosted in Port Elizabeth (Eastern Cape
Province) and Durban (KwaZulu-Natal Province), South Africa. Questionnaires were distributed to spectators on
the day of the race and 748 completed questionnaires were obtained. Three factor analyses were performed on the
spectators’ travel motives, perception of destination attributes and perception of sport event attributes. The results
revealed three motives (escape and socialisation, event and participant loyalty, and event attractiveness); three
destination dimensions (culture-, city- , and sportscape); and three event attributes (economic, sport, and
community enhancement). A linear regression analysis was performed with event and participant loyalty as the
dependent variable, whereas the remaining motives, dimensions and attributes were the independent variables. The
results revealed that the motive event attractiveness and the destination attributes culture- and cityscape, as well as
the event attribute sport enhancement, are considered statistically significant. This indicates that spectators are
attracted to a particular event. However, in terms of the destination dimensions, the sportscape was less important,
whereas the culture- and cityscape associated with the destinations were more appealing. Sport enhancement was
also considered important, as spectators are exposed to the type of endurance sport. It was thus revealed by the
results that sport event organisers and destination management organisations should make use of both the event and
the host destination attributes as drawing cards and act with local tourism and travel organisations to offer
spectators a reduced fee for tourism offerings at the destination.
Keywords: sport tourism, triathlon, destination management, spectator loyalty, South Africa
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ABSTRACT
Opera houses are surviving in a very competitive scenario, where entertainment substitutes are continually
growing. Governance of opera houses and administrations of destinations are promoting their mission for music
and opera. Marketing and fundraising are as essential as social media. Main objective of this research is to
investigate how much tourism is affecting economics of opera houses and destinations. Using a k-means cluster
analysis of 2015 economic performances, and considering a tourism ratio, explaining different tourists’ motivations
and attractiveness of destinations, this paper will segment a sample of opera houses in big and small American
towns.
Key Words: tourism, opera, destination, economics, marketing, fundraising.
INTRODUCTION
Cultural tourism has been the subject of investigation for several years. Contents, attracting factors,
motivations, preferences, and the search for authenticity have been investigated (Bravi and Gasca, 2014;
Ramkissoon, Uysal and Brown, 2011) to profile the cultural tourist, who can be attracted also by music events,
from popular to classical ones. This tourist can be either a musician himselfor he can be educated as regards
different kinds of music. Opera can be his main motivation in Verona in summer, in Milan from the 7th December...
in Bayreuth for Wagner... and in several other towns for festivals, seasons, composers, interpreters and divas.
In America, tourism for music is paid attention by governances of opera houses, symphony orchestras,
concert halls and destinations (Besana, Esposito, 2019; Kemp and Poole, 2016; Liu, 2014), whose heritage (opera
houses themselves, house museums of famous composers and performers, artists’ endowed foundations,
conservatories and any other buildings where music schools and identities were founded) and events are now much
more promoted than in the past. Contents can refer to ongoing seasons, special events, anniversaries, artists’
legacies and festivals, whose duration is longer than a spot event. In planning a whole festival or its sessions with
public and private partners, different pricing and public policies are suggested for communities, weekend tourists
and tourists who stay for a week or longer (Vakharia and Janardhan, 2017; Thibodeau and Rüling, 2015; Salazar,
2012).
Marketing of these contents is not excluding fundraising. If fundraising can be the most important source
of revenues for opera houses (Dubini and Monti, 2018; Cancellieri and Turrini, 2016; Turbide, Laurin, Lapierre
and Morissette, 2008), the fundraiser (together with the marketing officer) should monitor and verify performances
and best events (or benchmarks), which could be supported by sponsors and grantmakers, in subsequent events and
seasons too. The fundraiser and the marketing manager will engage in this investigation with employees and
volunteers. Several variables can be included in this investigation: estimates of tourists’ flows and motivations,
community engagement in music education and volunteering with new audiences, artists’ memory and legacy
(artists’ endowed foundations) in connection to events of different kinds of music, music as collateral for tourists of
any other motivation.
Marketing and fundraising do not imply a trade-off for resource allocation (Pompe, Tamburri, Munn,
2019) . Both marketing and fundraising can drive economic performance, because strategic orientation can identify
different audiences, from paying customers to grant-makers and sponsors, so that revenue diversification is
optimized (Besana and Esposito, 2019; Berrett and Holliday, 2018; Besana, Bagnasco, Esposito and Calzolari,
2018; Turbide, Laurin, Lapierre and Morissette, 2008).
Main objective of this research is to investigate how much tourism is affecting economics of opera houses
and destinations.
Using a k-means cluster analysis of 2015 revenues and expenses, and considering a tourism ratio,
explaining different tourists’ motivations and attractiveness of destinations, this paper will segment a sample of
opera houses in big and small American towns.

368

MARKETING AND FUNDRAISING IN AMERICAN OPERA HOUSES: HITTING HIGH NOTES
ON SOCIAL MEDIA
Effective marketing and fundraising of opera houses rely on a well-defined plan focused on segmentation,
assuming ages, interests, and habits are worthy of special attention, from spot audiences to subscribers, from
citizens to tourists, from donors to sponsors. Traditional media are as essential as social media.
Social media can help opera managers to identify (a) their market segment; (b) what the segments think
and feel, in a constantly changing environment where tailored messages are needed in order to cope with
competition of several amusement attractions; (c) how the segments behave, especially toward demand and
consumption patterns, when patterns can be identified as stable behaviors, and how they react to fast changes in the
mixed product, price, promotion, and distribution; (d) where the segments are going, considering the often shortterm lasting life cycle and forcing arts organizations to address dynamics, and thereby understand the long-term
viability of segments (Stelzner, 2015).
Social media allow opera houses to share their knowledge, involve audiences, create online communities,
and engage prospects through customer evangelism, often helped by volunteers who are supporting promotion in
concert halls and out of opera houses. Social media are a co-creation and engagement tool, a way to facilitate rich
discussions with people (volunteers here included) about the performance programming, resident companies, or the
organisation’s commitment to, for example, education or environmental sustainability. Thanks to social media,
opera houses are exploiting cultural tourism; information about tourists is available on social media, destination
websites, and TripAdvisor. The last mentioned medium combines reviews with social networking through its
recommendation feature, which is based on the number of five-star ratings that readers give an organisation.
Music tourism is a niche in cultural tourism, opera houses can satisfy thanks to partnerships with local
administrations, public and private stakeholders. Surfing websites and social media of opera houses in our sample
reveals a more structured approach to social-media strategy and new audiences’ engagement. Opera houses are
using social media strategy to foster audience development and patron participation.
Each tool has different primary aims. The website gives information about hotels, ongoing and notconflicting events, partners in the cultural supply of destinations, bundles for any stay with timing of any available
transport, connection, restaurant and opportunity. Facebook is useful for deepening the fan experience, volunteers’
echoes of special events, promoting referrals and testimonials, and prompting feedback. Twitter allows opera
houses to put themselves in context and to send timely or urgent messages, clubs of friends will re-tweet and retweet. YouTube is a showcase for the orchestra and opera’s “products” and helps to attract new audiences,
introducing them in rehearsals, short and spot events (aperitivo, gala, edutainment, etc.) in the hall, meetings with
Maestro and orchestra, all of these happenings with the full support of employees and volunteers.. LinkedIn is a
tool for staff communication and for finding volunteers, as well as for posting to interest groups. Blogging is a tool
to personalize the organisation’s voice, provide background, and maintain contact during non-performance times
(Roberts, 2014).
Patron participation and other fundraising they can be implemented and optimized thanks to social media.
If used in synergy with other off- and online media, YouTube can generate user experience, the engagement of
supporters and the training of volunteers, who are accustomed to receiving information from videos online and to
participating in conversations through custom hashtags that can be linked to an event. Online giving can be on the
main website and it can be promoted via Facebook. After the experience, tourists can also become donors and
trustworthy echoes of successful performances, thanks to comments and participation to campaigns, enabled with
crowdfunding, too.
THE RESEARCH: AMERICAN OPERA HOUSES AND DESTINATIONS. WHEN
SCHAUNARD’S MONEY IS NOT ONLY FOR MERCY
In opera librettos, money can be either guilty (Sparafucile, as hired killer in Rigoletto) or compassionate,
as it is in Bohème, when Schaunard sells his coat in order to collect money for medicines to be given to Mimì...
who will not survive! Schaunard’s mercy is useless fundraising... Nevertheless, money is very useful in economics
of opera, both when it derives from willingness-to-pay (but not with the transaction goal of Rigoletto and
Sparafucile!) and willingness-to-donate (but with a surviving Mimì with all talented bohemians!).
Also supported by social media, marketing is as pivotal as fundraising in American opera houses, whose
governances are becoming aware of importance of tourism in destinations, where music can or cannot be the main
motivation of the trip. ‘Mercy’ and willingness-to-donate are leading economic performances of American opera
houses: more than 50% of total revenues are contributions from donors, sponsors, grant-makers, public
administrations... international friends. Program service revenues are the other main revenue from pricing (and
price discrimination), communities’ edutainment and tourists’ engagement. These ones can buy their full
experience on opera websites, where the ‘opera manager’ is leading them in their experience in a destination (plan
your visit), whose administration can promote the perfect match between the opera house and partners like hotels,
restaurants and any other collateral next to the performance on stage.
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First of all, marketing is targeting customers. Nevertheless, opera houses are fully aware of the importance
of relationship marketing with all places of the destination: from museums to foundations, from their seasons to
local events. The connection can also be with artists’ foundations, whose governance is managing the heritage and
memory of composers, performers and other famous maestranze who left binding commitments for music
education.
US Internal Revenue Service (IRS) 990 Forms from the fiscal year 2015 were analysed for the IRS
categories A6A-Opera: 65 organizations were searched according to their gross receipts from highest (Metropolitan
in New York) to lowest (Nevada Opera Association). For each organization, we counted Program service revenue,
Contributions, Advertising expense, Fundraising expense, Gain or Loss, Net Assets, Total Assets, Number of
Employees and Volunteers.
These data were entered in an Excel worksheet and ratios were calculated. Fundraising and Advertising
were divided by total expenses, and Programme Service Revenue and Contributions were divided by total
revenues. Gain or Loss were divided by total revenues and Net Assets were divided by total assets. Volunteers
were calculated as shares of employees in order to check for the engagement of volunteers to attract donors or
paying customers (tourists, too) or both.
A tourism ratio based on various rankings of tourism flows was also considered in this analysis. Using
information from the International Aviation Development Series of the US Department of Transportation, the US
Department of Commerce, ITA, the National Travel & Tourism Office, and the US Bureau of Economic Analysis,
American cities (destinations of international and national arrivals) were assigned a value reflecting the city’s
tourism intensity and the advocacy for music tourism.
The cultural tourism variable is 0.75-1 for destinations that show the highest national and international
flows of cultural-heritage and leisure travellers, music tourists here included as a specific segment; 0.50-0.75 for
destinations with the highest national incoming and signals of American musical identities, memories (Nashville
for country music,New Orleans for jazz, etc.) and also legacy of artists, who founded nonprofits in order to nourish
and spread music education; 0.25-0.5 for American state capitals and large cities, not previously ranked, where
tourism can be national and international and not mainly referring to music; and 0.00-0.25 for small- and mediumsized cities, where tourism can be modest but opera houses and public administrations are focused on music
education for local communities.
All these data were clustered k-means and, apart of three outliers, three clusters resulted significant (Table
1). though revenue diversification of opera houses can include net income from investments, fundraising from
special events and sales of assets, contributions and program service revenue are still the main income in all
clusters.
Table 1
Cluster Means of American Opera Houses as for 2015’s performances
Cluster Mean
Cluster 1- For
Cluster 2- For
Cluster 3- For communities
Opera tourists
tourists and
American music
Tourism ratio
1
0.53
0.35
% Program service
24.75
34.18
24.43
revenue
% Contributions
66.30
53.65
70.15
% Fundraising
7.22
5.20
7.89
expense
% Advertising
3.37
4.58
6.96
expense
% Gain or Loss
6.37
-3.29
7.39
% Net assets
68.30
83.60
10.88
Volunteers/Employees
0.26
4.05
7.44
Source: data from 990Forms, 2015, JUMP software.
The cluster 1For opera tourists includes the 17 main opera houses and destinations (New York, Los
Angeles, Boston, Chicago, San Francisco, Philadelphia, Dallas, etc.) in United States. These opera houses and
destinations are mature for marketing, fundraising and social media. Tourists can also have any other motivations.
Nevertheless, the segment of opera tourists is here fully satisfied with the supply of performances and bundles of
opera-tourism. This is the cluster with the highest tourism ratio and the lowest volunteers/employees. Volunteers
are here useful for promotion, but they remain echoes of well-known and already well-signalled organizations.
The most crowded cluster 2 (23 opera houses) includes Nashville, New Orleans and several towns in US
where the American music grew and has been growing for identity, festivals and events (fabulous nights, postopera talks, pre-opera lectures, arias in the office ... plan your visit, ... etc.), combinations and merging of sounds
harmonies and experimentation. With the highest net assets, this is the cluster where social media continually
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promote the full experience of destinations, from music to American culture (from heritages to food, beers, spirits,
cocktails and local wineries, etc.). with the highest ratio in comparison with other clusters, volunteers are important
for both marketing and fundraising of opera houses and destinations, which are meant as a comprehensive bundle
of music and any other entertainment.
With the highest contributions, fundraising and advertising expense, the cluster 3 (22 opera houses) is for
communities, with education for all ages (from children to adults) and when tourists are not mainly motivated by
music.Volunteers are here pivotal for fundraising. Social media enable discussions within communities and their
growth as for music education and social capital. In these towns, where opera singing is not the main business or
attraction, legacies were granted for the birth of opera houses and culture, as a niche to be preserved and delivered
to the very next generations.
CONCLUSION
Today, marketing and fundraising for opera aim at different targets: visitors, communities and fund-givers
are scrutinised for their willingness-to-pay and willingness-to-donate. Tourists are no longer the unexplored
frontier and social media support the engagement of traditional and nee audiences. Today tourists are stakeholders,
opera marketers and destination managers must pay attention to.
In fact, apart from pricing, which implies discrimination for both visitors and fund-givers, opera houses
are connecting with communities, destination managers, local administrations, media, consortia and they are
developing marketing specific to the place. The place is efficiently managed with a mix of partners and multiple
events, which provide education and empowerment for both tourists and community.
Clusters of American operas are efficient in their fundraising, as contributions remains the main revenue.
Segmentation of paying customers is as essential as tourists for 40 of them (Clusters 1 and 2): music tourism may
not be the main motivation of the journey or it can be combined with the experience of destinations, where the
American music is born. The next frontier is the best match of marketing and fundraising (not meant as a trade-off),
the best match of national and international tourists and the best match of tourists and citizens, also thanks to
volunteers who are well trained as concerns both marketing and fundraising.
The very next research will emphasize the relationship between strategies (opera governance) and policies
(local administrations), in order to focus on best practices when private and public stakeholders maximize tourists’
flows of different motivations.
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Adopting a quantitative research design, this study explores the work aspect preferences of 350 members
of the Greek post-80’s generation in transition from school to work. It does so by comparing the work values of
pre-career tourism students and young adults employed in the tourism industry, with both groups belonging to this
generation. This issue has been recently addressed by Kuron et al. (2015) in a MANOVA (multivariate analysis of
variance) study of Millennials in Canada. Our study extends this work through consideration of gender differences
on work values, by adopting MANCOVA (multivariate analysis of covariance) with gender as the covariate. As
such, we respond to the gap identified by Parry and Urwin (2011, p. 90) regarding the need to further “examine the
impact of gender on generational or cohort differences in work values”. By considering a sequence of generations
that is culturally-specific to Greece, we also respond to Lyons and Kuron’s (2014, p. S152) recent call for greater
attention within the generational diversity literature on the “unique cultural and historical conditions that produce
different generational configurations in different countries”.
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ABSTRACT
In order to give a comprehensive account of the regeneration occurred, this working paper takes an
integrated research approach focusing on the transformation of the old FIX factory to house the Hellenic National
Museum of Contemporary Art - EMST in Athens, Greece. Adaptive building reuse is imperative for the sound use
of the resources and the endogenous community potential of a city, id est constitutes a fundamental component for
the local sustainable urban development. Rhetoric has been widely promoted with regard to the benefits involved,
and communities undoubtedly can gain a lot from such a transformative renewal. For example, adaptive reuse
initiatives, acting as catalysts, add value to the build urban heritage assets turning them into tourist resources,
which can contribute not only economically, but also ecologically, socially, and culturally to urban sustainable
development, addressing broader sustainable tourism strategic objectives. In addition, revitalizing disused urban
cultural values, besides making cities more appealing, inviting visitors to know more about the past -perhaps in an
attempt to promote authenticity -, it may also be seen as a component of social change, cultural enrichment, and
urban renewal. It is in fact well known that a clear connection between architecture and visitors’ sentiment exists.
This paper concludes by outlying the strong connection among adaptive reuse, tourism, and urban sustainable
development.
Key Words: Adaptive Reuse, Sustainable Urban Development, Culture, Tourism
INTRODUCTION
The adaptive reuse of industrial buildings of cultural heritage (hereinafter in the interest of brevity
‘adaptive reuse’) is imperative for the sound use of the resources and the endogenous community potential of a city
(Parpas & Savvides, 2018), id est constitutes a fundamental component for the local sustainable urban development
(Shen & Langston, 2010). A substantial number of adaptive reuse examples exist as several scholars have pointed
out in the ever-increasing scholarly literature, outlining urban sustainability (Vardopoulos, 2019). Rhetoric has
been widely promoted with regard to the benefits involved, and communities can undoubtedly gain a lot from such
a transformative renewal (Bullen & Love, 2010). But how exactly does tourism gets involved on the adaptive reuse
phenomenon? Framed with the following definition of adaptive reuse, the objective of this paper is to add to the
literature on sustainable urban development connecting adaptive reuse projects with tourism; An industrial
building transformation process for changing use, keeping the original construction as much as possible while
improving the performance to the existing standards (Vardopoulos & Theodoropoulou, 2018). In order to give a
comprehensive account of the urban regeneration occurred, this working paper takes an integrated research
approach focusing on the transformation of the old FIX Brewery to house the Hellenic National Museum of
Contemporary Art - EMST in Athens, Greece. Besides, as suggested by Yin (2013) one case is apropos for studying
a contemporary event, and drawing theory from phenomena within real environments. The FIX Building, designed
by Takis Zenetos and Margaritis Apostolidis architects, embraced the 60s principles of the modern architecture
movement and was destined to be a historic landmark of both modern architecture and the city of Athens. Still, the
building was abandoned in 1971. Mind 90s, and while the building was standing in poor condition, the longest
northern part of the initial design was demolished, for subway construction work purposes. This event was, and still
is sharply criticized by architects, heritage preservatives, urban planner, scholars, and residents of the surrounding
region radically given that it altered for good the character of the iconic building (N. Theodoropoulou, 2018). In
2000, preceded by a significant number of consultations and considerations, a decision has been taken to adaptively
reuse the old FIX Brewery premises to house the newly established Hellenic National Museum of Contemporary
Art -EMST (www.emst.gr/en). The work was carried out by the 3SK Stylianidis Architects, in collaboration with
K. Kontozoglou, I. Mouzakis & Associate Architects and Tim Ronalds Architects, and was completed late 2014
(Fig 1).
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Figure 1
General view of Sygrou Avenue façade of the recently adaptively reused iconic Fix Brewery to permanently
house the Hellenic National Museum of Contemporary Art (EMST) inAthens(2019).
MATERIALS AND METHODS
This research aims to explore and rationalize the role of tourism in facilitating the adaptive reuse response to
the urban sustainability agenda. This is a conceptual study primarily based on the analysis of published scholarly
literature in the fields of adaptive reuse and urban planning. Themes and concepts emerging were used to enlighten the
conceptual models developed in order to rationalize human behavior. Table 1 lists the keywords used in the literature
review.
Table 1
Keywords used during the literature research
Keywords - Level A
Adaptive Reuse
Built Environment
Heritage Conservation
Industrial Building Preservation
Urban Regeneration

Keywords - Level B
Planning
Heritage
Tourism
Design
Culture

Keywords - Level C
Social Impact
Tourism
User experience
Theory building
Sense of place

RESULTS AND DISCUSSION
Adaptive reuse initiatives, acting as catalysts, add value to the build urban heritage assets turning them into
tourist resources, which can contribute not only economically, but also ecologically, socially, and culturally to the urban
sustainable development, addressing broader sustainable tourism strategic objectives (Mitoula, Theodoropoulou, &
Karaki, 2013). Evidently, the recomposition of existing disused industrial buildings offers the opportunity for the
development of new purposes and functions. These usually entail a mixture of contemporary public-use-friendly
cultural-artistic and commercial themed developments, for three simple reasons; i) apparently old industries were
operating in large estates, ii) in order to be successful in achieving economic sustainability of the project (relating
directly with reason number i), and iii) in order to create a place identity by promoting the existing either symbolic, or
cultural, or historical values.
Tourism and particularly cultural (heritage) tourism, representing one of the most rapid-growing industries
(Georgitsoyanni, Sardianou, Lappa, & Mylona, 2013), attracts millions of global visitors per year, adding significant
revenues to the host cities (Theodoropoulou, Vamvakari, & Mitoula, 2009a). Urban planners and tourism scientists
have therefore correctly taken in consideration cultural heritage (Mitoula, Theodoropoulou, Georgitsoyanni, &
Gratsani, 2013). As part of cultural heritage, historic or iconic urban industrial buildings have become an important
tourism product and so numerous destinations support their (re-)development. In particular, an interpretation of the
findings of the current research underlines that adaptively reusing an obsolete industrial building as a contemporary
function of a cultural or a tourist facility, besides reviving the structure and ensuring its maintenance and preservation in a proper interpretation of architecture and space-, it provides a viable opportunity. An opportunity that could be seen
as tourism resource, well beyond it’s already strongly mentioned economic potential (Kostakis & Theodoropoulou,
2017); creating jobs, growing investorsment, etc.. Thus, revitalizing decommissioned urban cultural values makes cities
more appealing. Moreover this study provides additional support for Smith and Bugni's (2006) symbolic interaction
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theoretical sociology perspective, which clearly supports a connection between visitors' impressions, thoughts, emotions
and behavior towards buildings architecture, a perspective which relates without a doubt to the actor-network theory
(Gholitabar, Alipour, & Costa, 2018). The latter, this constructivist approach explains in a distinct material-semiotic
approach, extending the simple analysis of an objects structure, that design, as a series of features that account for a
social-economic and psychological world, shape or at least influence human actions and decisions (Theodoropoulou,
Vamvakari, & Mitoula, 2009b). In this regard, the actor-network theory provides a tourists’ gaze reading of how
buildings are physically and culturally perceived and/or defined in the urban landscape. Along these lines, visitors are
invited to learn more about the past, while the unique local senses of the place are shaped in an attempt to promote
authenticity (Maccannell, 2015). As follows, given that a clear connection between architecture and visitors’ sentiment
exists, this working paper suggests that adaptive reuse may also be seen as a component of social change, cultural
enrichment, and urban renewal, which are considered to be forming parts of the sustainable tourism definition.
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ABSTRACT
Few studies have applied count data analysis to tourist accommodation data. This study was undertaken
to investigate the characteristics and to seek for the most fitting models of the data of 10,501 hotels obtained by
a nationwide Japanese survey. The bootstrap resampling method was applied for model selection and validation.
Our results showed that the outcome variable, number of guests, was overdispersed and long-tailed, with
excessive zero counts. The hurdle negative binomial and zero-inflated negative binomial models outperformed
the other models in terms of the model fit and validation. Integration of the bootstrap resampling method and
count regression provides a statistical tool for generating reliable tourist accommodation statistics.
Key Words: Accommodation statistics, bootstrap, count regression, overdispersed, tourism statistics, zeroinflated.
INTRODUCTION
Count data regression, which is regression for discrete, non-negative integer data, has a long history in
the literature. Count data analysis was first introduced by Bortkiewicz (1898), in his work “The Law of Small
Numbers”; in one example, he showed that the number of Prussian army soldiers who died after being kicked by
a horse followed a Poisson (1837) distribution, where the conditional mean and variance were equal.
Unobserved heterogeneity can lead to a longer right tail and/or under- or overdispersion; extensions of the
Poisson distribution, such as negative binomial (NB), Poisson-inverse Gaussian, Sichel, and Delaporte
distributions, wherein additional parameters are added to a single-parameter distribution, may be more suitable
in such cases. Additionally, depending on the data generation process (DGP), excessive zero counts may arise.
Thus, the regression model most suitable for a given DGP, e.g. zero-inflated, hurdle, truncated, or censored,
depends on the problem.
The application of count data regression in both non-econometrics and econometrics, including single
and mixed distributions integrated into one- or two-part regression models, has been widely documented in a
variety of research fields. In the political field, King (1988) employed statistical models to show the number of
United States (US) House representatives who switched political parties each year over the period 1802–1876;
the event counting process followed the Poisson law. Research has shown that among ordinary least square
(OLS), logarithm OLS, and Poisson regression, the latter is superior, in terms of efficiency, consistency, and
bias, for analysing event count data. Count regression techniques have also been applied in biological research
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NB, is preferable for describing unobserved heterogeneity. In another study, Deb and Trivedi (2002)
demonstrated the superior performance of econometric count regression for distinguishing groups of “ill” and
“healthy” patients according to their need to see a doctor (high or low; data provided by the RAND Health
Insurance Experiment, USA). In social, psychological, and economic research fields, many scholars, including
Duarte and Escario, (2006), Hausman et al., (1984), and Solis-Trapala and Farewell, (2005) successfully applied
generalised econometric count modelling to account for covariates in observations of various phenomena.
In tourism, count models have been used to some extent. Many researchers have applied standard count
regression models, with various extensions, to analyse tourism data generated by on-site surveys. MartínezEspiñeira and Amoako-Tuffour (2008) utilised Poisson, NB, and truncated models to analyse overdispersed data
pertaining to tourist trips to Gros Morne National Park in Newfoundland, New Zealand. A comparison of typical
count models for analysing data on recreational fishing trips in Pantanal, Brazil was conducted by Shrestha et al.
(2002). Another notable example comes from Grogger and Carson (1991), who analysed count data generated
from a survey of 1,063 Alaskan households, where the data were truncated by removing the samples of all
households that did not take at least one fishing trip; the data were well-fitted to their truncated NB model.
The common characteristic of count data generated by on-site surveys is that the interviewees are
present at the site, thus leading to truncation and endogenous stratification. The modelling in such cases requires
considerable care to avoid overestimates. This phenomenon was mentioned by Yen and Adamowicz (1993) in
their analysis of count data pertaining to tourism demand in Alberta, Canada in 1981. The issue of truncated
count data can be addressed by improving the sampling or correcting for truncation. For instance, household and
off-site survey methods can improve the truncation issue; however, household and off-site surveys are more
expensive than on-site ones, and the DGP of off-site surveys may produce more zero counts, which must be
addressed by specific analysis techniques such as hurdle and zero-inflated models. Thus, researchers must
choose the appropriate survey type and analysis method, based on their understanding of the trade-offs between
approaches. To date, few studies in the literature have applied count data analysis to tourist accommodation
data.
Although the bootstrap resampling method (Efron, 1979) has been used by many researchers in
numerous fields of study, this technique has been applied in few studies related to tourism. Pol et al. (2006) first
applied the bootstrap method to 2001 survey data for the Balearic Islands, to evaluate the fundamental variables
associated with tourist expenditure. Chou (2013) examined the relationship between spending by tourists and
economic growth in 10 countries via panel data analysis. Assaf et al. (2010) and Assaf and Agbola (2011)
evaluated the efficiency of a total of 78 hotels in Taiwan and Australia, in the periods 2004-2008 and 20042007, respectively, using meta-frontier and data envelopment analysis (DEA) approaches, respectively. Chen
and Fomby (1999) and Gergaud et al. (2018) compared the performance of different models of Hawaiian
tourism and assessed the impact of terrorism events on wine tourism in France, respectively; both studies
employed time series models. All of the above-mentioned studies utilised a bootstrap technique to generate
mean, variance, skewness, and interquartile range data for the parameters of interest.
The objectives of the current study were as follows: firstly, to investigate the characteristics of count
data pertaining to tourist accommodation facilities, and determine the most suitable non-econometric count
model for estimating the total number of guests staying at all hotels in Japan; secondly, to examine the
performance of count models for estimating guest numbers based on various-sized sub-samples; and finally, to
emphasise the advantages of the bootstrap resampling method for model selection, evaluation, and validation, in
the context of tourist accommodation statistics. The remainder of the paper is organised as follows. In the next
section, we present the study data and the methodology used for the analysis. Then, we highlight the findings of
the study, including the best-fitting model. The performance of that model is then demonstrated using various
sizes of test sets. The last section includes a discussion and summary of our findings.
DATA AND METHODOLOGY
The data used in this study were obtained from a tourist accommodation survey, distributed nationwide
by post and online by the Japan Tourism Agency (JTA) under the direction of the Ministry of Land,
Infrastructure, Transport and Tourism (MLIT) of Japan (JTA, MLIT, 2016). The data were gathered in
December 2016 from 10,501 tourist accommodation facilities (i.e. hotels) throughout Japan. The outcome
variable was the number of guests (Guests.Persons) staying at each property in December 2016. Data also
included three other variables, namely the number of rooms, guest capacity, and number of employees. During
the DGP, many zero counts were observed, with each indicating that no guests stayed at a given hotel during the
1-month study period. Table 1 provides a statistical summary of the data; 6.3% of the hotels had no guests. The
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highest number of guests at a single hotel was almost 100,000; the variance (3,230^2 = 104.33 105) differed
significantly from the mean (1,681.29), suggesting that the data were zero-inflated, overdispersed, and longtailed. Figure 1, truncated at value of 5,000, shows a histogram of the response variable.
Table 1. Definition and statistical summary of variables of interest
Variable
name
Guests.Persons
Rooms
Capacity
Employees

Explanations
Total number of guests staying at the accommodation
properties in December 2016
Total number of rooms in the accommodation
properties
Capacity of the accommodation properties, defined as
the total number of guests that can be accommodated
simultaneously
Number of employees at the accommodation properties

Mean

Standard
deviation

Min–Max

1,681.29

3,230.00

0–98,281

65.76

103.95

1–3,560

150.99

228.40

2–6,424

36.04

74.11

1–1,964

The first step in our analysis is to determine which explanatory variable is the most important for
obtaining a good model fit. To achieve this, we used Pearson’s correlation coefficient between the explanatory
and outcome variable [ 𝑟 = 𝑐𝑜𝑣(𝑥, 𝑦)/√[𝑣𝑎𝑟(𝑥)𝑣𝑎𝑟(𝑦)]. The results, shown in Figure 2, indicated that the
outcome variable was most strongly correlated with Rooms (r = 0.89; 95% confidence interval [CI], 0.886–
0.894), followed by Capacity (r = 0.88; 95% CI, 0.873–0.882) and Employees (r = 0.68; 95% CI, 0.673–0.693).
Furthermore, Rooms, Capacity, and Employees were strongly correlated with each other, suggesting a high
possibility of multicollinearity if they were included together in the same model. Thus, to avoid the negative
effects of multicollinearity on model precision and bias, only Rooms was retained as an explanatory variable; the
other two variables were excluded. The correlation between the outcome variable (Guests.Persons) and
explanatory variable (Rooms) was linear (Figure 2); furthermore, in the count regression, the link function is in
logarithmic form, in that the mean of the response variable is expressed according to the explanatory variable on
an exponential scale. The explanatory variable was transformed into a logarithmic scale to maintain the linear
correlation between the variables.

Figure 1. Distribution of guests staying at the
surveyed accommodation properties in
December 2016.

Figure 2. Pearson’s correlation coefficients for the
outcome variable and explanatory variables

The procedure for bootstrap resampling and regression analyses was as follows.
Step 1: To identify the best-fitting model, the bootstrap method (Efron, 1979) was used to create a
random subsample of data with a size equal to that of the original sample. The training set and test set, which
were 85% and 15% the size of the original sample, respectively, were derived by randomly splitting the
subsample.
Step 2: In total, six models, which represented various combinations of three types of generalised count
regression model (one-part, zero-inflated, and hurdle), with one of two distributions (Poisson or NB), were fitted
to the training set. The model parameters were derived by a log-likelihood estimator. As described in the
preceding section, the data were zero-excessive, long-tailed, and overdispersed. The Poisson distribution, having
a single parameter, may not be sufficiently flexible to describe real-world data. The NB distribution, a wellknown gamma–Poisson mixture, contains two parameters, shape and scale, that have additional flexibility for
describing discrete, real-world data. Nevertheless, Poisson distribution models were also taken into account, to
ensure that the most suitable model was identified.
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Integrating the explanatory variable (Rooms) into Poisson and NB distributions allows the mean value
of guests at hotels to vary at different levels of Rooms, which partially controls for heterogeneity. In practice, the
accommodation data in this study showed a long-tailed distribution, and the zero counts were excessive. Thus,
we employed two-part models, modified from basic count models, consisting of hurdle and zero-inflated parts;
such models were first introduced by Mullahy (1986) to analyse the National Survey of Personal Health
Practices and Consequences, Wave II (USA) (Mullahy, 1986) and Australian Health Survey 1977–1978
(Mullahy, 1997) data; the ability of the model to capture both underdispersion and overdispersion was
demonstrated in their works.
The hurdle model considers the probability, f1(0), of zeros; and (1− f1(0)) *f2(y) / (1 − f2(0)), which is
associated with truncation, denotes the probability of positive counts. The hurdle model allows different
processes for specifying zero and the truncated part. The zero-inflated model uses a separate component for
calculating the probability of a zero count, in the same fashion as the hurdle model. In this study, in both the
hurdle and zero-inflated models, we applied a logit link function to the part of the model concerned with zero
counts, and Poisson and NB distributions to the part concerned with positive counts.
Estimates of the model parameters and the criteria for model evaluation, e.g. the Akaike information
criterion (AIC = -2lnL + 2k; Akaike, 1973), Bayesian information criterion (𝐵𝐼𝐶 = −2𝑙𝑛𝐿 + (ln 𝑛)𝑘) and
log-likelihood criterion were obtained. The raw residual (RR) were used as basic goodness-of-fit criteria. The
heterogeneity of the accommodation data was explored with studentised and standardised residual analyses.
Step 3: Using the model obtained in Step 2, the difference between the total value of estimated- (𝑦𝑖̂ )
and observed- (𝑦𝑖̅ ) guests in the test set ({∑ 𝑦𝑖̂ − ∑ 𝑦𝑖̅ }/ ∑ 𝑦𝑖̅ ) can be employed as an indicator of model
performance.
We repeated Steps 1–3 with B bootstrap iterations to yield the distribution of the variables of interest
and their 95% CIs. Some researchers have suggested a minimum number of iterations when using the bootstrap
method to construct the CI. Hall (1986) argued that B should depend on the sample size and precision of the CIs.
Simar & Wilson (2007) took B to be 2,000 in their two-stage, semi-parametric regression model of 322 US
banks.
In this study, we used 10,000 bootstrap iterations to fit each model, and for model validation to ensure
reliable simulation results. Model selection was based on comparison of the AIC, Bayesian information criterion
(BIC), log-likelihood values among the six models. The RR analyses were performed to determine the goodness
of fit of the models. Data heterogeneity was detected using a studentised residual values, derived by dividing the
RR by residual standard deviation, and standardised residuals, derived by dividing the RR by its standard
deviation. Given that the AIC, BIC, and log-likelihood are all Gaussian, a two-sample t-test was preferable for
comparison of their mean values.
RESULTS
A single parameter distribution, i.e. Poisson distribution, was less suitable for our dataset compared
with a two-parameter distribution, i.e. NB. Three models with a Poisson distribution, namely Poisson, zeroinflated Poisson, and hurdle Poisson models, showed a poor fit; their AIC, BIC, and RMS values were much
higher than those of models with an NB distribution, while their log-likelihood values were much lower (Table
2 and Figure 3). The t-test was used to compare model evaluation criteria among NB, zero-inflated NB (ZINB),
and hurdle NB (HNB) models; the NB model showed a poorer fit compared with the ZINB and HNB models.
The HNB model was slightly better than the ZINB model in terms of the AIC value, which was 13.1 lower
(two-sample t-test, p = 0.086), as was the BIC (two-sample t-test, p = 0.086); meanwhile, the log-likelihood was
6.54 higher (two-sample t-test, p = 0.086).
Table 2. Evaluation criteria of three models with Poisson distributions
AIC (95% CI) 105
BIC (95% CI) 105
Log-likelihood (95% CI) 105

Poisson
45.7 (43.3 to 48.5)
45.7 (43.3 to 48.5)
−22.9 (−24.2 to −21.7)

Zero-inflated Poisson (ZIP)
43.1 (40.7 to 45.8)
43.1 (40.7 to 45.8)
−21.6 (−22.9 to −20.3)

Hurdle Poisson (HP)
43.1 (40.7 to 45.7)
43.1 (40.7 to 45.7)
−21.5 (−22.8 to −20.3)

AIC: Akaike information criterion; BIC: Bayesian information criterion; CI, confidence interval.
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Figure 3. Model evaluation criteria of three models with a negative binomial (NB) distribution
negbin: negative binomial (NB); hurdle.negbin: hurdle NB (HNB); zeroinfl.negbin: zero-inflated NB (ZINB);
AIC: Akaike information criterion; BIC: Bayesian information criterion.

Figure 4. Residual distribution of the HNB and ZINB model.
Black-circle points: Residuals of HNB; Orange-triangle points: Residuals of ZINB
The standardised residual analysis results shown in Figure 1 illustrate that many hotels had a markedly
higher or lower number of guests than average (i.e. relative to other hotels with the same number of rooms). We
detected 721 (6.8%), 377 (3.6%), and 18 (0.2%) observations with RRs that were 1.5, 2, and 5 times higher,
respectively, than the standard deviation. Especially, there were 6 observations with RRs that were 20 to 170
times higher than the standard deviation. Studentised residual analysis (Figure 4) indicated that there were
approximately 604 (5.7%), 345 (3.3%), and 55 (0.5%) observations with RRs that were 1.5, 2.0, and 5.0 times
higher, respectively, than the standard deviation values. Some cases (16) had exceptionally high RRs, i.e. 10
times higher than the standard deviations. These results clearly confirm the significant heterogeneity in such
count data. The difference between residuals of HNB and ZINB were not statistically significant, and the results
of heterogeneity detection based on RRs of HNB and ZINB were consistent.
To test the performance of the HNB and ZINB models in estimating the total guest population with
various-sized samples, 10 scenarios were validated with 10 different sizes of test sets corresponding to 10
different sizes of training set obtained from randomly splitting the original sample. The two models were fitted
to the training sets, which varied from 5% (525 observations) to 85% (8,925 observations); the estimates of total
guest population were yielded by applying the fitted models to test sets that contained the remaining samples of
the original data. Generally, increasing the sample size of the training set led to more accurate estimates of the
total number of guests of the test set. For a training set containing 85% of the original sample data, the estimated
total number of guests differed by 1.7% (95% CI, −5.1% to 8.4%) from the observed total. When the training set
contained only 5% (525 hotels) of the data from the original sample, the validation demonstrated good
performance (4.9% difference between estimated and observed number of guests; 95% CI, −13.0% to 16.8%).
Both HNB and ZINB illustrated the same capability in validation process (Figure 5). The estimates of
coefficients of HNB and ZINB were presented as in Table 3.
Table 3. HNB and ZINB coefficients of the original sample
HNB
ZINB

Part 1
Intercept (95% CI)
log(Rooms) (95% CI)
2.82*** (2.64 to 3.06) 1.09*** (1.03 to1.13)
2.82*** (2.64 to 3.07) 1.09*** (1.03 to1.13)

Part 2
Intercept (95% CI)
log(Rooms) (95% CI)
-0.56*** (-0.75 to -0.36) 1.28*** (1.19 to 1.37)
0.53*** (0.33 to 0.73)
-1.27*** (-1.36 to -1.18)

* ** ***

, , : Statistically significant at p < 0.05, 0.01 and 0.0001, respectively.
HNB: hurdle negative binomial; ZINB: zero-inflated negative binomial; CI: confidence interval.
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(95% CI,
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0.15

Figure 5. Performance of the HNB model with respect to validation of the test set
DISCUSSIONS AND CONCLUSSIONS
Although several studies have applied count data analysis to tourism (Grogger & Carson, 1991;
Martínez-Espiñeira & Amoako-Tuffour, 2008; Shrestha et al., 2002; Yen & Adamowicz, 1993), few have
specifically examined tourist accommodation data using this method. This study provided some insight into the
complexities of count data analysis when applied to tourism accommodation data. Our results showed that the
accommodation count data were over-dispersed, zero-excessive, and long-tailed. High heterogeneity was
recognised in the data. The two-parameter distribution, i.e. NB integrated into a two-part hurdle (HNB) and
zero-inflated (ZINB) models outperformed the other count models. The HNB and ZINB slightly overestimated
the number of guests. Calibration refers to how accurately a model estimates the size of a population, as
measured by the ratio between the estimated and observed population. The total number of guests was
overestimated by 1.7% (95% CI, −8.4% to 5.1%) with the test set that used 15% of the original sample,
indicating excellent validation performance. Regarding the sample size, previous studies using count data
analysis relied on the sampling of several hundreds to thousands of samples. For instance, Pohlmeier & Ulrich
(1995), Deb & Trivedi (1997), Bulmer (1974), Solis-Trapala & Farewell (2005), and Taylor (1967) analysed
sample sizes of 5,096, 4,406, 924, 651, and 623, respectively. Especially, Arbous & Sichel (1954) analysed
absenteeism data based on only 248 observations. In this study, we analysed the data of 10,501 hotels
throughout Japan, to ensure reliability and accuracy of the analysis.
The HNB and ZINB models could be important for the further development of tourist accommodation
statistics. In some countries, such as France (Insee, 2017), Spain (INE, 2017), the United Kingdom (Visitbritain,
2018), Japan (JTA, MLIT, 2016), Thailand (NSO-Thailand, 2016), and Vietnam (GSO-VN, 2011), the total
number of guests staying in tourist accommodation facilities are estimated using a linear estimator. i.e. the mean
of guests stayed obtained from sample data multiplied by the “expansion rate”, which is defined as the ratio
between the total population size and the sample size. Accommodation data are typically stratified, where
different strata represent accommodation or region types (e.g. provinces or, for lower strata, cities and/or
districts). Estimates of the total number of guests per stratum are commonly required. The linear estimator can
be applied in the same manner to each stratum; this method is easy to implement but may be less precise, or
even infeasible for lower strata if data samples for these strata are not available or are missing. Regression can
be used to overcome these issues, given its ability to control for heterogeneity to some extend and interpolate the
total count for a given stratum based on the available data.
Heterogeneity was noted in the accommodation data used. The reasons for the heterogeneity have yet
to be elucidated in this study; however, there are several plausible explanations. For example, the data were
obtained from various areas of Japan, in which tourism demand may differ according to seasonality. Even
within the same region, hotels vary in terms of design and business strategy, which may lead to a degree of
heterogeneity. For instance, December may be a high-demand period in some areas, whereas in other areas
having hotels of the same size, occupancy may be low, or they may even be empty. As alluded to above, the
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variety in accommodation types may also lead to heterogeneity. For example, a traditional type of
accommodation known as “Ryokan” has large rooms that can accommodate many guests simultaneously, as can
the accommodation facilities of sports or training centres, such as large huts in mountainous areas designed for
hikers and mountain climbers; these can in fact host several dozen to hundreds of people in one room and thus
differ considerably from regular hotels, in which rooms are commonly designed for single-, double-, or tripleoccupancy. Additionally, some hotels provide substantial discount packages, whereas others do not.
Interestingly, two-part count models can distinguish zero demand from non-zero demand for lodging units, as
well as uncover errors due to heterogeneity. Including more explanatory variables and/or stratifying the data can
minimise heterogeneity.
Our results showed that the bootstrap resampling method can play a key role in model selection and
validation, and in detecting overestimation. The AIC, BIC, and log-likelihood values (Figure 3) indicated that
one may make a wrong selection between the HNB and the ZINB model if their selection criteria were
compared based on single-time modelling. Furthermore, it can be difficult for the HNB and ZINB models to
detect under- or overestimation with single-time validation. Fitting and validating model with arbitrary B
bootstrap sub-samples (in this study, B = 10,000), representing the vast of possible samples of the population,
provides B models. With each model, we derived one set of model coefficients, model selection and model
validation criteria. The six models generated herein were compared in terms of the AIC, BIC, and log-likelihood
values by t-test (Figure 3), and the results tended to support the HNB and ZINB models (Figure 5); moreover,
overestimation was well-recognised by the bootstrap method.
In conclusion, the results of this analysis of a large dataset show that tourist accommodation count data
are highly over-dispersed, zero-excessive, and long-tailed. Heterogeneity is common in tourist accommodation
data. The HNB and ZINB models appear to be appropriate models for such data. A limitation of this study was
that the overestimation was not completely solved, yet. However, the solving of overestimate seems be a
challenge with only one explanatory variable. Nevertheless, the HNB and ZINB models, which were fitted to a
training set that contained 85% of the original data, estimated the total number of guests to an accuracy of
within 1.7% (95% CI, −5.1% to 8.4%). Even when we reduced the training set to include only 5% of the data of
the original sample, the overestimate was only 4.9% (95% CI, −13.0% to 16.8%). The bootstrap technique is
particularly useful for detecting overestimates and provides unbiased mean estimates. This suggests that
overestimation could be resolved by adjusting the estimated value by the overestimate ratio. Thus,
overestimation is not considered to be a major problem for tourist accommodation data. Non-econometric HNB
and ZINB models should prove useful for deriving reliable accommodation statistics. We recommend the
integrating bootstrap resampling and count regression for more reliable tourist accommodation statistics.
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ABSTRACT
Information and communication technologies had a significant impact throughout the tourism industry,
raising a new generation of consumers who discover the potential of technology to create more attractive tourism
experiences. The mobile travel applications are the present and the future of travel. This new ecosystem will not
only transform how travellers communicate but will also impact Travel and Tourism which implies for these kinds
of businesses, new strategic marketing models and new distribution methods. So, it is becoming increasingly
important to understand the Business Models that are emerging as a result of the latest technologies, particularly
within today’s mobile environment, as an answer to the "new" consumers demands.
This study gives an innovative contribution build upon the recent developments in the Mobile Travel Applications
(MTA) Business Models, that emerged in recent years as a response to the wide range of new Information and
Communication Technologies (ICT). The aim is to demonstrate how the current phenomenon of mobile travel
applications is changing the Tourism sector, and the impact in the models that had appeared has continuous growth
of travel applications. This paper explores and draws valuable insights that indicate which Travel Application
Business Model assures the best revenues and, simultaneously, respond to the user’s needs and identified new
trends in their development that are already evolving, as a result of consumer demand.
Key Words: tourism; mobile applications; tourist experience; apps
INTRODUCTION
Smartphones are the newest phenomenon in the tourism industry and reality of the 21st century (Malmir et
al., 2017; Kennedy-Eden & Gretzel, 2012), as mobile systems have become important tools for tourists to navigate
in an increasingly uncertain world. They transformed the consumer’s behaviour (Emek, 2014) who are now more
connected, anytime and anywhere. The integration of smartphones into daily habits produced a spillover effect.
They became part of all aspects of consumer life, at a professional and personal level, being integrated even in the
most common tasks of everyday life as purchases, information search or the daily commute. This situation,
consequently, also influenced the tourists' behaviour (Dan Wang, Zheng Xiang, 2014), bringing an extended set of
changes to the industry (Mo Kwon, Bae, & Blum, 2013). Travellers are demanding more interaction with
destinations and companies, to fulfil specific needs and desires. Mobile devices are used daily and users expect
feedback 24/7 from the industry without time zone boundaries. The control of the information must be in their
hands, and they want to decide what, when and where. This behavioural change makes them more empowered to
acquire information on the spot, due to increased connectivity and implies a huge potential for new Business
Models.
The traditional vision no longer responds effectively to new travel consumers and their demands. As a
result, there is a need to better understand innovative Business Models in Tourism and Hospitality after using the
latest mobile technologies, as an answer to the “new” consumers demands. The current Mobile Travel Applications
(MTA) phenomenon is changing Tourism sector and new Business Strategies emerged in consequence of these
changes, that has a continuous growth, mirrored by the number of applications that go into the market. The MTA
market is more active than ever. Daily applications emerge from different areas: tour operators, guides and
planners, interactive maps, booking platforms or tickets purchase. With the variety of applications and services
available, there are also emerging several monetization models, such as advertising/sponsorship, in-app purchases
(bookings, additional services, premium services) and payment for use/download.
The commercialization of Innovative Technologies and MTA needs to be supported by an appropriate
Business Model, which ensures developers revenues and, simultaneously, take into consideration the user’s
demands, establishing the best practices and using the most suitable monetization models. It will be also important
to know what the best strategies and revenue sources are to ensure the sustainability of these models, based on the
set of services most valued by travellers.
THE “MOBILE TOURISM” PHENOMENON

The development of mobile applications has been on the rise ever since the initial appearance of the very
first app store in July 2008, the Apple Store. In three years was anticipated that mobile services and the
applications, which were then emerging, would represent significant value in the digital market (Portolan, Zubrinic,
& Milicevic, 2011). In the following years, with the growth of smartphones and mobile applications use, this
market segment has become one of the greatest successes in the history of consumer technology (Kennedy-Eden &
Gretzel, 2012) and Smartphones come to transformed consumer behaviour (Emek, 2014) that are now more
connected, anytime and anywhere. This is only possible due to the new smartphones capabilities to support
thousands of applications that extend widely would represent a significant value their functionality (Wang, Park, &
Fesenmaier, 2012). Smartphones are not just communication devices, but also an extension of their personality and
definition as human beings (O’Donohoe & Grant, 2007). As such, the integration of smartphones in daily habits
produced a spillover effect, being incorporated even in the tourists' behaviour (Dan Wang, Zheng Xiang, 2014),
bringing an extended set of changes to the industry (Mo Kwon et al., 2013).
Now, smartphones are considered part of the tourism industry, bringing a set of changes that are shaping
consumer travel patterns and behaviours and, consequently, affecting touristic business. These businesses are being
particularly affected by the so-called "Mobile Tourism" phenomenon which represents a relatively new trend in the
sector (Kenteris, Gavalas, & Economou, 2009). The field of mobile tourism basically falls within three main
categories that involve: pre- installed Travel Guides, mobile devices used to access the mobile web or mobile
electronic guides that use a wireless or mobile network (Kenteris et al., 2009). So, “Mobile Tourism” is the suitable
answer, given the inherent nomads’ characteristics of tourism, since mobile technology allows great flexibility to
the industry and travellers (Oh, Lehto, & Park, 2009). The use of smartphones has made it possible to enjoy a wide
range of services at all stages of the trip, showing that users are not only well-informed but also more involved with
the tourists’ needs (Werthner & Ricci, 2004). In view of this reality, it is important for the industry to understand
the current market state of the art, as well as to identify possible business opportunities (Kennedy-Eden & Gretzel,
2012), especially regarding MTA.
Is no longer possible to ignore that mobile phones are changing the touristic landscape which must meet
the tourists’ needs that demand high-speed access to information and multimedia content (Pablos, Tennyson, &
Zhao, 2011). MTA represents the next wave of access and use of information, modifying the way people interact
and experience a destination (Pablos et al., 2011)
Among the various MTA benefits, the highlight is access to exclusive services enabled by mobile
technology, which allows creating highly interactive utilization experiences (Jay Yu, 2013). Smartphones also
allow tourists to instantly access information of the different variables that affect their trip, such as accommodation,
attractions and transports (Kim, 2013), allow them to solve problems effectively, share their experiences and save
memories (Wang et al., 2012). Access to these sources of information and research led to the change of perceptions
and behaviours, highlighting the flexibility increase, less prior planning and the growth in the number of trips
(Wang, Xiang, & Fesenmaier, 2016).
There are other perspectives on the motivations that lead to the use of smartphones, such as their ability to
support tourists during all phases of the trip and, in particular, in the destination (Höpken, Fuchs, Zanker, & Beer,
2010). Different authors have reached similar conclusions: the main motivations for the use of MTA are immediacy
and access to information, find interesting experiences or services (accommodation, restaurants, fun, social
interactions, maintain contact/keep informed and keep themselves safe) (Okazaki et al., 2015; Gretzel et al., 2006;
Wang et al. 2014; Kennedy- Eden & Gretzel, 2012).
Dimitrios Buhalis (2006) structured these motivations aligned with the three stages of tourist consumption
(Figure 1): pre-consumption phase where they plan, format expectations, make decisions, transactions and personal
anticipations; consumption phase, where the most important factors are the connection, navigation and short-term
decision-making process, and finally, in the post-consumption phase, which happens shortly after the trip, where
they need to share and document the experiences, activating the external memory and reliving the journey again.
Figure 1 – MTA Usage motivations in the three stages of tourist consumption

Source: Dimitrios Buhalis (2006)

The MTA user’s profile
Smartphones are increasingly considered travelling companions who partner and assist tourists, making
their experiences more enjoyable (Tussyadiah & Wang, 2014). Table 1 shows the profile of MTA users based on a
literature review and recent research conducted to Portuguese travellers, MTA users (Dias, 2018). It was possible to
conclude that 8.2% of the travellers that answer the study know some type of MTA and more than 97% used MTA.
Regarding the characteristics that travellers most appreciate when using the smartphones are, between others,
simplicity and perceived usefulness i.e. convenience, efficacy and productivity (Dae-Young, 2008; Okazaki et al.,
2015; Wang et al. 2014; Kenteris et al., 2009). It was also clear that despite they value the MTA, especially for
information and security reasons, and they acknowledge a positive impact on the experience, they are not attracted
to pay for them or purchase additional services or features. It can also be concluded that satisfaction does not
motivate users to purchase paid apps.
Table 1 - Users Profile
Driver

Profile

Free or Paid Apps

>Only uses free apps - 80%
>Uses both free and paid apps - 3,6%
>Uses Paid apps (Dias, 2018)
>Hotel reservations (25%); Flights Purchase (19%); Flights Check-In (18%); Maps and navigation
(13%) and Reviews (10%) (Dias, 2018)
>More than 10 times - 46%
> Between five and 10 times - 20%
>Between one and five times – 18 % (Dias, 2018)
>Performance/ functionality - 28%
> Satisfaction level - 23%
>Usefulness or Perceived Value - 21% (Dias, 2018)
> Ubiquity - 23%
>Immediate availability - 21%
> Access to Information - 20%
> Convenience (15%)
> Organization and Planning capacity (12%),
>Search for solutions with immediate and functional responses, tasks facilitators during the planning
phase, perceived usefulness, convenience, efficacy and productivity
(Dias, 2018; Dae-Young, 2008; Okazaki et al, 2015; Wang et al. 2014).
Flight Management (24%) Booking a Room (28%), Planning (17%) Destination Experiences Research
(17%) (Dias, 2018).
> Before and during the trip - 100% (Dias, 2018; Okazaki et al. 2015).

Which MTA is the most used
How many times MTA is used
Main motivations of use MTA
Main benefits of MTA

Services purchased in-app
Moments where MTA is more used
Impact or Not on the Travel Experience

> Affected the experience - 72%
> Had no impact - 28%
> The majority of tourists find mobile mediation enhances the tourism experience;
> Influence tourist behaviour and enhance their experiences.
(Dias, 2018); Tussyadiah & Wang, 2014)
>Greater planning during travel (27%); Greater convenience (18%), Security and Connectivity
(11%)(Dias, 2018).
>Greater connection and access to information; highlighted the sense of security, More fun, Less
stressful and More confident (Dan Wanga, Zheng Xiang b, 2014).
>Provide relevant and personalized information anytime and anyplace (Kramer, Modsching, ten Hagen,
& Gretzel, 2007).

In which way impacted the Travel Experience

Intention to pay/ purchase MTA services/features
Intention to pay MTA Apps

Least appreciate features

>Only 10% admit the intention to pay (Dias, 2018)

> Only 5% admits the intention to pay for MTA (Dias, 2018)
> Satisfaction does not motivate users to purchase paid apps (Hsu, Chuan, & Lin, 2015)
>Value-for-money, app rating and free alternatives have a direct impact on intention to purchase paid
apps (Hsu et al., 2015).
> Publicity (78,5%), Paid Download (11%) and purchase additional features/services (6,5%) (Dias,
2018)

Source: Own Source
These features have relevant strategic implications for developers, who must take these elements into
consideration when deciding which Business Model to employ, especially those that still use more traditional
strategies of monetization such as the paid download or advertising in-app. In this sense, it becomes more and more
pressing to rethink the current MTA Business Models of and understand how to adapt them to the user’s behaviour
pattern to guarantee their revenues.
Mobile applications market in Tourism and Hospitality
Globally, the games are by far the most popular category in mobile applications, representing about a
quarter of all available applications in the platforms. Figure 4 shows the revenues from different applications
categories. The games segment has the highest market value, with 49% of the total, however, is possible to see the

significant gap between 2016 and 2013, when it accounted for more than 70% of the total market. Among the
categories unrelated to games, it’s possible to see social networks, entertainment and travel, growing.
Figure 2 - Global Revenue global by category, 2014-2016 (In a billion dollars)

Source: VentureBeat (2014)
In this sense and given the range of different mobile applications, 20 according to the online platform
Statista (2016), with which MTA must compete, it is crucial to identify their relevance to gain a better
understanding of how important they have for the final consumers, namely the travellers. Figure 5 (Statista, 2016)
shows the ranking of the Apple Store categories based on active apps. In January 2018, the MTA was in the top 10
of this ranking occupying the seventh position, with a share of 3.9%.
Figure 3 - Apple Store | downloads in September 2018

Source: (Statista, 2019)

According to another study (Travelport, 2018), mobile technologies and especially MTA was highlighted
in 2018, as they are at the heart of customer engagement with brands, with smartphone applications leading the
preferences. The study Maximizing Opportunities for Business Travel Growth (2018) confirmed that the total
number of downloads in 2017 of MTA reached 197 billion versus 149 billion in the previous year. It is estimated
that in 2021, this number increases to 352 billion. Other studies (Travelport, 2018) also revealed that 82% of
travellers were downloading the same number or more MTA compared to 2016.
MOBILE TRAVEL APPLICATIONS BUSINESS MODELS
The "New World" of digital business has created a gap between strategy and business processes. The
traditional Business Models no longer respond effectively to new travel consumers and their demands. Translating
strategy into a business process has now become a major challenge (Al-Debei, El-Haddadeh, & Avison, 2008).
Starting with e-commerce and through Internet interactive applications and cloud computing, digital technology
has been creating opportunities for new models (Sako, 2012). This is due, above all, to their inherent
characteristics, such as ubiquity, personalization, flexibility and dissemination and these features promise
unprecedented market opportunities, great productivity and high profitability (Siau, 2001). According to Sako
(2012), technology impacts both sides of Business Models, cost and revenue. On the cost side, cloud computing
removes the need to invest upfront on expensive servers, however, to turn various service models into a business
strategy, providers must work out the revenue side with the choice of specific pricing policy and targeted customer
segments.
However, the high costs of technological development and understanding the issues of privacy invasion
present challenges for the implementation of these new Business Models. For these reasons, this kind of ecosystem
takes time to develop, not only due to the evolution of support technologies but also by the emergence of
consumers and regulatory groups (Sako, 2012). Ultimately, what transforms innovation into a disruptive model is
the ability of the new players to create markets with new value propositions, offering high-tech and niche market
products at low cost to customers.
Unquestionably, Business Models are at the centre of innovation in different ways. First, because new
technologies create opportunities for its emerging, secondly, because appropriate models are needed to translate
technology into commercial success and, thirdly, because they are subject to innovation, involving discontinuous
changes in the paradigm used by companies to reach the market (Sako, 2012). For these reasons, there are a
multiplicity of strategies associated with new technologies, especially for mobile applications. Adopting a model
over another depends on several factors such as business size, competition, target markets and exit strategy. Today,
many successful Mobile Applications Business Models have emerged like advertising in-app, one of the most
popular models, paid downloads or in-app purchases (purchases made in the application itself) and content
subscription models (Physical exercises, recipes, languages courses modules.). However, there is little academic
research in this field. To this end, through literature review, it was possible to identify six types of Business
Models, or the six widely used, and their main differentiating characteristics: free, premium, freemium, In-app
purchase, In-app advertising and Combined model.
The table below systematizes the different models and identifies their specifications and differentiator features:

Table 2 – The Business Models of Mobile Applications
Free
> evelopers
offer the app
free of charge to
users. This is
the most widely
used model and
raises the
chance of app
downloading
(Baghbaniyazdi
& Ferdosara,
2017).
> This version
is free of cost
but with
sponsored ads
and limited
functionality.
Allows
potential
customers to
try the app
risk-free while
providing an
incentive to
eventually
purchase the
full version if a
user finds that
it delivers
value for the
money
(Rakestraw,
Eunni, &
Kasuganti,
2013).

Premium

Freemium

> App stores
> Like the
charge the
free model,
user for
however, if a
downloading
user wants to
the app via a
have a better
one-off
experience,
purchase, and
they must pay
then they pay
for it
to developers
(Baghbaniyaz
the revenues
di &
and keep a
Ferdosara,
share
2017).
(Baghbaniyaz
di &
>Combination
Ferdosara,
of free and
2017).
premium
models
> Paid apps
(Baghbaniyazd
earn from the i & Ferdosara,
purchase of
2017).
the app itself
(Tang,
>App with a
2016).
free version
and the
> Apps sold
possibility to
for a
buy more
predetermin
features
ed price in
(Müller, Kijl, &
an online
Martens, 2011).
marketplace.
The platform >Applications
owner,
that are
Apple or
available for
Google,
free at first,
charge a
further benefits
30% royalty
and options are
fee for each
conditional on
app sold
payment
while the
(Wooldridge,
remainder
2010).
goes to the
developer
(Rakestraw
et al., 2013).

In-app purchase (IAP) In-app advertising (IAA)
> Variation on the
Freemium model,
however, rather than
a single upgrade to
the premium
version, offer
individual features
(Baghbaniyazdi &
Ferdosara, 2017).
>Freemium Model
additionally supported
by in-app-purchases,
for example, virtual
goods (Müller et al.,
2011).
> App revenues are
generated by creating
an online store within
the app itself
(Rakestraw et al.,
2013).
> Developers can
offer subscriptions,
selling add-on
content and services,
and unlocking
premium features
(Wooldridge, 2010).

> The apps are freely
offered, however, developers
run advertisements for other
products or services to earn
money. The most common
in-app advertising models
are banner ads, videos, offer
walls and interstitials
(Baghbaniyazdi &
Ferdosara, 2017).

Combined Model
> Combination of different
models regarding the highest
profit (Baghbaniyazdi &
Ferdosara, 2017).
> Remain flexible in varying
their Business Models
(Rakestraw et al., 2013).

>Provides a way to monetize a
free app version with ad
revenue. However, is
important the volume of the
user, the more people who use
your app, the more ad
impressions and click- through
that will accrue (Wooldridge,
2010).
> Apps on which
advertisements periodically
pop up. They are usually
free for users to download,
and earn profits based on
advertisement impressions
and conversions (Tang,
2016).
> Generate revenues by
placing advertisements
throughout the app's user
interface (Rakestraw et al.,
2013).
>Ad placement is easy to set
up and allows the app access
to a wider audience because it
does not cost the user any
money. However, the amount
of revenue generated per click
is typically very low
(Rakestraw et al., 2013).

> Paid
version
without any
advertiseme
nts
(Wooldridge
, 2010).

New Trends, New Business Models
Mobile phones are changing the tourist landscape, looking to meet the evolving tourists’ needs, who
require high- speed access to relevant information and multimedia content (de Pablos et al., 2011). The new
travellers are their own travel agent and seek individualized experiences, gaining access to services and information
through their smartphones, anywhere and anytime (Werthner & Ricci, 2004). Mobile applications have altered the
way tourists live and experience a destination (de Pablos et al., 2011). In this context, the MTA plays a decisive
role that it is important to understand.
In view of the accelerated growth of MTA, it is essential to understand the perceived value that users most
appreciate and simultaneously understand and develop Business Models that generate revenues for developers.
This is only possible keeping in line what the users are willing to pay and that free alternatives for paid apps had a

negative impact on purchase intention. Though, there are not enough academic studies that try to identify the most
successful Business Models for applications in the travel sector. The app’s market is largely dominated by gaming
platforms and until recently the competition of other areas was very low. Nevertheless, is now rapidly reaching
other areas such as tourism, since smartphones are increasingly considered travelling companions who go along
with tourists and make their experiences more enjoyable (Tussyadiah & Wang, 2014). The mediation performed by
MTA is convenient and enhances the experiences in the destinations, allowing them to be in contact with family
and friends, share the experience at the moment and change activities during the trip. These new networking
platforms led to profound changes in tourist’s behaviour. ICTs developments have strongly impacted many
different sectors, especially the services industries with particular intensity in tourism and travel businesses, with a
significant impact across the Tourism Industry (Buhalis & Law, 2008). They transformed the way tourism products
and services are created and consumed (Stamboulis & Skayannis, 2003) and therefore, the associated Business
Models.
Thus, according to different authors and the case studies analysis, it was possible to conclude that the main
players in the mobile applications sector (including MTA) have been applying the Combined Business Model. In
this model, a combination of different Business Models regarding the highest profit and market conditions is the
option to be applied by developers. Adopting the Combined Model is an effective way to increase revenue flows
for app developers while remaining flexible, adjusting their Business Models (Baghbaniyazdi & Ferdosara, 2017).
For example, a free download application allows the user to decide if he wants to purchase additional features or
new content but it is important to learn how to benefit of this free versions to promote the paid ones, as well as
when and how to use different strategies for effective results (Wooldridge, 2010). So, is vital that the application
developers analyse and take into consideration the target market as well as the price structure, in order to determine
the optimal marketplace for its distribution (Rakestraw et al., 2013) and maximize their revenues.
So, developers should choose the appropriate Business Model for applications to distribute, to benefit
from higher price levels and different user habits. For example, some stores are better at distributing free
applications, some are better at highlighting discounted apps and special promos, while others work best for highpriced, high-quality content. Only companies that can quickly adapt to this fast-growing market and adjust their
strategy will gain significant advantages and the first companies realizing mobility power and interconnectedness
and adjust their Business plans and services will see their profits increase significantly.
In this sense, it is fundamental that MTA developers define the most effective means of revenue
generation for their applications. This reflection may, in some cases, involve a shift in the monetization strategy,
specifically by finding the balance between revenue generation through features and services’ sales
(intermediation) and revenue generation through advertising. In-app advertising may not be an effective model for
all app’s, because it became evident that, the users are not willing to invest, nor appreciate in-app advertising.
Nevertheless, they value the use of MTA for their planning capacity and convenience. So, it’s important that
developers take an in-depth look, not only to the type of app they are building but also how people will be
consuming the app.
Consequently, these aspects should be considered in the development of monetization strategies and in
providing In-app services that users value and are willing to pay. It’s vital that developers continue to question the
existent Business Models and searching differentiation. Being the first to launch a new Model can provide a
significant advantage. However, this does not come without challenges. An example is the monetization strategy
based on B2B services. This example is already being implemented by companies like Sygic or the Portuguese
JiTT. In both cases, they are developing services the app to other tourist’s business players, such as planning, app
programming and content developing, positioning themselves as service providers or resellers. Therefore, there is a
strategic primary target transfer, from the final consumer to other companies and tourism players. This type of
personalized services is relevant, for example, for hotel chains that
want to present their guests with an app with information, maps and local experiences, City Halls that want to
promote their region or a specific product like wine route for example.
CONCLUSIONS
Smartphones have become the newest phenomenon in the tourism sector, a result of its integration in the
different spheres of everyday life. New tourism services based on new technologies allow tourists greater flexibility
and manage their journey autonomously, especially through the use of the most varied applications. These
applications play a key role in the journey, impacting the way tourists experience it, confirming that the use of
smartphones clearly has the potential to substantially alter the tourist experience. This evolution occurred in the
space of a decade, so it is expected that the same speed is maintained, in the future, at the level of technological
innovation associated with the services available by MTA and the corresponding Business Models. As such, it is an
area to which the main players in the sector should pay attention, due to the potential of the business that may
come.
Firstly, it is necessary to know the current Business Models that support the monetization of these
applications. There are currently six models that stand out: Free; Premium; Freemium; In-App Purchases;
Advertising and Combined Model. Secondly, it was possible to conclude that the most viable model, in terms of
profit generation, is the Combined Model, which, results from the combination or junction of more than one type of

monetization: for example, in-App Purchases, Advertising, Premium Services or Upgrades. This is one of the ways
that application development companies have found to generate profits while remaining flexible, especially
because consumers are not willing to pay for the use of MTA.
But the most interesting conclusion is to witness the rise of new revenue generation models, which may be
used to complement or transform the models currently in use. The Business-to-business (B2B) model is an
example, being the revenues obtained through the provision of services for other companies and the sale of
products and services. This model is already being followed by developers of MTA (such as Sygic or iClio with
JiTT) and promises to be a reality, especially for companies whose basic application development is grounded on
content and/or planning. However, the potential for success of these solutions is still to be confirmed, even because
it will mainly rely on the adaptability of the basic model of an app and its contents to the different targets
(municipalities, hotels, travel agencies, transport undertakings, among others).
REFERENCES
Al-Debei, M. M., El-Haddadeh, R., & Avison, D. (2008). Defining the Business Model in the New World of
Digital Business. Proceedings of the Fourteenth Americas Conference on Information Systems. Retrieved
from
http://citeseerx.ist.psu.edu/viewdoc/download;jsessionid=43880B13EF904FB53C2A40C431C2CC12?doi
=10.1.1.5 07.6965&rep=rep1&type=pdf
Baghbaniyazdi, S., & Ferdosara, H. (2017). The Most Successful Business Model of Mobile Applications: A
Comparative Analysis of Six Iranian Mobile Games. Journal of Software.
https://doi.org/10.17706/jsw.12.3.201- 211
Buhalis, D., & Law, R. (2008). Twenty years on and 10 years after the Internet: The state of eTourism research.
Tourism Management 2008. Retrieved from http://www.bournemouth.ac.uk/services-management/
Dae-Young, K. (2008). A Model of Traveller Acceptance of Mobile Technology. International Journal Of Tourism
Research, (10), 393–407.
Dan Wang, Zheng Xiang, D. R. F. (2014). Adapting to the mobile world: A model of smartphone use. Annals of
Tourism Research, 48, 11–26. https://doi.org/10.1016/J.ANNALS.2014.04.008
de Pablos, P. O., Tennyson, R., & Zhao, J. (2011). Global hospitality and tourism management technologies.
Global Hospitality and Tourism Management Technologies. https://doi.org/10.4018/978-1-61350-041-5
Dias, S. (2018). Os Novos Modelos de Negócio das aplicações móveis de viagens ESHTE - Escola Superior de
Hotelaria e Turismo do Estoril.
Dimitrios Buhalis, C. C. (2006). The transformation of consumer behaviour. Tourism Business Frontiers, (Oxford:
Butterworth-Heinemann), 9–18. Retrieved from
https://www.researchgate.net/profile/Ulrike_Gretzel2/publication/272566625_The_transformation_of_con
sumer_b ehaviour/links/555d301a08ae86c06b5d5fe2.pdf
Emek, M. (2014). Digital Detox For The Holidays: Are We Addicted? In Proceedings of European Academic
Conference on Business Tourism & Apply Sciences in Europe & America 2014.
Höpken, W., Fuchs, M., Zanker, M., & Beer, T. (2010). Context-Based Adaptation of Mobile Applications in
Tourism. Information Technology & Tourism. https://doi.org/10.3727/109830510X12887971002783
Hsu, C.-L., Chuan, J., & Lin, -Chuan. (2015). What drives purchase intention for paid mobile apps? An expectation
confirmation model with perceived value. Electronic Commerce Research and Applications, 14, 46–57.
https://doi.org/10.1016/j.elerap.2014.11.003
Jay Yu. (2013). You’ve Got Mobile Ads! Young Consumers’ Responses To Mobile Ads With Different Types Of
Interactivity. Mobile Marketing Association IJMM Summer, 8(1). Retrieved from
http://home.sogang.ac.kr/sites/sgcomm/sgcom01/PublishingImages/YOUVE_GOT_MOBILE_ADS.pdf
Kennedy-Eden, H., & Gretzel, U. (2012). A Taxonomy of Mobile Applications for Tourism. E-Review of Tourism
Research, 10, 47–50. Retrieved from http://ro.uow.edu.au/commpapers/2510
Kenteris, M., Gavalas, D., & Economou, D. (2009). An innovative mobile electronic tourist guide application.
Personal and Ubiquitous Computing. https://doi.org/10.1007/s00779-007-0191-y
Kim, E. N. J. K. (2013). Determinants of the Adoption for Travel Information on Smartphone. International Journal
of Tourism Research, 16(April 2013), 534–545. https://doi.org/10.1002/jtr
Kramer, R., Modsching, M., ten Hagen, K., & Gretzel, U. (2007). Behavioural Impacts of Mobile Tour Guides. In
Information and Communication Technologies in Tourism 2007 (pp. 109–118). Vienna: Springer Vienna.
https://doi.org/10.1007/978-3-211-69566-1_11
Malmir, B., Mahesh, B. P., Guru, C., Kumar, D., & Devanoor, G. (2017). Strategic tourism management: need for
smartphone application. International Journal of Management and Social Science Research Review, 1.
Retrieved from http://ijmsrr.com/downloads/0812201711.pdf
Mo Kwon, J., Bae, J., & Blum, S. C. (2013). Mobile applications in the hospitality industry. Journal of Hospitality
and Tourism Technology International Journal of Contemporary Hospitality Management Journal of
Hospitality and Tourism Technology, 4175798813(2), 81–92. Retrieved from
https://doi.org/10.1108/17579881311302365750

Mobile apps could hit $70B in revenues by 2017 | VentureBeat. (n.d.). Retrieved November 1, 2017, from
https://venturebeat.com/2014/04/29/mobile-apps-could-hit-70b-in-revenues-by-2017-as-non-gamecategories-take- off/
Müller, R. M., Kijl, B., & Martens, J. K. J. (2011). A Comparison of Inter-Organizational Business Models of
Mobile App Stores: There is more than Open vs. Closed. Journal of Theoretical and Applied Electronic
Commerce Research, 6(2), 63–76. https://doi.org/10.4067/S0718-18762011000200007
O’Donohoe, S., & Grant, I. (2007). Why young consumers are not open to mobile marketing communication AU.
International Journal of Advertising, 26(2), 223–246. https://doi.org/10.1080/10803548.2007.11073008 Oh, S.,
Lehto, X. Y., & Park, J. (2009). Travelers’ Intent to Use Mobile Technologies as a Function of Effort and
Performance Expectancy. Journal of Hospitality Marketing & Management, 18(8), 765–781.
https://doi.org/10.1080/19368620903235795
Okazaki, S., Campo, S., Andreu, L., & Romero, J. (2015). A Latent Class Analysis of Spanish Travelers’ Mobile
Internet Usage in Travel Planning and Execution. Cornell Hospitality
Quarterly.https://doi.org/10.1177/1938965514540206
Portolan, A., Zubrinic, K., & Milicevic, M. (2011). Conceptual Model of Mobile Services in the Travel and
Tourism Industry. International Journal Of Computers, 5(3), 314–321. Retrieved from
https://www.researchgate.net/profile/Krunoslav_Zubrinic/publication/228947640_Conceptual_Model_of_
Mobile_ Services_in_the_Travel_and_Tourism_Industry/links/0fcfd505852856ec20000000/ConceptualModel-of-Mobile- Services-in-the-Travel-and-Tourism-Industry.pdf
Rakestraw, T. L., Eunni, R. V, & Kasuganti, R. R. (2013). The mobile apps industry: A case study. Journal of
Business Cases and Applications The. Retrieved from
https://pdfs.semanticscholar.org/b4fd/972d8f34de5d8c5eeec805b94642b1610223.pdf
Sako, M. (2012). Business Models for strategy and innovation. Communications of the ACM, 55(7), 22.
https://doi.org/10.1145/2209249.2209259
Shanker, D. (n.d.). ICT and Tourism: Challenges and Opportunities.
Siau, K. (2001). Mobile Commerce: Promises, Challenges, and Research Agenda. July-Sept Journal of Database
Management.
Stamboulis, Y., & Skayannis, P. (2003). Innovation strategies and technology for experience-based tourism.
Tourism Management, 24(1), 35–43. https://doi.org/10.1016/S0261-5177(02)00047-X
Statista. (2016). Apple store downloads 2016 | Statistic. Retrieved November 1, 2017, from
https://www.statista.com/statistics/263794/number-of-downloads-from-the-apple-app-store/
Statista. (2019). Mobile app revenues 2015-2020 | Statistic. Retrieved November 1, 2017, from
https://www.statista.com/statistics/269025/worldwide-mobile-app-revenue-forecast/
Tang, A. K. Y. (2016). Mobile App Monetization : App Business Models in the Digital Era. International Journal
of Innovation, Management and Technology, 7. https://doi.org/10.18178/ijimt.2016.7.5.677
Travelport. (2018). Maximizing opportunities for business travel growth. Retrieved from https://www.wttc.org//media/e417c6494c95423d82e4ca555bdc7fa0.ashx
Tussyadiah, I. P., & Wang, D. (2014). Tourists’ Attitudes toward Proactive Smartphone Systems. Journal of Travel
Research. https://doi.org/10.1177/0047287514563168
Wang, D., Park, S., & Fesenmaier, D. R. (2012). The Role of Smartphones in Mediating the Touristic Experience.
Journal of Travel Research, 51(4), 371–387. https://doi.org/10.1177/0047287511426341
Wang, D., Xiang, Z., & Fesenmaier, D. R. (2016). Smartphone Use in Everyday Life and Travel. Journal of Travel
Research. https://doi.org/10.1177/0047287514535847
Werthner, H., & Ricci, F. (2004). E-COMMERCE AND TOURISM. COMMUNICATIONS OF THE ACM,
47(12).
Retrieved from http://www.inf.unibz.it/~ricci/papers/werthnercacmvers2.pdf
Wilkinson, P. F. (2002). Information and Communication Technologies in Tourism 2000. Annals of Tourism
Research, 29(1), 275–277. https://doi.org/10.1016/s0160-7383(01)00025-1
Wooldridge, D. M. S. (2010). Business of iPhone App Development.
.

S7. SMART HOTELLING
Anestis Fotiadis
Professor of Tourism,
College of Communication and Media Sciences,
Zayed University,
Anestis.Fotiadis@zu.ac.ae
Themis D. Pantos
Chairman of Finance and Investments Department
Professor of Business Administration and Finance
Lincoln University

tpantos@lincolnuca.edu

ABSTRACT
In recent years, Smart Tourism (ST) has become one of the most debated topics in tourism management
literature. The growing interest in smart tourism, particularly in the hospitality industry, is most influenced by the
global trend to include “smartness” in both product and service encounter, with smart hotels being an example.
However, empirical research regarding this subject remains scarce with many regards besides the existence of the
provision of smart tourism services and smart hotels solutions. For example, guests of smart hotels may have
personalized experiences through means of smart devices such as speech recognition that allow them to control the
level of temperature of their rooms or request precise offerings through means of remote devices (See, for example,
www.control4.com). More importantly, the development of smart hotel technology (e.g., Smart TVs, digital signage,
Tablets, smart energy management devices) provides hotel managers the opportunity to attain higher profitability by
tapping into a range of cost savings and revenue opportunities. Besides the deployment of smart hotels along with
smart hotel technology, key insights on smart hotel services, guests’ acceptance of this innovative ideas, and the level
of adoption of smart hotels among hoteliers and guests as well as the diffusion of the smart hotel technology remain
vague to management and marketing researchers. Main purpose of this paper is to fill this gap by a qualitative study
approach.
Forty five interviews with hotel owners and hotel managers was achieved and as the results indicate the
level of smartness is not appropriate yet. One of the barriers indicated is the cost of implementing new technologies
and one of the threat is the lack of human interaction that can make the experience in a hotel less interesting for the
client. Interviewees indicate that hotel rooms need to become more technologically advanced while services that
hotels offer in terms of reception, food and beverage outlets, spa and recreation should remain as they are to ensure
the continuation of personal touch. Hotels that invest in technology will definitely see returns on investment due to
more Millennial travelers every year.
The results of this research are highly important for industry and academics. In the context of the growing
tendency toward making destinations smarter, tourism planners and managers will benefit from a better
understanding of the constituent elements of smart tourism destinations and it will support their efforts in
developing competitiveness for destinations. In addition, scholarly researchers will find value in understanding the
casual, contextual, and intervening conditions required to develop sustainable and smart destinations. This research
is able to support the development of implementation policies regarding sustainable and smart tourism destinations.

Session 10B: Destination Management, Dock Six I
170. TOPIC: TOURIST SAFETY AS A PULL FACTOR. THE CASE OF THESSALONIKI
Vasilis Argynakis
International Hellenic University
Anastasia Tasiou
International Hellenic University
Avdimiotis Spyros
International Hellenic University
ABSTRACT
Safety in current days of political turbulence has been emerged as key factor to all destination policy
makers. The submitted paper seeks to acknowledge the level of safety Thessaloniki as a destination has to offer on
various aspects to incoming tourists.
To address the issue of safety in Thessaloniki, a primary research was contacted in a sample of 150
tourists in the city. The factor of safety was considered as a factor associated to destination’s pull factors. Upon this
acceptance, the aim of the research was to investigate on what extent the aspects, which affect the safety of tourists
in Thessaloniki, can be simultaneously pull factors of the city. Analyzing tourism security through eleven sectors:
Political Situation, Natural Environment, Urban Environment, Public Transportation, Health, Economy, Health
Care Establishments, Exceptional Occurrences, Crime, Policing, Communication, is explained that the desired
security level that everyone seeks is a variable measurement among tourists.The temporary findings of the ongoing
survey indicate that Thessaloniki is a safe destination, but with extent margins of improvement.
Keywords: tourist safety, Thessaloniki, pull factors
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ABSTRACT
Tourism is a rapidly developing global economy, which brings together social, cultural, spatial and
environmental changes in the structure of modern societies. A competitive destination ought to be more successful
than competitors in various aspects of the overall tourist experience. Thus, to be competitive in the global tourism
marketplace, destinations have to be innovative, distinctive, and continuously intensifying either the tourist’s
experience, or their satisfaction.Destinations compete to attract these pleasure travelers by emphasizing the
experience they should offer. The guiding principle of this study is that on the tourists' side, the overall
competitiveness of a destination depends on the perception of the quality of the tourist experience with a specific
destination. The participants in the survey were 3070 from 7 different countries. 1666 were from Greece and 1232
from other countries. To detect scale dimensionality, an exploratory factor analysis (EFA) with a principal
component method was conducted for each construct and sub-construct. A separate principal component analysis
was conducted for each sub-construct because the items of each sub-construct were pre-determined. Seven factor
analyses through the principal component analysis and the varimax rotation were implemented for this research.
For this reason, a large sample was used to verify or not the initial factors. The article was based on the American
survey that preceded it. The questionnaire of this survey was used in US research first. Researchers considered it
appropriate, after extensive research in Greek and international literature. There were made minor changes in the
questionnaire regarding the fact that the research measured the choices of tourists on the selection of outdoor
leisure activity. The outdoor recreation activities selected for this research were the best known. The activities
concerned all participants and were adapted according to their needs.
Keywords:destination competitiveness; tourist involvement; motivation; tourist experiences; travel behavior;
nationalities
INTRODUCTION
Competitiveness is a very broad construct engaging all social, cultural, and economic aspects which may
influence the performance of a nation in international markets (Ritchie & Crouch, 2003). To be a competitive
destination involves the ability to provide the right product (with the expected quality) at the right time to the right
consumer segment. Destination competitiveness in developed countries is sensitive to changes in the business
environment, macroenvironment, and general infrastructure (KneževićCvelbar, Dwyer, Koman,&Mihalič, 2016).

Figure 1. The concern of hotels due to the example of Airbnb.

Dwyer and Kim (2003) pointed out that a competitive destination ought to be more successful than
competitors in various aspects of the overall tourist experience. Thus, to be competitive in the global tourism
marketplace, destinations have to beinnovative, distinctive, and continuously intensifying either the tourist’s
experience, or their satisfaction. Competitive advantage can only be created by improved responsiveness to
customer needs and preferences, innovativeness, service quality, price and the so-called non-price factors, etc.
Recreational sport experiences
One of the main leisure activities is tourism. Modern tourism, the precursor of which has been the tour of
man since antiquity, has become a multifarious phenomenon with social, economic, environmental and further
dimensions in recent decades. Tourism is a very important factor for people's lives. Free time is something that
affects all human activities in modern and pressing life, especially in big cities. The tourist behavior of people at
different lengths and widths of the earth are examples of how tourism leaders should move.
According to the United Nations World Tourism Organization (UNWTO), adventure tourism is «a trip
that includes at least two of the following three elements: physical activity, natural environment, and cultural
immersion» (UNWTO, 2014). Adventure tourism can be «soft» or «hard». Differentiating between the two is
somewhat subjective but is loosely based on the level of experience required, the level of fitness required, and the
degree to which the participant is exposed to risk (UNWTO, 2014). Examples of soft adventure include wildlife
viewing or moderate hiking, whereas river rafting or rock climbing would usually be considered hard adventure.
Another term that is used, one that overlaps with the definitions of outdoor recreation and adventure tourism, is
nature-based tourism, which refers to «those tourism experiences that are directly or indirectly dependent on the
natural environment» (Tourism BC, 2005b, p.6). This term is often used to describe activities that are closely
connected to nature, such as whale watching, birding, or self-propelled travel such as hiking and kayaking.Outdoor
recreation conceptually involves any environmental, athletic, recreational activity of social awareness in the form
of a simple exercise or structured program which takes place in natural environments (Kouthouris, 2009).Outdoor
recreation activity programs do not concern themselves with participants’ physical improvement or empowerment,
rather with their feelings of satisfaction and pleasure. This results in benefits that arise effortlessly, prompting
participants to engage in life-long exercise without making any demands on high performance on their part (Dantsi,
Balaska&Alexandris, 2008). According to Tzetzis(2007), increased interest in exercise helps people enhance its
resulting benefits that directly relate to the quality of their lives.
Tourists seek for an unforgettable travel experience.Not just for the accommodation, but real enjoy of life.
Thus, tourist destinations should be geared to create functional and recreational values to meet tourists’
expectations. Entertainment services (eg leisure facilities, spa, sightseeing etc) focuses on creating value for the
customer.

Figure 2. The provision of sport and recreational services.
Hotels and other holiday centers emphasize on the availability of facilities and sports opportunities. The
total health care, the active rest and the exercise of the body concern a sizeable portion of the tourism industry. The
wider hospitality sector owns the spa hotels, the health tourism centers, the leased coastline, the agrotourism
lodges, the sport hotels and the camps (Gatti, Mereu and Tagliafero 2000). The provision of sports and recreational
services is now lucrative for businesses and generates increased profits, repeated customers, enriched experience
for customers of all ages and higher value added to the hotel (Choy, 2000). There is a need to encourage the
"active" faith among tourists and to develop long-term relationships with them (Fyall, Callod and Edwards 2003).
Relaxation, recreation and resting are the main motivators of international travel (52%) (UNWTO 2014).
The Mediterranean, dominated by the sun-and-sea tourism product, is the leading tourism micro region with around
200 million tourist arrivals in 2013 (UNWTO 2014). Although the sun-and-sea product is the dominant tourism
product in all Mediterranean countries, including Croatia, survival on the highly demanding market dictates the
need for innovation and development of new products. Influenced by extremely high competition and significant,
layered social change, a new concept of sun-and-sea travelling is being developed, based on premises such as

'social experience', 'localization', 'sustainability', 'healthy life', 'individualization and personalization' (Živoder and
Čorak 2015).
Wellness and wellbeing have become important segments of the tourism industry according to Konu
(2010). A definition provided by Failte Ireland (2010) wellness hotel is a property where the main purpose of the
business is to offer a full-service wellness, treatment, spa or sports facilities and that the property is the holiday
destination. Other concepts associated with wellness and wellbeing in terms of tourism includes health tourism,
sports and healthcare tourism. Wellness, sports and heath care products are usually associated with luxury
properties and five-star hotels. However, operators have identified a niche in the market for wellness, sports and
health tourism and have realized that they do not have to be connected to a five-star hotel to be successful.
Wellness, sports and health care have also been associated with lifestyle, consequently consumers want to access
products that provide this lifestyle as part of their holiday / vacation. This trend provides a wide range of facilities
including spas, heath center, treatment center, outdoor pursuits, gyms, meditating, yoga, sauna, treatment therapies
and so on. It is a wide-range area, however, for the purposes of this trend the focus is on the wellness and sports
hotel. This is a growing trend despite global recession. The sport hotel attracts the sports enthusiast or provides a
complete sports concept for the active tourist offering a sports theme / concept and trends (Hackett and Melia
2012).
International tourist hotels must focus on creating functional and leisure values to satisfy customer
expectations. In addition to offering accommodations and dinning services, the provision of entertainment services
(i.e., leisure facilities and guided tours to surrounding attractions) is essential to creating customer value. Hotels
must integrate multiple services or use innovative ways to link existing services to satisfy the functionality and
pleasure related requirements of customers. Successful innovation depends on the convergence of various functions
(Lee et al. 2012; Tang, Wang and Tang 2015).
PURPOSE
The purpose of this research was to examine the destination’s competitiveness from the tourists’
perspective in Eastern Macedonia and Thrace.Furthermore, this research will provide a glance at travel behavior of
different nationalities that include also their preferred outdoor recreational activities.
METHODOLOGY
Sample
For the purposes of this research 4,000 questionnaires were surveyed and 3637 returned back and 3070
which were totally completed were evaluated. The number of men in the survey was 1596 while the women were
1302. There were 172 people who did not answer this question. There were three age groups divided the survey
sample. The first was from 17-39 years (original maturity), the second from 40-59 years (middle adulthood) and the
third 60 years and over (final maturity) (Gibson, 1994).
Questionnaire
The scale of Meng (2006) was used in this research which was about the Destination Competitiveness
from the Tourists’ Perspective. The theoretical concepts of the research were four. First the Quality of vacation
Experience (with 4 phases): Pre-trip planning, En-Route Experience, Destination On-site and After-trip. Second the
Perceived Destination Competitiveness, third the Tourist Involvement and fourth the Motivation.
The first theoretical concept of the research was the Quality of vacation Experience which had 4 phases.
Pre-trip Planning Phase with 4 questions, the En-route Experience Phase with 6 questions, the Destination On-site
Phase with 10 questions and the After-trip Phase with 5 questions. The second theoretical concept of the research
was the Perceived Destination Competitiveness with 21 questions. The third theoretical concept of the research was
the Tourist Involvement with 11 questions based on two scales for the involvement: Personal Involvement
Inventory (PII) and Consumer Involvement Profile (CIP). The fourth theoretical concept of the research was the
Motivation of tourists with 12 questions. Finally, the questionnaire had five questions regarding general travel
behavior of tourists and at the last page there were 7 questions for the description of their holidays, 1 question
about the area of the 13 regions of the country where they usually go on vacation and 1 question about the sport
activities they choose to perform in the vacation area. The last part contained 10 questions about demographic
characteristics such as residence place, gender, age of participants, marital status, number of people included in the
family, the number of children and their ages, educational level, annual income and occupation.
The questionnaires were in English and translated in Greek, German, Polish and Bulgarian language
adapted to different nations in order to approach foreign tourists coming to the destinations in Greece. The
procedure of double translation for each of the languages was followed and afterwards the questionnaire was
translated from English (original) in Greek and adapted to the needs of the research. The Romanian participants in
the research completed questionnaires which were translated in English.
Sport outdoor recreation activities that were included in the questionnaire were the most known: canoeing
on lakes, rivers and sea, rafting, archery, diving, sport shooting, M.T.B. (Mountain bike), hiking, orientation,
climbing - rappel, Flying-fox (rope games), mountain hiking, water sports, paragliding, motor sports and other.

All the questionnaire responses were given in 5point scale of Likert from 1 "not at all important" to 5
"very important". In the case of the tourist involvement on vacation, the 5point scale of Likert was from 1
"absolutely disagree" to 5 "totally agree".
Process
The survey was conducted in the 13th Region of the country, East Macedonia and Thrace, including five
prefectures with a total area of 14,157 km². The prefectures of the region are the prefecture of Drama, the
prefecture of Kavala, the prefecture of Xanthi, the prefecture of Rodopi and the prefecture of Evros. There are two
islands in the area, the island of Thassos, which administratively belongs to the prefecture of Kavala and the island
of Samothraki, which administratively belongs to the prefecture of Evros. Furthermore, the area is famous for its
incredible natural beauty, with areas protected by the international convention RAMSAR and the European treaty
NATURA 2000. The area also has important mountainous parts of the Rodopi mountain range with the highest
mountain Mount Falakro, which also has the northernmost ski resort of the country.
The survey sample was tourists and random visitors found in the research area from 1-1-2015 to 31-122015. Participants participated voluntarily in the survey. Informed of the content of the questionnaire and the
purpose of the survey and then completed the questionnaire. The places that the questionnaire was distributed were
the hotels, on ships (ferry boat schedules Keramoti - Limenas Thasos Alexandroupolis - Samothrace line), at
beaches (the island of Thasos and Samothrace, in Xanthi and Alexandroupolis) and at destinations where outdoor
recreational activities took place (in different points of the river Nestos delta Evros river, the canyon of the river
Aggitis, in Vistonida lake in Livaditi waterfall in Xanthi, the narrow river Nestos, the ski center of Falakro Drama),
and at the city centers of Drama, Kavala, Xanthi, Komotini and Alexandroupoli or outdoor in the suburban forest of
Xanthi, the monasteries of Xanthi, in Nymfaia area in Komotini, at the Kavala castle and in Dadia forest.
RESULTS
Frequency analysis was used for the demographic characteristics. Age was recorded according to the
model in three life eras (Gibson 1994): Era 1: Initial Adultness (17-39 years), Era 2: Medium Adultness (40-59
years) and Era 3: Final Adultness (60 years and over).The age group was 3 to 17-39 years 69.8%, 40-59 years
24.7% 60 years and over 1,7% (Gibson, 1994).
Table 1. Frequencies in percentages of the age categories.
Age

Percentage %

17-39

69.8

40-59

24.7

60 plus

1.7
Table 2. Frequencies of the gender for each nationality.

Countries

Men

Women

Total

Greece

873

793

1666

Great Britain

138

113

251

Germany

152

81

233

Poland

67

89

156

Bulgaria

292

169

461

Cyprus

36

31

67

Romania

37

27

64

Total

1595

1303

2898

Perceived Destination Competitiveness
Factor analyses through the principal component analysis and the varimax rotation were implemented for
this research. The number of the factors were determined by using the criterion of eigenvalues, which should have
been greater than one (>1). Also, the maximum iterations number of convergence should have been equal to .40.
Thus, the factorial and reliability analysis revealed the following results.
Factor 1: Destination management and marketing
Cronbach a = 0,78
Expl.variance = 14,70
Questions:
19. The price - quality ratio is good for the overall travel experience.
14. The overall stay experience at the place of destination 'fits' the visitor's needs.
18. The dedication of the place of destination to provide an adequate holiday experience.
12. Competitive prices for the whole package holidays in relation to competing destinations.
16. The nature of the location of the destination helps guests to work with comfort in their daily activities
(exchange money, knowledge of the language of the visitor, ease in bookings, etc.).
20. The constant dedication of destination to the continuous improvement and development of quality benefits.
13. The dedication of the place destination to promoting its positive image.
Factor 2: Accessibility and Information Availability
Cronbach a = 0,72
Expl.variance = 11,09
Questions:
1. Easy access to the place of destination (frequency / possibility of transferring).
2. Smooth journey to and from the place of destination.
4. Travel arrangements according to the place of destination without experiencing any problems.
3. Easy access to important information about the destination before traveling.
7. High quality tourism infrastructure (accommodation, restaurants, local transportation network,
telecommunications systems, provision of health services, etc.).
Factor 3: Tourism attributes
Cronbach a = 0,74
Expl.variance = 12,38
Questions:
21. The overall favorable image that the destination has in the global community.
22. The alliance/connection of the place of destination with intermediaries in the tourism sector (travel agents,
airlines, hotel chains, etc.).
9. A satisfactory variety of activities offered to tourists at the place of destination (festivals, entertainment,
nightlife, etc.).
15. Easy access to important information about the destination before traveling.
17. Political instructions favorable to tourists (low or no tax on tourist services, access to public facilities such as
museums and public buildings, etc.).
Factor 4: Price and value
Cronbach a = 0,70
Expl.variance = 10,42
Questions:
8. The dedication in the preservation of the environment of the place of destination.
6. Unique tourist sights (natural environment, historical/cultural/world heritage sights, local culture, customs, etc.).
10. Friendliness and hospitality of local people.
11. High quality services/facilities at the place of destination.

Figure 3. Mean scores of created factors of questions in 5point scale of Likert.
Recreational sport activities
Furthermore, tourists were asked about the sport activities that they were participated in or would like to
participate. Sport outdoor recreation activities that were included in the questionnaire were the most known:
canoeing on lakes, rivers and sea, rafting, archery, diving, sport shooting, M.T.B. (Mountain bike), hiking,
orientation, climbing - rappel, Flying-fox (rope games), mountain hiking, water sports, paragliding, motor sports
and other.

Figure 3. The number of tourists that selected moderate intensity activities.

Nationalities

Figure 4. The number of tourists that selected vigorous intensity activities.
Recreational sport activities preferences by each nationality
Canoe-

Water

kayak

sports

Rafting

ClimbingRappelling

Diving

Mountain

Mountain

Flying

hiking

bike

fox

(M.T.B.)

Greek

33%

39%

28%

British

37%

33%

30%

German

33%

Polish

31%

Bulgarian

27%

Cypriot

26%

Romanian

34%
40%

33%
29%

25%
26%

25%

39%

25%

22%

23%
34%

27%

The general travel behavior of tourists
The frequency responses of the question “How many nights do you usually stay in the vacation destination?” were
divided into three categories:
•

1 night up to 2 nights (103 tourists),

•

from 3 nights to 6 nights (2240 tourists),

•

7 nights and more (676 tourists).

The question “In the past 18 months, how many vacations have you taken (for more than two nights away from
home)?” was recorded in three groups:
•

0-2 times, 887 answered it

•

3 to 6 times, 1864 answered it

•

7 or more times, 250 selected it

Figure 5. The above question is presented according to categories and nationalities.
Finally, the question “Who do you usually travel with on your vacation?” was divided into six categories:
•

Alone 5,5%,

•

Spouse/Partner 28,3%,

•

Family members/Relatives 19,9%,

•

Friends 37,6 %,

•

Organized group 4,9% and

•

other 3,8%.
CONCLUSIONS

To develop modern tourism products and turn them into creative lures that will attract visitors and make
them loyal to a business or a tourist destination, businesses and Destination Management Organizations (DMOs)
will need to develop strategies and policies, which will be based on their tourist resources and will enrich them
with intangible stories, myths, emotional experiences, events and activities.
Therefore, the quality of tourism experiences is the key to the competitive advantages of the destinations. A quality
tourism experience would influence their decision-making, image, and future behavioural intention toward the
destination. Keyword? -> Competitive consumption

Figure 6. The proposal in order to face the problem of reduced reservations.
A destination can be considered competitive if the destination is able to attract and satisfy consumers. This
involves high knowledge standards about the destination, entrepreneurs, supplier and tourists (Pechlaner, 1999).
Destinations compete to attract these pleasure travellers by emphasizing the experience they should offer (Ritchie
&Crouch, 2000, 2003; Dalakis, Yfantidou, Tsitskari, Costa &Tzetzis, 2016). To achieve competitive advantages for
a certain tourist destination, the destination must ensure that its overall attractiveness and the tourist experience
offered are superior to the visitor’s alternative destinations and choices (Dwyer et al., 2004).
In order for a destination site to pursue a competitive market share, it must comprehend the different components
and processes involved in tourist decision-making. And although the concept of recreation as a multi-phase
experience (Van Raaij and Francken, 1984) has been widely accepted, such a systematic, holistic approach to tourist
decision-making factors, supported by direct empirical evidence, has not been applied widely and thoroughly in
Greece.
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ABSTRACT
This paper examines visitor management in the German-Swiss border area of the Lake Constance region.
Taking a customer perspective, it determines the requirements for an application with the ability to optimize
personal mobility. In the summer months, Lake Constance is also a popular destination for leisure tourists, which
causes overtourism. The research area is the Lake Constance region. Its unique location with the three neighboring
countries of Germany, Austria, and Switzerland all bordering one lake have made the region extremely popular
with both international and domestic visitors. In addition to leisure tourism, exchange rate differences (and the
ability to recover sales tax differences) have caused year-round shopping tourism to develop in the region. Due to
the favorable exchange rate, many Swiss will cross the border to do their weekly shopping in the border cities of
Konstanz, Singen, or Radolfzell. Their location on the shores of Lake Constance has an effect on (traffic)
infrastructure, which leads to congestion, especially in the high season in summer, when the different streams of
visitors coincide.
For the first time, the research results presented here, offer possible solutions, in particular by showing
how a mobile application for visitors could defuse the situation. A quantitative study and a survey of focus groups
were conducted to identify movement patterns of different types of visitors and their requirements concerning the
development of a visitor management application. Visitors want an app that provides real-time forecasts of issues
such as traffic, parking, and queues and, at the same time, enables them to create a personal activity schedule based
on this information. The results may lead to an optimization and separation of mobility flows in the research area
and be helpful to municipal planners, destination marketing organizations (DMOs), and visitors.
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ABSTRACT
Terrorism and tourism are concepts that have always been interconnected. In particular, in the past decade,
the revival of international terrorism, especially in tourist destinations, is changing the global touristic map, making
the stay unsafe to those traveling and also having a major material or financial effect which is associated with
disasters in infrastructure, reducing tourism revenue, loss of jobs, reduction in investments and more. The purpose
of the present research is to investigate the usefulness and effectiveness of smart tools and techniques in preventing
and confronting with terrorist acts and/or managing the tourist destinations after a possible bad event, in order to
integrate and adapt them to the Greek territory.
INTRODUCTION
While the global tourism industry has been steadily booming over the past decade, the revival of
international terrorism with repeatedly major terrorist attacks on big and classic touristic destinations is changing
the map of global tourism. Moreover, in addition to the factors that make a destination attractive, security plays an
important role in decision making, with tourists becoming more and more sensitive in this area.
In the period that terrorist attacks take place, tourists, civilians, and many others are threatened. The same
effect is seen in tourism infrastructure, which may be completely destroyed. Also, after the terrorist attacks, tourists
are losing confidence and usually do not travel to the affected destinations again. And while, as a whole, the rise in
tourism is not hampered by local terrorist attacks, the consequences for the tourist destination that is being hit are
almost immediate. As a result, the tourist product of the destination may experience a major recession, which is
likely to lead to much more severe financial problems such as job losses, a decline in investment, and more,
especially in countries with almost exclusive dependence from tourism.
OBJECTIVES
Specifically in Greece, the contribution of the touristic sector in the economy (30.9% of GDP, 25.9% in
employment, 33.1 million tourists and cruise passengers and 15.6 € billion in revenue, excluding cruise revenues
(inset.gr, 2019 - Data for 2018), is such as to say that it highlights the need to implement a rigorous institutional
framework for the prevention and deterrence of terrorist acts and in addition the need for the use of smart tools and
techniques so as to enhance the sense of security and confidence of visitors to the destination.
METHODS
At this point we have to specify that the present study is ongoing, as part of data collection and processing
of the primary research, which is being carried out on two levels, so as to include a broad –relatively- sample that
can ensure as much objectiveness as possible (big representation of the population and thus enhancement in the
credibility of the survey results). The first level involves the provision of questionnaires to public sectors, affected
by the "cost" of terrorist attacks, (customs, municipalities - gateways for tourists receiving "direct costs"
(destruction of property), and to locations/enterprises such as airports, hotels and respectively of the 'indirect costs'
(cancellations of flights or reservations) terrorist acts. Secondly, through the process of personal interviews with
representatives - leading bodies involved in the planning of tourism destination policies (representatives of
municipality and public services in general, and also DMO representatives), their readiness to respond to potential
terrorist or the actions they will take when a terrorist activity happens (if they occur, if it is possible to determine
the average recovery time and restoration to normal operation so that they can be formulated on this basis as well).
Also, we investigate the ability to implement risk management protocols, emergency plans and disaster recovery
programs following terrorist acts. Secondly, through the process of personal interviews with representatives
involved in the planning of tourism policies of destinations (representatives of municipal and public services in
general, but also DMO representatives), it is investigated the level of their readiness to respond to possible terrorist
activity and if/when they occur, whether it is possible to determine the average recovery time and restoration to
normal operation so that they can be formulated on this basis as well. Another field is the adapt risk management
protocols, emergency plans, and disaster recovery programs following terrorist acts.
The structure and development of the above questionnaires and interviews include all types of closed and

some open-ended questions so that by combining and cross-checking the answers given by the surveyed sample,
the correctness and integrity of the answers can be checked and ensured. Completeness and reliability of the
research results are also a significant factor which is being taken into consideration as possible as it can be. The
results will be processed through descriptive and inferential statistical methods, multiple regression and reliability
analysis.
Concerning the secondary research, this is the analysis and elaboration of the results after comparing some
indicators with reference to terrorism between the prices received by Greece and those obtained by the countries
with the main competing tourism products (as derived from study: Spain, Portugal, Italy, Malta, Turkey, Croatia).
For this purpose, “Table 1” lists the results obtained from the 2018 Global Competitiveness Report among 140
countries on the safety of destinations, as formulated on the basis of its individual indicators (Organized Crime
Index, homicide rate, impacts by terrorism and also the credibility of the police). Specifically, according to these
results, based on the index of organized crime and the prices formed by the answers to the question "Impose costs
on businesses’’ Greece takes the 69th position with 68.57%, which indicates a slight tolerance of respondents to the
damage suffered by businesses from terrorist acts, while from the competition only Italy and Turkey seem to have
suffered more damages. Furthermore, the homicide rate did not differ significantly between countries, with the
exception of Turkey which had almost double the homicide rates than the average of the other countries, while also
in terms of the terrorism impact index only Turkey has a very high rate of impacts and losses. Finally, in terms of
the credibility of the police authorities in each country, Spain and Portugal have a high rating of 87.14% and
82.86% respectively, while the rates of the rest of the countries are lower but at the same level. However, as far as
Greece is concerned, policing appears to be inadequate as it falls below the European average (World Economic
Forum, 2018).
Table 1: Country rankings based on safety indicators

Analyzing the above, it appears that the Greek tourist product is significantly superior to that of Turkey,
but this is mainly due to the recent successive terrorist attacks particularly over the last five years (22 terrorist
attacks took place only in 2016, as well as a coup attempt), which contributed to weakening the sense of security of
visitors and the overall credibility of country, subsequently shifting tourist flows to safer destinations like Greece
Spain and Croatia.
In conclusion, the fact that in recent years, terrorism and geopolitical turmoil have burdened and
weakened competing tourism products has created a comparative advantage for Greece by bringing its tourism
product into a watershed of partially lost revenue from the competition which reflected as a positive sign for the
country in revenue and construction of tourist infrastructure. Based on Travel & Tourism Competitiveness for
2019, Greece was ranked 61st out of a total of 140 most secure tourist destinations worldwide with 80%, higher
than the global average for safety (76.14%), but lower than average of the main competitor countries that are
compared in this study (World Economic Forum, 2019). However, tourism industry analysts argue that after the
terrorist attack on the Nice beach in France on the night of July 14, no city or country can be considered safe, a fact
that is considered a turning point for tourism in Europe in general. It even led the US State Department to issue a
directive that drew particular attention to travel in Europe.
This pillar measures the extent to which a country exposes tourists and businesses to security risks mainly

related in serious harm to people (violence and terrorism)
Table 2: Country rankings based on safety and security

Concerning the type of terrorist attacks, in particular after and before the unprecedented wave that took
place in the territories of EU member states. mainly over the last five years, we would say that it needs further
investigation, as in addition to the other issues mentioned, there were even problems of cooperation or exchange of
information between the various services of the States, so on this basis and in the fight against terrorism, (9th /
2017) the Terrorism Task Force (TERR) (European Parliament, 2018a) was formed. In this perspective, the study
will gradually be limited to comparing the results from the reference countries here, except Turkey, as it is
considered that there is no leakage of tourists due to the ongoing terrorist attacks on its territory, but also as
research data on which the present survey will be based, have been exported from the participation of 17 EU
member states. Focusing on competitive products, the survey showed that out of the 129 terrorist attacks in the EU
territory above, 7 took place in Greece, ranking the country fifth after England (60 attacks), France (30 attacks),
Italy ( 13 attacks) and Spain (11 attacks). However, although in a relatively high-risk position, the fact remains that
in Greece terrorist attacks are almost entirely linked to left-wing, extremist-anarchist movements or ideologies,
followed by Italy and Spain, while in the rest of the Union countries terrorist attacks mainly contain nationalist or
jihadist references, communicating, in general, the global trend and giving the country a lead over the main
competitors products (Spain and Italy) in terms of choice as a safe tourist destination (European Parliament, 2019).
However, if we take into consideration the large migratory and refugee flows that Greece has received –
especially- in the last five years, with extreme events such as those that took and still taking place in the islands of
the northeast Aegean (Samos,Lesvos, Chios, Kos), the uncertainty about the living conditions in these destinations
is greatly intensified and there is a right to raise an additional concern about the management of these populations
and the impacts (economic, social, humanitarian) that they may have. Already, despite the motives that are given
through “social tourism” (more days of stay) to boost the tourism flows to these destinations, tourism losses are
enormous (European Parliament, 2018b). In addition, by looking at refugee phenomenon as a whole, the
penetration of Islamic terrorists within Europe through migratory flows, favors the rise of far-right nationalist
parties and enhances the chances of terrorist actions, leading most European governments to increase security

measures, a fact that raises some necessary additional costs, and deprives funds from other important social sectors
and at the same time limits fundamental principles of European construction, in particular the free movement of
persons (European Union, 1992).
From every aspect, this study harmonizes and seeks to promote the principles that the EU's anti- terrorism
strategy, on the prevention, protection, prosecution and response in terrorist acts, are based. However, crisis
prevention usualy relates to extremely complex scenarios and often becomes impossible (European Council, 2005).
That is why, while many crisis prevention theories have been formulated, there are many more that focus to deescalation , both during the crisis and in the post-crisis phase. There are, of course, warning signs that, if are
quickly realized, a possible crisis magnitude may be reduced or we can even avoid it before it escalates, but all this
implies that the city authorities, private businesses and groups of citizens can access real- time data.
The above estimations, regarding the type and extent of terrorism, are necessary to guide the study in the
search for appropriate tools and techniques to prevent it or in the case of terrorist acts in the immediate response of
state mechanisms for the management of the phenomenon and limitation of its footprint to the affected destinations.
The above should, however, also take into account the fact that new technologies are available and can likewise be
used by terrorists both in organizing and executing their projects. Last but not least we have to emphasize in the
correlation between cost and benefits as far as the measures taken in the places of reception and gathering of
tourists is concerned (eg. Airports,media,recreational areas..) because with the above measures we have a
significant rise in peoples feeling of security but at the same time we also have possible problems due to the
obstruction so the opposite feeling of insecurity or fear appears many times.
The implementation of smart approaches, such as crime mapping platforms, CCTV cameras ,video
surveillance systems, fire detection and noise sensing software, agile security and step resolution systems, and large
data or multimedia systems with which citizens have the ability to share anonymously informations is considered to
help in prevent or limit terrorism and risk management. In this case, crime mapping platforms using Geographic
Information Systems (GIS) allow crime analysts to identify, visualize, map and analyze crime patterns, understand
better the root causes of crime and also decode other data sets (demographics, sites and general information) that
could assist law enforcement administrators in quicker intervention and also positioning the police forces better
(ersi.com, nd). Regarding the use of CCTV cameras and video surveillance systems we would say that their
purpose is primarily to prevent and limit offensive behaviors or if after they occur, in identifying and providing
information about the perpetrators (Ministry of Public Order, 2004). As a result, public authorities could more
easily read license plates, identify persons and detect suspicious or unlawful activity. Integrating smart sensors into
telecommunications or information systems would also add significant weight to public safety, infrastructure and
construction control, as well as situations that require immediate intervention and order restoration.
CONCLUSIONS
1. The touristic product of the country appeared to have overcomed the crisis, but this was largely done
as a result of the volatility (geopolitical and economic) of competing countries (Turkey, Egypt, France).
2. Greece is considered to be a safe destination, but in the event of emergencies it seems that security
measures are insufficient or at least there is no single plan for risk management .
3. Review and harmonize the security measures according the EU standards of the anti-terrorism
authorities.
4. The management of refugee flows is an issue that needs special attention, as the largest refugee areas
are the islands of the northeast Aegean, which are almost exclusively dependented on tourism, so a picture of
abandonment or even lack of an organized plan , would have a huge impact on the local communities as well as the
whole country.
5. Control in the media coverege so that a bad event , will be covered objectively and without any
exaduration as this could cost hugely in a countrys image abroad.
6. Adaptation and implementation of 'smart tools' for the prevention of terrorism, which may also
require the involvement of citizens, first and foremost to enhance their sense of security, while also reinforcing
their sense that they are active citizens.
7. Restorion of the image and display the strengths to maintain and grow the market share.
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ABSTRACT
This research will enhance the existing and create new knowledge in the field of Destination Management
Organizations (DMO’s) and more specifically the effectiveness and efficiency of them. New methodological tools
will be created that will enable us to improve the operation of (DMO's). This will be accomplished by taking a
systemic approach towards the various stakeholders that comprise the destination. We believe that even though
DMO's are important for the destination and the local communities they have not, so far, fulfilled their potential to
the fullest.
INTRODUCTION
Tourism is a worldwide industry that especially after the recent economic crisis is considered very
important in creating employment and boosting economy at a local and national level. World tourism Organization
(WTO) reported 1.235 billion arrivals and 1.4 trillion dollars receipts for 2016. Regions and countries make extra
efforts in order to make their destinations stand out from the competition and improve their competitiveness.
Furthermore another major change is the fact that the industry has become even more complex and
interrelated the last years. While in the past the industry was dominated by tour operators, travel agencies and
printed material, nowadays the emergence of Online Travel Agents (OTA's) and the concept of shared economy
(AirbnB) has increased the competition among the industry players. Also it has created more complex and
interrelated relationships among the major stakeholders of the tourism system. Knowledge is in the center of the
above changes. McLeod and Vaughan (2015, p. 1) state that knowledge is “a key ingredient by which the tourism
sector can adjust and adapt to its dynamic environment".
Destinations need to respond to all these changes and create a framework where all the stakeholders can
work together to increase the effectiveness and efficiency of the destination and where all can benefit not at the
detriment of the others. The power has also shifted from the supply side (businesses) to the demand side (tourists)
and this is something that destinations need to bear in mind.
Destination Management Organizations (DMOS)
In general, DMO is oriented to organize “the various components of the territory, guiding them towards a
strategy and a common value through a planned, governed and collective process” (Varra et al., 2012). Several
authors (Ritchie and Crouch, 2003; Dredge, 2006; Bornhorst et al., 2010; Volgger and Pechlaner, 2014; Pike and
Page, 2014) suggest that the sustainable and competitive development of tourist destinations is highly related to the
ability of the DMOs to manage destinations. The DMO does also play the role of enhancing uniqueness and
authenticity of a destination increasing livelihood of it (Richard & Palmer, 2010).
The success of a destination relies on its coordinated approach towards planning, development,
management and marketing. On this issue a Destination Management Organization (DMO) can contribute greatly
in order to achieve the above.
Destinations are comprised from many different stakeholders as we call them such as hotels, restaurants,
travel agents, tour operators, government agencies and everyone who is operating in the destination and influence
the supply or demand in a smaller or bigger extent. Many of the above stakeholders though and in many cases have
conflicting interests and therefore they can potentially affect the destination negatively.
Destination research has primarily focused on identifying and classifying relevant stakeholders, while less
emphasis has been placed on stakeholders’ behavioral patterns and actual influence (e.g. Araujo & Bramwell,
1999; Bramwell & Sharman, 1999; Currie, Seaton & Wesley, 2009; Sautter & Leisen, 1999; Selin & Chavez,
1995). Recent research has broadened the perspectives by focusing on salience (Sheehan & Ritchie, 2005; Cooper,

Scott & Baggio, 2009) and interpretations of the influence and power of key stakeholders (Beritelli & Laesser,
2011) by differentiating stakeholders based on their potential to threaten and to cooperate. Hotels and hotel
associations were considered the most salient, followed by local and regional government. Cooper et al. (2009)
found that destination management is controlled by a limited number of stakeholders, based on perceived salience,
as key stakeholders form elite at the core of its network.
Having the above in mind DMO's need to become those that can coordinate them and offer a vision and a
holistic approach on how the destination can market, promote, protect the environment , minimize the negative
impacts of tourism activities, respond to crisis etc. The above are only a few of the contributions that a DMO can
offer to a destination. This is the reason why DMO's play a leading role in most destinations. It takes a strategic
approach to link- up very different entities for the better management of the destination and this is something that
only DMO’s can offer.
DMO'S are here to articulate complex range of strategic objectives as well. Furthermore , on the contrary to most
private enterprises DMO's focus not only on tourists but on quality of life and residents of the host country/region.
The latter is what makes it for me interesting and challenging and worth to investigate further.
The Stakeholders
First of all, we could deﬁne the term fairly narrowly to capture the idea that any business, large or small, is about
creating value for “those groups without whose support, the business would cease to be viable” (Freeman et all,
2010).
There is also a somewhat broader deﬁnition that captures the idea that if a group or individual can affect a business,
then the executives must take that group into consideration in thinking about how to create value ” (Freeman et all,
2010).
Stakeholders can affect or be affected by the organization’s actions objectives and policies. Some examples of key
stakeholders are creditors, directors, employees, government, co- owners, suppliers or even the community from
which the business draws its resources.
However, not all stakeholders are equal. Freeman and Reed (1984) also define stakeholders as "those groups
without whose support the organization would cease to exist. The following table contains some examples:
Table 1: Stakeholders
Stakeholders:
Government

Stakeholder's concerns
Taxation, VAT, legislation, employment, truthful reporting, diversity, legalities,
externalities.

Employees

Rates of pay, job security, compensation, respect, truthful communication.

Customers

Value, quality, customer care, ethical products.

Suppliers

Providers of products and services used in the end product for the customer, equitable
business opportunities.

Creditors

Credit score, new contracts, liquidity.

Community

Jobs, involvement, environmental protection, shares, truthful communication.

Trade Unions

Quality, worker protection, jobs.

Owner(s)

Profitability, longevity, market share, market standing, succession planning, raising
capital, growth, social goals.

Investors

Return on investment, income.

In tourism, understanding the role and identifying the involved stakeholders may be even more difficult as
the tourism industry comprises a complex network of stakeholders and groups that have an interest in the
development, management and marketing of tourism for a particular destination. The support, commitment and
cooperation of these stakeholders to tourism in a destination is essential for the long-term sustainability of the
industry (Sustainable Tourism Online, 2009). Tourism stakeholders groups include industry operators, government
departments and associations, visitors, the community, investors / developers, land owners, industry associations,
tourism-related organizations, community and environmental groups.

All stakeholder need to participate in determining the direction of the organization in which they have a
stake (Byrd, 2007). Stakeholders can be geographically dispersed, belong to the private or public sector and have
little or big participation in the destination’s economy. Moreover, some stakeholders are more important than
others in determining the success of activities (Dabphet, 2012).
Effective stakeholder engagement must reduce potential conflicts between the tourists and host
community by involving the latter in shaping the way in which tourism develops (Macbeth, Burns, Chandler,
Revitt, & Veitch, 2002). Each group of stakeholders is a critical component of the tourism destination due to the
fact that the initiatives and thoughts of stakeholders are external to the strategic planning and management
processes (Dill, 1975).
Inskeep (1991) explains that in regard to implementation, the public sector is concerned with several
functions such as arranging developments, carrying out rules and regulations on tourism, developing main
infrastructure, advancing the appeal of public tourism and conducting marketing to promote tourism areas. In the
meantime, Gunn (1994) elaborates that the public sector function within the tourism industry is to increase tourist
satisfaction, enhance economic and business success, protect existing assets and preserve community integration.
The public sector is also more involved in planning, enforcing laws related to tourism destinations and managing
the construction of infrastructure as well as public tourism appeal.
The private sector on the other hand is more concerned about running profitable operations, developing
new products, earning market share, improving the quality of services/products, and the longevity of their firm.
Private firms are geared towards competing at all costs and regularly they have short term goals.
Tribe (1997) makes a distinction between external and internal stakeholders, depending on the power and influence
they have on the organization. He suggests that a hierarchy of stakeholders should be identified.
From all the above we understand the importance of stakeholders in the success of the DMO’s role. This is the
reason why stakeholder theory has become an important theoretical tool in the arsenal of the strategic management.
It is a theory that can be applied to a wide range of issues and environments and it will prove very useful in our
research.
Expected Contribution and purpose of study
From the above we clearly understand the importance of DMO's for the destination, the stakeholders and
the local community.
This research will focus on DMO's and more specifically on how to improve the effectiveness and
efficiency of them by using and applying existing theories and methodological tools and trying to advance the
existing knowledge on the topic. DMO'S may be useful but they have been accused of being ineffective and too
slow to adapt to new developments. Also it has been proven too difficult to measure their efficiency and
effectiveness.
And even though a lot has been written about DMO's what has not been analyzed is a systemic approach
that will include all stakeholders and measure the effectiveness and efficiency of these organizations. This
approach will not include only specific sectors of the economy where tools like benchmarking and EFQM can be
very useful but it will take a systemic approach. In this case the stakeholder theory and the business ecosystem
theory will prove very useful.
• In this context a methodological tool will be developed and applied in order to create new knowledge that
will improve the efficiency and effectiveness of DMO's.
• By improving the effectiveness and efficiency of DMO’s we help the destination as well to improve the
good use of the resources that the stakeholders possess and as a result improve their performance (e.g.
Return on investment)
• The successful function of DMO's can improve the competiveness of the destination and place the
destination in a leading/ strong position among competing destinations. That will strengthen the
competiveness of the businesses that are an integral part of the destination with subsequent positive
impacts to the local community.
• Also by developing the tools and methodology we can monitor the efficiency of the destination on a
regular basis and do the necessary adjustments when needed
Furthermore DMO's can do a lot more for the local community. This was also a starting point for me in
order to start thinking about the topic of the research and this is the ultimate contribution that this research can
make.
• By mitigating among the stakeholders, DMO's can minimize the negative effects of tourism activities.
They can protect the community from the degradation of the environment, minimize
sociocultural side effects, help to alleviate the problem of seasonality and establish a sustainable
way of how businesses operate.
• By improving the function of DMO's we help communities to reap the maximum possible benefits of
tourism development and minimize the negative side effects.

• Finally and very importantly various stakeholders including local communities will be included more
actively in the decision making process on issues regarding the development of their region.
Destination Cyprus
Cyprus is a popular Mediterranean holiday destination with more than 10.000 years history and impressive
recent performance of its tourism sector. According to Cyprus Statistical Service 3,652,073 tourists visited Cyprus
in 2017 and spent 2,639.billion euros. Table 1 & 2 below shows the development of tourists and revenue for the
last four years. The year 2017 was the best ever recorded for the Cypriot tourism sector and 2018 seems to be going
very well so far. As a destination it does face some challenges though where a DMO like C.T.O (Cyprus Tourism
Organization) can help in order to address those challenges. Seasonality, over dependence on major markets are
two among other issues where C.T.O can help. Therefore C.T.O is one of the major stakeholders which can play
this role and help Cyprus to reap the maximum benefits from its dynamic tourism development.
In this research Cyprus will be used as a case where the theoretical framework and methodological tools
will be implemented in order to extract scientifically verifiable data as to advance our knowledge on DMO’s.
C.T.O will be contacted and local stakeholders such as tour operators, hotels and local authorities in order to get the
access needed in order to conduct the research.
Table 2
Arrivals of tourists
PERIOD
JANUARY
FEBRUARY
MARCH
APRIL
MAY
JUNE
JULY
AUGUST
SEPTEMBER
OCTOBER
NOVEMBER
DECEMBER
JANUARYDECEMBER
% Change
(http://www.mof.gov.cy)

2014

2015

40,675
45,227
77,533
180,998
293,181
342,221
381,955
373,086
316,602
251,453
81,437
56,863
2,441,239

2016
48,607
65,988
137,013
225,575
364,943
413,114
482,132
458,645
421,201
357,194
124,192
87,927
3,186,531

41,799
50,709
97,479
201,495
307,449
336,967
414,527
392,272
360,899
269,363
108,093
78,348
2,659,405

1.5

8.9

19.8

2017
62,611
82,209
140,873
286,331
418,732
472,450
531,030
523,651
483,716
406,870
144,676
98,924
3,652,073
14.6

Table 3
Revenue
(€ mn)
2014
January
February
March
April
May
June
July
August
September
October
November
December
JANUARYDECEMBER
% Change

30.7
31.3
56.5
132.9
224.1
303.2
321.2
324.3
273.4
217.1
65.0
43.7

28.4
30.9
65.0
130.5
217.1
259.0
342.1
358.5
321.1
225.0
81.9
52.6

29.1
37.6
80.9
137.9
244.7
301.0
402.2
392.2
337.1
266.0
83.8
50.9

2017
35.4
46.6
86.1
189.6
291.5
347.2
425.7
423.6
371.0
277.1
89.5
55.8

2,023.4

2,112.1

2,363.4

2,639.1

-2.8

2015

4.4

2016

11.9

11.7

Research Process and questions
There is a lack of research though taking a systemic approach towards the destination, which is very
important since every stakeholder, affects the destination in a smaller or bigger part. There are several DMOs
operating privately or state funded but there is a not a systemic approach towards measuring their effectiveness.
There are performance indicators measuring the effectiveness of marketing or advertising campaigns but not a
method to measure their overall performance. In this way public money might not be properly allocated and private
investments might not offer the return on investment (ROI) that they could.
This research will shed a light into the complex inner workings of a destination and how interrelated
organizations (e.g. hotels, government agencies,) affect each other. This research will provide also practical tips on
how various and very often conflicting firms can work together and align their strategies. The result of this research
will be a tool/framework that will be used in various environments and occasions in order to measure the
effectiveness and efficiency of DMOs.
The research, will consist of the following tasks (which will include theoretical and managerial/practical
implications):
•
Extended research of the existing bibliography regarding Destination Management Organizations
(DMO’S). We will investigate the logic and the aims behind the existing models
Research Target: This aims to clarify, document and analyze the process followed so far, identify in more detail
the research gap and move forward with enriching the knowledge around the subject
•
To define clearly the context/boundaries of effectiveness and efficiency in relation to DMO’s.
Research target: We will specify how we measure effectiveness and the tools we use to do so and what consists
a successful paradigm
•
We will examine the theories of stakeholder and business ecosystems as well the tools of benchmarking
and EFQM model
Research target: how the above theories and models can help and be applied in tourism and the DMO’s
•
Examine the systemic approach in contrast to one-to-one approach towards stakeholders
Research target: We will specify how the systemic approach is different and how it will allow us to improve the
effectiveness of DMO’s
•
Examine how DMO’s role has changed over the last years and what is the optimum use of them in today’s
business environment
Research target: Identify common characteristics of successful DMO’s in the current tourism environment
•
Examine how DMO’S integrate and interrelate with the various stakeholders
Research target: What is the dynamic between stakeholders and DMO’S and show how each stakeholder affect
the destination
•
Examine what is the current status of DMO’s in Cyprus
Research target: Strengths and weaknesses of DMO’s and what are the proposals of the private sector to
improve DMO on the island
This research will take into account existing studies and bibliography and it will create an optimal model
of effective DMO using Cyprus as a resource of information and a testing ground of the results. If needed a
comparative analysis with other destinations might be conducted.
This study will suggest specific proposals for DMO’s to move forward and improve with significant
positive effects for the destination itself and the firms that operate in it.
Methodology
The research that we will undertake will require a multifaceted and multi-disciplinary procedure. There
are various methodologies, tools and approaches that will be used.
A descriptive study is undertaken in order to ascertain and be able to describe the characteristics of the
variables of interest in a situation (Sekaran, 2000). The focus is not on the explanation (Veal, 2011). In this type of
research we describe relevant aspects of the research topic. More specifically we will describe among other the
effectiveness and DMO terms.
With the explanatory research the researcher is trying to establish how one phenomenon is influenced by
another (Veal, 2011). This is where a researcher has an idea or has observed something and seeks to understand
more about it (Kowalczyk, 2014). Exploratory research helps determine the best research design and data collection
method (Shields, Patricia and Rangarjan, N., 2013). Moreover, it often relies on secondary research such as
reviewing available literature and/or data, or qualitative approaches such as informal discussions with employees,
management or competitors, and more formal approaches through in-depth interviews, focus groups, projective
methods, case studies or pilot studies.
In our case the descriptive research will describe the terms of effectiveness and DMO but the explanatory
will establish how DMO’s and efficiency are related.

Third type of research that will be used is evaluative. By using evaluative research we assess the success
of a policy or management action. In our case we will evaluate the effectiveness and efficiency of various DMO’S
and how well they perform.
All the above mentioned types have qualitative and quantitative characteristics. Van Maaten (1983)
defines qualitative methods as "an array of interpretive techniques which seek to describe, decode, translate and
otherwise come to terms with the meaning, not the frequency of certain more or less naturally occurring
phenomena in the social world". The qualitative methods that will be used are in-depth interviewing and analysis of
texts.
Veal (2011) states that quantitative research is a research in which, numbers are the main medium. We use
statistical, mathematical, numerical data or computational techniques. The objective of quantitative research is to
develop and employ mathematical models, theories and/or hypotheses pertaining the phenomena.
This research also will have more of an applied scope than a theoretical one. It will seek to address a
particular policy/management issue in contrast to research that will only result in general propositions. In our case
it will seek to address the issue of how to improve the efficiency of the DMO’s. Our research also will work on an
empirical and non-empirical level. The research will involve data (empirical) using quantitative and qualitative data
but it will use also theory and the literature (non-empirical).
The research will be more inductive in nature since new tools and theories will be created from the
examination of data collected from the field. Therefore primary data will be used which will be gathered by the
researcher (Veal, 2011) but also when appropriate secondary data will be gathered.
During the research destination management companies private and state owned will be contacted.
Moreover, major stakeholders of the region such as airlines, hotel and hotel associations which, play a major role in
forming strategies and influence decisions in tourism destinations, will be contacted.
The detailed steps of the methodology are the following:
Detailed comprehension and analysis of the bibliography concerning destination management, destination
management organizations (DMO’S), stakeholder theory, benchmarking, EFQM excellence
model, business ecosystems. Analysis of case studies that have been written concerning the
tourism sector, previous PhDs written on relevant topics and research on the internet, magazines
and newspapers. Also at this point we can examine destination management organizations and
identify key characteristics that have in common.
•
Identification of tools that are been used to measure effectiveness and identify all necessary theory
regarding economic models, statistical models that will be used in the research process. More
specifically in the context of business ecosystems theory and stakeholder theory we will use two
benchmarking techniques: the Data Envelopment Analysis (DEA) and the Stochastic Frontier
Analysis (SFA).
The DEA technique is appropriate for our research since it determines the efficiency of object (e.g.
businesses) participating in the benchmarking process. It is a non- parametric technique to measure productivity
with multiple inputs and outputs. The destination is exactly a place where multiple stakeholders with various inputs
are involved and produce numerous outputs. Furthermore the DEA technique uses variable weights and this is in
line with the fact that each stakeholder has a different level of influence. Finally the DEA technique gives the
researcher the opportunity to analyze and quantify the sources of inefficiency for every evaluated unit (Cook, Tone,
and Zhu, 2014). On the other hand we must also be aware of the shortcomings of this technique. The SFA is a
parametric technique that uses standard production function methodology. It may be used in modelling functional
relationships where you have theoretical bounds. SFA is used to model producer behavior, where producer in our
case can be any of the stakeholders participating in the destination business ecosystem.
The advantage of the SFA technique is that it produces efficiency estimates or efficiency scores of
individual producers. Therefore we will use this technique in order to identify inefficiency issues for each
stakeholder that need corrective measures. Moreover since efficiency scores vary across producers they can be
related to producers’ characteristics like size, ownership and size. This advantage gives us also the chance to relay
this technique to each stakeholder’s specific features. Finally the SFA technique provides us with a powerful tool to
examine effects of intervention. Therefore we will be able to examine any changes that are made by any of the
important stakeholders within the destination.
• After studying all relevant bibliography we will identify the gap in the bibliography and relevant gaps in
the practice of DMO’s that create problems in their operation and cooperation with the various
stakeholders
• Formulation of structured questionnaire for the collection of information from relevant managers that
promote the destination, cooperate with other firms in the tourism sector, local authorities.
Construction of variables, design questions and elaboration of working hypotheses
• Interviews with executives from the field that are relevant and deal with DMO’s and have knowledge of
such information will be conducted. These interviews will provide us with insight of how firms
interrelate with the other stakeholders and the destination as a whole.
•

• Analysis of the information given by the questionnaires and the interviews. Comparison with the
information obtained from secondary sources and studies. Construction of the basic model and
selection of variables to include.
• Gathering of results and finalization of model design, completion of the dissertation and presentation of
results.
Dissemination of the results
During the research period and more importantly after the end of it, it is suggested the Publication of the
research results in respected scientific journals, presentation in conferences as well as presentation to companies
that were used as resources during the research. Finally I believe it is important to present the conclusions to local
DMO’s such as the C.T.O and foreign tour operators who promote Cyprus as a destination.
Conclusion
DMO work, as the link between supply and demand. They promote market and build the image of the
destination. They also gather, process and use the information from customers and disseminate it to the various
interested stakeholders. Nowadays though, they need to move from just marketing and management organizations
to intelligent agents and knowledge gatekeepers. They also need to be able to respond swiftly to crisis and above all
to act as intermediaries and coordinators among the stakeholders. From the above we clearly understand the
complexity of the role that DMO's need to play. Therefore their effectiveness and efficiency in executing the above
roles is of great importance to all.
REFERENCES
Veal, A.J. (2011) “Research methods for leisure & Tourism, A practical guide”, 4th edn, Essex, Pearson education
ltd.
Stabler M.,Papatheodorou A. et al (2010), “The economics of Tourism”, 2nd edn, Oxon:Routledge
Freeman et all, (2010)” Stakeholder theory the state of the art”, Cambridge, Cambridge University Press.
Line N. (2018), “a multi-stakeholder market oriented approach to destination marketing”, Journal of destination
marketing & management, University of Central Florida, available at www.elsevier.com/locate/jdmm.
Varra L. Buzzigoli G., Loro R. (2012), “Innovation in the destination management: social dialogue, Knowledge
management processes and servant leadership in the tourism destination observatories”, Proceedings of the
International Conference on Leadership, Technology and Innovation Management, 2011, Elsevier ltd.
Sheenan L. Sanchez A. Presenza A. Abbate T., “The Intelligent Destination Management Organization” (2015),
Conference Proceedings of 18th Toulon-Verona International Conference Excellence in Services Palermo
(Italy),
Bornhorst, T., Ritchie, J.R.B., Sheehan, L. (2010). “Determinants of tourism success for DMOs & destinations: an
empirical examination of stakeholders' perspectives”. Tourism Management, 31(5), 572–589.
Pike, S., Page, S.J. (2014). “Destination marketing organizations and destination marketing: A narrative analysis of
the literature”. Tourism Management, 40, 202–227.
UNWTO (2013). Governance for the Tourism Sector and its Measurement. Madrid: UNWTO Cooper C. et al
(2000),” Tourism Principles and practice” 2nd edn, London, Prentice Hall Holloway C. (2004),
“Marketing for Tourism” 4th edn, Essex, Pearson Education limited Sustainable Tourism Online, (2015)
“Effective Destination Management Structures”, www.sustainabletourismonline.com
Scott N. et all (2017), “ Knowledge transfer to and within Tourism: Academic, Industry and government bridges”,
Bingley, Emerald publishing
http://www2.unwto.org/search/node/arrivals%202016 (accessed March 2018)

48. CITY BRANDING & DESTINATION SUSTAINABLE DEVELOPMENT. SMALL SCALE
CITIES OF BALKAN STATES
Evangelos Kiriakou
v.kiriakou.edessacity@gmail.com
Municipality of Edessa / FTU Ohrid – UKLO, Greece
http://www.edessacity.gr
Giorgos Palisidis
gpchef80@gmail.com
Harokopio University Athens, Greece http://www.hua.gr
Angela Vasileska
avasileska@yahoo.com
Macedonia,Faculty http://www.ftu.uklo.edu.mk
Sasho Korunovski
skorun@yahoo.com
Macedonia, UKLO - University of Bitola
http://www.uklo.edu.mk
Spyros Avdimiotis
rdoffice@gmail.com
International Hellenic University, Thessaloniki
Evangelos Christou
International Hellenic University, Thessaloniki,
ev.christou@gmail.com

ABSTRACT
The main purpose of this paperwork is to represent the developing proposals for understanding the
importance of the Destination Management in connection with City Branding towards Sustainable Development in
the area of Small Scale Destinations.
Quality of City Branding understanding, during the process for the Destination Management standards adoption.
First part of the paper is focused on the theory and concepts related to the topic while in the second part presented a
benchmarking approach for comparisons between EU Sustainable directives & Agenda 2030 standards required
according the law in comparison with EU Projects agreement of City Branding related with Natural, Structure,
Social & Culture Environment focus in Destinations Sites, Hospitality, Gastronomy, Activities and related services
as a useful tool to Destination Management Competitiveness. The last part contains the conclusions and the
proposals for improving the city branding as ongoing process understanding the citizen's & the visitor’s evaluation
in social media reviews as an interactive participative action.

