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Preface 

 

 

This is to welcome you to Istanbul with the purpose of participating in the 7th 

World Conference for Graduate Research in Tourism, Hospitality and Leisure, 3–8 

June 2014… 

First, let us begin refreshing our minds about the mission of this conference 

organisation that appears to be an academic commitment with the host of Ana-

tolia, an internationally well-respected journal of tourism and hospitality re-

search (http://www.tandf.co.uk/journals/RANA). Almost 12 years ago, we 

launched this conference series to provide a forum for research collaboration 

and mentoring of emerging tourism researchers in order to share their research 

experiences. Through our journey within this period, both the graduate stu-

dents and faculty members in the entire world have been inspired to contribute 

to the conference where the interdisciplinary aspects of tourism and hospitality 

areas have also been emphasized. Authors have been invited to submit papers 

across a wide spectrum not only in tourism, travel and hospitality but also in 

other relating fields on the condition that they have a close proximity with 

these subjects.  

In addition to the earlier three award categories (best paper, best thesis, and 

best dissertation), commencing from the previous conference we have 

launched an additional best paper award specifically given in recognition of an 

internationally well-respected scholar who has made a lifelong contribution to 

the dissemination of tourism research. In addition to Professors Jafar Jafari and 

Charles G. Goeldner as the first two presenters of this category, the organizing 

committee decided to nominate the best Ph.D. dissertation of this year’s sub-

mission for the recognition of Professor Abraham Pizam of the University of 

Central Florida who has made a lifelong contribution to internationally enlarg-

ing the border of tourism research, broadening the network of tourism re-

searchers and enriching the dimension of academic tourism literature. We are 

truly thankful to Professor Pizam for his positive response to become the third 

nominee in this category. Further, as we currently celebrate the 25th year of the 
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journal Anatolia, an additional “silver award” will be given to a winner in 

recognition of the contribution of Anatolia to tourism research. 

 

In this volume, you will find the proceedings including extended abstracts 

of those thesis and dissertations as well as of research papers (no more than 

2,000 words) that have been accepted for both oral and poster presentations at 

the conference and dealing with a wide range of aspects related to tourism, 

hospitality, and leisure. Out of 220 submissions, over 150 papers were re-

mained in the conference program for an oral presentation. The conference also 

received the interests of scholars affiliated with a large academic and geograph-

ic diversity representing 45 countries, e.g. Australia, Brazil, Canada, China, 

Croatia, Egypt, Greece, Hong Kong, Iran, Malaysia, Poland, Portugal, South 

Africa, Spain, Slovenia, Turkey, UAE, UK, and USA etc. We are proud to em-

phasize that the methodologies of the contributing authors include both quali-

tative and quantitative methods of the scientific inquiry ranging from survey 

methods to case studies. With this collaboration, tourism and its major compo-

nents are analyzed by both an institutionally and geographically diversified 

group of prospective and potential researchers affiliated with many institutions 

from west to east. 

From an academic perspective, as it did earlier, we certainly believe that this 

conference will enable academically-young scholars to meet their mature coun-

terparts to share experiences in order to advance their research knowledge and 

contribute to the dissemination of tourism research in wider settings. We hope 

that the conference attendants will return to their academic institutions and 

home countries feeling intellectually enriched and will also continue contrib-

uting to this growing field by making further progress in producing much rich-

er research outputs to open new horizons for future generations of both the 

academia and the industry. From the social and cultural perspective, in addi-

tion to various activities, the best paper, thesis and dissertation are awarded 

with a package including books and journal subscriptions with the courtesy of 

our sponsors. 

Finally, we are very grateful for the contribution of many colleagues, speak-

ers, track chairs, authors, reviewers, attendants and other staff and institutions 

who have contributed to this conference in different ways. We acknowledge 

the significant contribution of our keynote speakers (namely Abraham Pizam, 

Jafar Jafari, David Airey, Muzaffer Uysal, Cathy Hsu, and Yvette Reisinger), all 

those who have submitted their papers, and those who have participated in the 

conference by sharing their knowledge with others.  
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Last but not least, attempts to organise any kind of academic events would 

not be a fact without having a logistic support. As such, we are profoundly 

grateful to Eylin Babacan (Pamukkale University), Duygu Babat (Adıyaman 

University) and Gözde Türktarhan (Anadolu University) for their enthusiastic 

help, patience and hardwork. In addition, we would like to express our grati-

tudes to Universiti Utara Malaysia, Kartacatour, Routledge, Istanbul Conven-

tion & Visitors Bureau, Ekin Fuarcılık, Detay Yayıncılık, Polar West Tourism, 

and Kadir Has University, as our main sponsors, for their generous support. 

Without the unlimited support of the above all, we would not have been able to 

achieve our mission.  

 

In sum, we hope that the output of this conference would provide prosperity 

for scholars to expand their horizons and understand the significance of tour-

ism research as the catalyst of other research fields and as a tool to become 

more interrelated in the future.    
 

We wish you a very successful conference and enjoyable stay in Istanbul... 

 

 

 

Metin Kozak, Ph.D. 

Nazmi Kozak, Ph.D. 

Co-chairs 
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INTRODUCTION 

Spain, as many European countries, is facing an important economic crisis. De-

spite this, tourism sector has maintained a GDP average growth rate of around 

10% in these years (IET report 2013, 29). Since the beginning of economic reces-

sion in 2007, this sector has been one of the leading ones in helping to the Span-

ish economy recovery, showing a +0,6% contribution to GDP in 2013. In what 

refers to the city of Madrid, the capital of Spain, it has significantly reduced the 

number of travelers, overnights and room occupation along this period. On the 

other way, Madrid increased 5 stars hotels since 90’s until today, from 3 hotels 

in 1994 (some hotels decreased category due to changes in VAT regulation) to 

23 nowadays, 12 opened since 1998 and others reclassified. In this context, our 

paper will address the following questions: 

 

a) What is the real financial situation of those companies? 

b) Is it possible to predict possible insolvency? 

c) What will be their economic future? 
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LITERATURE REVIEW 

Studies about insolvency in companies started as a consequence of global eco-

nomic crisis of 1929.  Descriptive studies about bankruptcy led to predictive 

models supported in analysis and ratios according to financial statements.  Was 

not until end 60’s, when predictive models incorporated advanced quantitative 

models, we can consider valid until today (Graveline & Kokalari (2008) or 

Tascón y Castaño, (2012)).  Beaver (1966) and Altman (1968) studies were first 

in starting a new way about this kind of works. 

First studies could be considered as generalist. Since them, particular and do-

mestic works has been developed. On this way, it is not difficult to find particu-

lar works about insolvency predictive models related to a specific country (Ca-

ro et al, 2013, Abbas and Rashiem, 2013). Experiences over the world are de-

scribed, especially in Asia and Africa, in comparison with European previously 

developed countries. 

On the other hand, particular studies have been written from different perspec-

tives: 

 

a) Sectorial perspective: some studies show the importance of taken into 

consideration this effect. Possibility of bankruptcy is different for com-

panies with similar statements according with sector of the analyzed 

company. 

b) Analysis according to size. 

c) Consolidated companies against individual. 

 

For the purpose of this study, accommodation activity in Spain, and specially 

oriented to Madrid, we have no studies in order to make comparisons for this 

economic sector. Due to it, we should draw on experience from two points of 

view: 

 

1. Experience about hotels in other countries. There is not much as we can 

see by a bibliographical review of compilations works. 

2. Experience in Spain. We have several Works, but none specially re-

ferred to accommodation companies 

 

It is also true that, for Spanish companies, Altman model was used in a specific 

case. Different variables were recalculated and average changed, with special 

importance in debt ratios (and financial expenses) but we consider positive as-

pect over negative for an initial work. 
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METHODOLOGY 

Due to our main objective is to analyze real situation of 5 stars hotels in Ma-

drid, in a first step we consider interesting as a first step to use a contrasted 

model like Altman’s, but not the original (as stock value was used) or applying 

Z1 and Z2 versions. Unless limitations of those, reason to follow those varia-

tions mainly are: 

 

a) Our objective is not to define a new model, but also apply an existing. 

b) There are no specific models oriented to accommodation companies, 

with some exception in USA and South Chorea. 

c) In the limited case of hotels, multivariate discriminant analysis  (MDA) 

introduce relevant factors to be considered in bankruptcy and insol-

vency prediction in accommodation companies 

d) Studies about how to apply Altman’s model in Greek hotels have 

reached interesting results. In this sense, Greek and Spanish hotels can 

be considered quite similar between them (not as USA vs. Chorea). 

 

The methodology will be applied to hotels by considering two possible catego-

ries according with different characteristics of the hotels: 

 

- Classic or historical hotels: in this category we have included those ho-

tels with a strong link with history of the city. Unless this definition is 

not determined by antiquity, we have considered as a reference those 

hotels created before 1977 (with one exception it created in 1992). In to-

tal eleven hotels 

- New hotels created from 1998 until today. In this case we have two 

types: those in new buildings and those reconstructed over historical 

places. In total twelve hotels. 

 

We have not consider as a relevant factor changes in hotel’s category (those 

than have passed from 5 to 4 stars and return to 5) or others hotels without 

maximum category unless they should be considered as luxury hotels at the 

moment. 

Methodology to be applied according with Altman Z test on this context is as 

follow: 
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i. Review of financial statements: we need to select relevant data. We 

consider relevant information from 2006 until 2012 (2013 is is not 

yet available) for two reasons: 

a. Except 2006, data have been elaborated according to new Span-

ish Accounting Standards from 2007. 

i. Since 2007, crisis appeared in touristic sector in Spain. 

ii. Z1 and Z2 Altman tests are calculated for all the years with available 

information and are compared with bankruptcy future possibility dis-

criminating old and new hotels. In our particular study, as we are 

working with a specific number of companies, we will use the denomi-

nation of technical bankruptcy, as negative equity, as our reference. 

iii. Conclusions are reached about validity or not, applying test in this 

case. 

 

 
RESULTS 

Hotels in Madrid are, nowadays, in economic loses situation. In 2012, all histor-

ical analyzed hotels, and also all new hotels, with 3 exceptions. 

As a short resume, average in Z1 and Z2 results, for 5 starts hotels in Madrid, 

is: 

 

YEAR 

OLD CLASSIC NEW 

Z1 Z2 Z1 Z2 

AVG Nº AVG Nº AVG Nº AVG Nº 

2007 1,38 11 0,31 11 1,17 10 0,91 10 

2008 1,25 11 -0,51 11 1,08 10 1,24 10 

2009 0,85 11 -0,58 11 0,51 10 -1,32 10 

2010 0,45 11 -1,88 11 0,90 11 -1,65 11 

2011 1,20 11 -0,21 11 0,72 12 -1,88 12 

2012 1,69 9 0,33 9 0,29 11 -3,17 11 

 

Number shows total hotels available with information for category. According 

to results, new hotels are in possible bankruptcy situation by applying both 

tests. Classic hotels show an irregular perspective in Z1 test, and also conclu-

sions for 2012 are not adequate as we have no enough information. The results 

can be summarizing in the next tables: 
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OLD CLASSIC HOTELS 

TEST POSITION 2007 2008 2009 2010 2011 2012 

Z1 

SECURE 3 3 1 2 2 2 

NEUTRAL 0 0 2 1 2 3 

INSOLVENCY 8 8 8 8 7 4 

Z2 

SECURE 2 2 2 2 3 1 

NEUTRAL 2 1 0 1 1 0 

INSOLVENCY 7 8 9 8 7 10 

REAL BANK-
RUPT 

NO 9 9 7 8 7 6 

YES 2 2 4 3 4 3 

 

 

As shown, both Z1 and Z2 test offer a bankruptcy future situation from 2006, 

especially Z2 test, more adequate for service companies like hotel management 

companies. But, in our study, there is a direct relationship between result and 

real insolvency of the hotels. We can conclude that Altman Z2 test is not useful 

in order to define a negative future of accommodation companies. 

 

 

NEW HOTELS 

TEST POSITION 2007 2008 2009 2010 2011 2012 

Z1 

SECURITY 1 1 1 0 0 2 

NEUTRAL 3 3 2 5 4 0 

INSOLVENCY 6 6 7 6 8 9 

Z2 

SECURITY 3 3 1 2 3 2 

NEUTRAL 2 1 2 2 0 0 

INSOLVENCY 5 6 7 7 9 9 

REAL BANK-
RUPT 

NO 8 6 5 6 7 5 

YES 2 3 4 4 4 5 

 

 

In case of new hotels, both tests allow us to predict future insolvency (especial-

ly Z2 indicator). Reality shows that results are not quite predictive about future 

situation. 
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CONCLUSION AND IMPLICATIONS 

5 starts hotels in Madrid have tendency to worse results from the beginning of 

economic crisis, and this should conduct them to bankrupt or, in minor case, to 

decrease equity company value. 

In this context, application of Altman’s Z1 and Z2 ratios, don’t seem to be a 

good indicator in order to predict insolvency in a short period of time. As con-

clusion, it is necessary to define new models according with Madrid hotels 

main characteristics. Also, increase our study to 4 and 3 stars hotels (increase 

the number of companies to be analyzed) could also confirm our opinion in a 

more adequate way. 
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INTRODUCTION 

As a part of the tourism industry, hotel managements are economical units 

providing accommodation needs raised by temporary change of place, and 

consequent needs such as eating, drinking and entertainment. Despite all tech-

nological developments, there is no reduction in the reliance of hotel manage-

ment to the human labor. The labor intensive character of these managements 

highlights the human factor. The success of a hotel manages depends heavily 

on the quality of services offered to customers. And all these services can only 

be provided by employees. Labor intensive businesses must follow human 

management techniques with meticulously. In an environment where serviced 

customer and servicing employee meets in person, one cannot expect quality 

service from employees with low job satisfaction. 

Increasing the job satisfaction of employees is one of the main concerns of 

hotel managers. Because increasing the job performance is one of the leading 

conditions of maximizing the production levels. Job satisfaction literally stands 

for the attitude developed by an employee towards his/her job. If this attitude 

is positive, we call this a high job satisfaction level, whereas if it is negative, we 

call this a low satisfaction level. 
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The present study aims to conceptually investigate the literature on the job 

satisfaction of hotel employees and to assess job satisfaction status. First we 

performed a broad literature review under the headings of the importance of 

human factor in hotels and the expectations of hotel employees. Thenre re-

viewed previous studies on the job satisfaction in hotels. 
 
LITERATURE REVIEW 

There are many studies in literature on the job satisfaction in organizations. 

These studies revealed many factors effecting the job satisfaction. 

Pfeffer (1994: 25) argues that practices such as job security, increasing the 

appeal of the jobs, high wages, incentive bonuses, share ownership of employ-

ees, information exchange, participation and authority delegation, teams, train-

ing, equality pay for equal work, promotion chances, and determining a vision 

effects the job satisfaction. KuşluvanandKuşluvan (2005: 185), and Tarlanand 

and Tütüncü (2001: 8), determined the factors effecting the job satisfaction in a 

hotel as age, gender, marital status, education level, employment status, char-

acter of the specific job, training possibilities, job security, physical environ-

ment, appreciation, managerial justice, work load, work hours, communication, 

organizational culture, accuracy of role descriptions, intensity of the conflict 

between domestic life and professional life, harmony between coworkers, share 

taken from overall tips, and participation to decision making. 

There are many scales developed for measuring the job satisfaction. These 

include Minnesota Job Satisfaction Scale (Weiss, Davis,and England), Porter 

Needsand Satisfaction Questionnaire (Porter), Hundred Scale (Kunin), Job De-

scription Scale, Brayfieldand Rothe’s Employee Satisfaction Scale, Hackman 

and Oldham’s Employee Satisfaction Scale, Spector’s Employee Satisfaction 

Scale, and Ivancevichand Donnely’s Employee Satisfaction Scale. In Turkey 

there are the studies by İncir (1998), Ardıçand Baş (2002), and Kuşluvan and 

Kuşluvan (2005) which developed similar scales. The study of Ardıçand Baş 

(2002) determined the factors effecting the job satisfaction of university profes-

sors as the character of the actual job, image, job security, working environ-

ment, work hours, leadership, managerial environment, colleagues and wages. 

We can safely say that the main unit of any organization is human. Having an 

effective human resource is essential for any business to be established, to 

thrive, to perform its social responsibilities and to reach its general aims.  

The main purpose of the human resources management is to reach organi-

zational goals as effectively as possible. All the products and services of a hotel 
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are produced through a labor intense process and aim to meet psychological 

needs of the customers. Hence, although technological development are closely 

followed by hotel managements, the fact that services can be supplied only by 

humans makes the quality of personnel an essential issue. Thereby, the man-

agement of the hotel employees contributes greatly to the success and effec-

tiveness of a hotel (Şener, 2001: 99).  

Despite the labor intense character of tourism industry, the importance of 

human resources is recognized worldwide only in 1980’s. Physical structure of 

hotels improved greatly after the introduction of star rating system. Conse-

quently the human resources management came to fore with topics such as 

customer satisfaction, quality and performance. The fact that in hotels, service 

quality can only be provided with effective and productive management of the 

human resources not by some physical details is recognized through the de-

mands of intense competition in hotel business (Aşıkoğlu, 1997: 38).  

The success of a hotel depends on the quality of the service offered to cus-

tomers, the selection of personnel offering these services, the recruitment and 

similar functions (Şener, 2001: 160). Because of their labor intense character, 

hotels can sometimes employs as much employees as their bed space. The 

management of such amounts of personnel is a real challenge and requires pro-

fessionals with special education and abilities on the field. Consequently this 

necessitates a good human resources management in such businesses. Today 

when we look at the many self proven hotels (such as Hilton and Sheraton), we 

can see that behind their success lies “the investment to humans” (Şener, 2001: 

166). In hotel sector, keeping pace with development is only possible with qual-

ified personnel. In accordance with worldwide developments, HRM gained 

importance in Turkey too.  

 
Concept and Importance of Employee Satisfaction 

The job satisfaction is the emotional response of an employee based on the 

comparisons between his/her expectations and the actual output (Cranny et.al., 

1992:1). The employee satisfaction is a relaxing and soothing emotion felt by an 

employee towards his/her total working environment, managers, coworkers 

and organization (Cribbin, 1972:155). While the reference of success for a man-

ufacturing business is measured production performance, it is much more 

complicated for service businesses. In such organizations the service is deemed 

as an interplay between employees and customers and the aim is to improve 

service quality in accordance with the expectations of the customers 
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(Sureschandar, Rajendran, & Anantharaman, 2002: 71). Managers must recog-

nize that the success of their organizations depends on the performance of their 

employees. A hotel business cannot compete unless it establishes a better ser-

vice chain than its rivals. Thus Wong strongly recommends inter employee 

corporation in order to achieve the best from the service chain. 

The success of the service strategy of a hotel depends on superior communi-

cation between all the employees. The employees from every level of the organ-

ization must adopt the vision of the organization from their hearts (Candi-

doand & Morris, 2000: 467). The main purpose of the managers, owners and 

employees of a hotel is to provides required services and ensure the quality of 

service by improving the processes.  

Pfeffer (1994: 4), who argued that the main motive behind the interest on 

employee satisfaction is to achieve high productivity from employees, empha-

sized the practices that improve employee satisfaction with the aim of effective 

management of employees. These practices include job security, increasing the 

appeal of the jobs, high wages, incentive bonuses, share ownership of employ-

ees, information exchange, participation and authority delegation, teams andre-

planning of workforce, training, convergence of wages, promotion chances, 

determining a vision, measurement of performance and integration policy 

(Emir & Baytok, 2003: 252–253). 

POSSIBLE FACTORS EFFECTING EMPLOYEE SATISFACTION 

Gender, age, personality or employment status can be listed among the factors 

effecting the job satisfaction. Although there is no definite consensus regarding 

the role played by gender, we know that the expectations of different may dif-

fer for different jobs. Although not linear, there is a direct proportion between 

age and job satisfaction. The effect of age on the job satisfaction is greater than 

any other factors. Also socio-economical factors effect job satisfaction (Atar, 

2006).  

The elasticity of tourism demand (seasonal overcrowding, reservation can-

cellations etc.) forces organization to take measures regarding the personnel 

policy. The most important of all these measures is the less personnel policy 

employed by summer hotels during the dead season. This leads to the unem-

ployment of the employees during the dead season. An employee always un-

der such a threat cannot focus on his/her job and this leads to a decrease in the 

service quality. 
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Inadequacy of a place in terms of air conditioning, ventilation, illumination 

and equipment can cause job dissatisfaction, andimpede productivity. It is 

found that the ergonomic conditions such as the illumination and ventilation 

can be inadequate for personnel offices even in the top class accommodation 

facilities (Şener, 2001). However the improvement of these conditions may lead 

a drastic improvement in the job satisfaction. 

One of the factors effecting the productivity of the employees in the tourism 

sector is fatigue. Excessively long works hours cause the fatigue in the employ-

ees and may increase the number of faults, even work accidents. 

Domestic life and educational background of an employee may effect 

his/her success in the workplace. The best way to prevent negative effects is the 

on the job training. On the job trainingis a special training to increase the 

knowledge and practice of the personnel regarding their jobs in the specific or-

ganization (Topaloğlu, 2002). 

CONCLUSION AND IMPLICATIONS  

One of the most important factors effecting the job satisfaction of employees is 

the hygiene conditions. The hygiene conditions of a hotel’s the mess hall bears 

special importance. Constant pressures from domestic life can cause uneasiness 

in the employees and lead to problems in a profession where communication is 

essential. To prevent such problems, organizations should plan special training 

programs and receive psychological guidance services, a service unfortunately 

neglected in our country. The important things here are securing a minimal 

payment level and maintaining a fair and encouraging payment policy. This 

shows the employees that they are being cared and encourage them to work 

with joy, consequently leading a higher job satisfaction. 

REFERENCES 

Ardıç, K. & Baş, T. (2002). Yükseköğretimde iş tatmini ve tatminsizliği. The Journal of Economy, 

Management  and Finance, 17, 72–81. 

Aşıkoğlu, Ş. (1997). Konaklama sektöründeki personelin iş tatmini analizi (Thecase of Magosa). 

Anatolian Journal of TourismResearch, 8, 38-45. 

Candido, C. & Morris, D.S. (2000). Charting service quality gaos. Total Quality Management, 11 (4/5 

& 6), 463–472. 

Cranny, C.L.Smıth, P. & Stone, F.F. (1992). Job satisfaction: how people feel about their job and how ıt 

affects their performance. New York: LexingtonBooks. 

Cribbin, J.J. (1972). Effective managerial leadership. New York: American Management Association. 



Research Papers 

 

15 

Dursun B. (1990). Personel yönetimi ve beşeri ilişkiler (pp. 12-14). Erzurum: Atatürk printing house.  

Emir, O. & Baytok, A. (2004). Otel İşletmelerinde İşgören Tatmini ve Afyon’da Yerleşik Yıldızlı 

Oteller Örneği, 1st Balıkesir National Conference of Tourism.  

Kuşluvan, Z. & Kuşluvan, S.(2005). Otel İşletmelerinde İş ve İşletme İle İlgili Faktörlerin İşgören 

Tatmini üzerindeki Görece Etkisi: Nevşehir Örneği, AnatolianJournal of TourismResearch16 (2): 

183-203.   

Pfeffer, J. (1994). Competitive Advantage through People: Unleashing the Power of Workforce, 

Harvard Business School, USA.  

Sureschandar, G.S., Chandrasekharan Rajendran, & R.N. Anantharaman (2002), The Relationship 

Between Service Quality and Customer Satisfaction. A Factor Specific Approach, Journal of 

Services Marketing, 16 (4), 363–379. 

Şener, B. (2001).  Modern Otel İşletmelerinde Yönetim ve Organizasyon, (pp.97-99). Ankara: Detay 

Yayıncılık.  

Tarlan, D. & Tütüncü, Ö. (2001). Konaklama işletmelerinde Başarım Değerlemesi ve İş Doyumu 

Analizi, The Journal of the Institute of Social Sciences of D.E.University, 3(2): 141–163. 

Topaloğlu, C. & Öngören, (2002). Burçin Otel İşletmelerinde Hizmet içi Eğitime Bakış Açıları 

(Marmaris cases), The Journal of Organisation and Economy: 9(1-2), Celal Bayar University, Ma-

nisa.  

 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 16-21,  
03 – 07 June 2014, Istanbul, Turkey 
Printed in Turkey. All rights reserved 

ISBN: 978-605-4940-25-7 

 

 

Identifying Research Gaps in Medical Tourism  

 
Alan Darmasaputra Koeshendro 

School of Business 

Monash University Malaysia 

E-mail: adkoe1@student.monash.edu 

 

 

Chew Yin Teng 
School of Business 

Monash University Malaysia 

E-mail: chew.yin.teng@monash.edu 

 

 
 
 
INTRODUCTION 

Medical tourism (MT) has existed for at least 19th century in the form of people 

traveling to other areas for healing and relaxation purposes such as at spas and 

springs (Hunter, 2007).  According to Connell (2006), MT refers to people travel 

overseas for the enhancement or restoration for their health while simultaneo-

usly spends time for vacation in the destination. While the main purpose of 

travel is to seek medical services, Hall (2013) stated that there is an aptitude 

among people from developed countries to undertake medical travel in combi-

nation with visiting tourist attractions. This phenomenon creates a new niche 

market in which consumers seek for both medical services and tourism activi-

ties. Therefore MT is a niche market with a combined feature of the medical 

and tourism industry at the travel destination (Hunter, 2007).  

Resulting from globalization in healthcare, MT as one of the fastest growing 

industry (Yeoh, Othman & Ahmad, 2012) has become a rising global phenome-

non in the twentieth century (Connell, 2006; Heung, Kucukusta & Song, 2010). 

The boom is owing to people travelling from developed countries to develo-

ping countries for better quality care at a lower cost (Connell, 2006; Garcia-

Altes, 2005; Hunter, 2007). 

This study is motivated by the need to fill in the knowledge gaps in the lite-

rature on MT given there are only a handful refereed articles that unfortunately 

tend to predominantly provide general understanding on the development of 
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MT around the world (Bookman & Bookman, 2007; Connell, 2006). Past explo-

ratory studies are mainly policy-making papers that feature the global deve-

lopment of MT or advice on how MT should be developed. Moreover, medical 

tourism studies often provide a general view of travel motivation with lacking 

of focus on specific market segment. Therefore, overall objective of this study is 

to identify research gaps in medical tourism studies.  

Park, Reisinger and Kang (2008) assert that understanding consumers’ mo-

tives is a key prerequisite to designing and tailoring offerings to particular tar-

get markets so as to create favorable experience and satisfaction for those mar-

kets. Therefore, this paper argues that, marketers of MT should understand the 

motivation of medical tourists in seeking both medical/health services and tou-

rism abroad. This study argues that the leisure travel aspect of medical tourism 

motivation should not be ignored given that medical tourists may take the op-

portunity to combine medical services and vacation in exotic locations which 

cannot be found in the home country (Hall, 2013). Motivation for leisure travel 

is equally important to understand travel motivation of medical tourists. 

However, existing medical tourism literature tends to give lop-sided attention 

to the motivation from the medical aspect while neglecting the motivation for 

leisure travel.  

Second major gap observed among the limited studies on medical tourism is 

the dominant reliance on a common list of motivation for medical/health servi-

ces which falls short of empirical testing. It tends to recognize less of the uniqu-

eness of specific market segment. This convenient approach to understanding 

motivation for medical/health services seemingly assumes that motivations for 

seeking medical/health services are the same across various market segments 

which is rather simplistic. By understanding these two different types of moti-

vation, namely, motivation to travel abroad for medical services and leisure 

travel, marketers of MT can develop their competitive advantage by differenti-

ating their products and services via customization to meet the specific needs 

of medical tourists. Therefore, future studies should examine specific market 

segments. 

The third major gap is the lack of theoretical underpinning for most of the 

studies on motivation in medical tourism. This paper argues that travel motiva-

tion studies from the tourism literature can also be extended to understand mo-

tivation for seeking medical/health services abroad. We can draw upon the 

push and pull theory of travel motivation studies. In tourism research, travel 

motivation is deemed to be the ultimate driving force that control travel beha-
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vior (Dann, 1977; Pyo, Mihalik, & Uysal, 1989; Yoon & Uysal, 2005). Push and 

pull theory is one of the most prominent theory to understand travel motiva-

tion in leisure travel. It states that people travel because they are pushed and 

pulled to do so by “forces” (Baloglu & Uysal, 1996). In other words, people tra-

vel because they are pushed by their own subjective or intrinsic needs and pul-

led by extraneous forces or attractiveness of a travel destination (Konu & La-

ukkanen, 2009). 

Drawing upon tourism literature, pull factors or attractiveness of medical 

strengths of a medical travel destination/host country and push factors in rela-

tion to medical weakness/challenges of the location/home country of medical 

tourists can be examined. To truly adopt the push and pull theory to unders-

tanding medical tourism, there is a need to approach push factor for the medi-

cal aspect in the home country by examining the intrinsic needs of medical tou-

rists.  

Another research gap in understanding motivation of medical tourists is the 

aspect of perceived risk. This is because, similar to leisure tourism, which the 

nature if its product is intangible and an experience (Tasci & Gartner, 2007), MT 

is also exposed to risks and threats (i.e., physical, financial and socio-

psychological risk). The perception of those risks is critical in determining the 

final decision to undertake MT domestically or abroad. Therefore, it is substan-

tial to incorporate perceived risk theory in understanding MT motivations of 

medical tourists. Moreover, to better understand intrinsic needs, researchers 

may also expand the understanding to perceived medical risk factors because 

such perception is likely to prompt medical tourists to seek services abroad. 

Therefore, it is relevant to identify risk factors hence this paper also suggest 

future studies to qualitatively identify medical risk factors of specific market 

segments or home country through semi-structured interviews which is then 

followed by quantitative methods to empirically test the potential effects of 

perceived risks to motivation to travel abroad for medical/health services and 

tourism. 

 
LITERATURE REVIEW 

Push and pull factors theory in leisure travel motivation 

One of the most prominent study of travel motivation is Crompton's study 

(1979) that identified motives of vacation sojourners which impact the selection 

of destination.  Crompton’s key idea underlying the push and pull factors fra-

mework is that travel behavior is motivated by two sets of factors, one that inf-
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luences a person to consider travelling outside his or her everyday environ-

ment (inner needs/push factors) (Baloglu & Uysal, 1996; Crompton, 1979) and 

another set that attracts or pulls that person to visit a particular destination or 

set of destinations (pull factors) (Klenosky, 2002). On the contrary, pull factors 

are resources or external factors or attributes of a travel destination that attracts 

tourists (Baloglu & Uysal, 1996; Crompton, 1979). Pull factors lead tourists to 

select one destination over another once the decision to travel has been made 

(Klenosky, 2002). Crompton (1979) categorized novelty and education as pull 

factors which he called cultural factor. 

Disequilibrium or tension may occur in someone’s everyday life which 

pushes the person to evoke a travel behavior to satisfy those needs in order to 

maintain equilibrium back to the person’s life (Crompton & McKay, 1997). Ac-

cording to Crompton (1979), there are seven push factors which he called socio-

psychological factors which consists of escape, exploration and evaluation of 

self, relaxation, prestige, regression, enhancement of kinship relationship and 

social interaction. This concept has been generally accepted (Pyo et al., 1989; 

Yuan & McDonald, 1990). In the same study, Crompton (1979) stated that inner 

needs and socio-psychological factors for each tourist are different and difficult 

for them to articulate (Crompton, 1979; Baloglu & Uysal, 1996). Thereby mak-

ing it difficult for marketers of tourist destination to understand and address 

(Crompton, 1979) and therefore need to study travel motivation based on spe-

cific market segments. 

The push and pull theory can also be applied in the medical tourism con-

text. MT comprises of both medical treatment and vacation aspects. Since the 

medical aspect of MT motivation may be highly influenced by the perceived 

risk perceived of medical tourists, it is relevant to understand MT motivation 

from the theory of perceived risk.  

Push and pull factors theory based on perceived risk 

Perceived risk can be defined as an awareness of the probability that an action 

may expose them to danger or threat that can influence their travel decisions if 

the anticipated danger is deemed to be beyond the respectable level (Chew, 

Jahari, 2014). This corresponds to Maslow’s hierarchy of needs (1954), that safe-

ty is a deep-seated human nature (Kozak, Crotts & Law, 2007). Medical treat-

ment is highly associated with safety as it deals with their own body and health 

and therefore perceived risk may be one of the most determinant factor when 

choosing the destination to undertake the medical procedure. 
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The push factors in the medical aspect of MT are the perception of medical 

treatment risks which consists of physical and financial risk. Drawing on Fuchs 

and Reichel’s (2006) risk measurement, this study conceptualizes potential per-

ceived MT risks as physical and financial risks. Physical risks are such as doc-

tor’s malpractice, no improvement in the treatment for the sickness, incompe-

tence of the medical staffs in handling the treatment, inaccuracy of the doctors’ 

diagnosis and wrong medication for the ailment are resulted from the poor 

medical environment in the home country. Financial risk may refer to expen-

sive medication cost, unexpected cost from doctors’ malpractice and wrong 

medication and treatment, and the difficulties to claim for insurance. Although 

risk perceptions may differ from reality (Roehl & Fesenmaier, 1992), it may still 

be relevant in prompting medical tourists not to undertake MT in destinations 

that are highly perceived to be risky and seek alternatives which provide more 

safety and cheaper procedure.  

By perceiving all of those risk for undertaking medical treatment in the 

home country, medical tourists may attracted to undertake MT abroad. They 

may be “pulled” by the destination attributes which provides high quality 

medical treatment and services at a lower cost to alleviate the physical and fi-

nancial risks perceived by the medical tourists. MT destination countries with a 

reputable name for having state-of-the art technology and high quality of doc-

tors may deemed to be a “safer” destination to undertake any medical treat-

ment and therefore lessen the perceived physical risk. In terms of cost, MT des-

tination countries is also expected to provide cheaper medical cost which fa-

vorable for the medical tourists to allay the financial risk. 
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INTRODUCTION  

With a growing number of tourists worldwide interested in authentic experien-

ces, quality leisure time, and environmental and cultural tourism, many desti-

nations have started using the concept of “slow tourism” to promote their offer 

(Conway & Timms, 2010). It is a new form of tourism that moves the focus 

from “quantity and volume of experience while on holiday towards the quality 

of experience” (Robinson, Heitmann, & Dieke, 2001: 119). Tourists do not need 

to see every attraction or fit in as much as possible. Slow tourism “represents a 

very different experience that includes some of the must-see places, but seen 

more purely through their relationship with the host community” (Heitmann, 

2011: 114). Many tourists when visiting a destination tend to look for rapid 

experiences and resort to fast food, being online, and supermarket shopping. 

They do not seem to disconnect from the pressure of work, deadline, and fa-

mily obligations (Caffyn, 2009). Slow tourism, however, focuses on the need to 

use the holiday as an opportunity to relax and escape from the stress of every-

day life. 

Despite the growing awareness of the benefits associated with slow tourism, 

there is no model available that can serve as a framework to assess the impact 

of slow tourism on tourist satisfaction and future behavioral intention. Destina-

tion marketing organizations are now investing heavily in promoting their des-

tination as a slow tourism destination. However, with little knowledge about 

the outcomes of slow tourism, such organizations might not be doing enough 
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to reap the strategic benefits of slow tourism. Therefore, this study attempts to 

understand the emerging consumer demand for slow tourism. This study ex-

amines whether slow tourism varies depending on different types of destina-

tions. More importantly, this study investigates the influence of slow tourism 

on satisfaction and future return intentions. 

LITERATURE REVIEW  

With a lack of theory on this topic, we followed several steps to develop our 

framework. First, we used the existing literature (Bagozzi & Dholakia, 1999) to 

define several antecedents of slow tourism, which we labeled as “slow tourism 

motivations”. We also conducted expert interviews to obtain their insights into 

how slow tourism should be defined and measured. We then invited 10 recent 

travelers for a focus group discussion for two hours. After collecting data from 

experts and consumers, we identified constructs, defined each construct, and 

generated a comprehensive list of measurement items for each construct.  Ove-

rall we found consensus between what the expert and focus groups suggested 

as the main motivation for slow tourism, which include relaxation, self-

reflection, escape, novelty seeking, engagement and discovery. Relaxation re-

fers to a state of being free from pressure, stress, tension, anxiety, and excite-

ment (nervousness), giving the feeling of ease, comfort, calm, and relief (McCa-

be, 2009; Ryan & Glendon, 1998; Yoon & Uysal, 2005). The traveler may arrive 

at such a mental state through temporal deceleration and spatial distance from 

the pace and complexity of modern life (Howard, 2012; Krippendorf, 1987). 

Exercising a decelerated temporality in the novelty of the physical and social 

context, the traveler may also want to identify self-status, gain insights into self, 

enhance feelings of self-growth, and experience authentic selfhood (Crompton, 

1979; Howard, 2012). Similar to the concept of self-actualization (Pearce & Lee, 

2005) and self-development (Li & Cai, 2012), therefore, self-reflection is defined 

as a generic need for feeling connected to self, nourishing self, and identifying 

with self (Howard, 2012). Escape has been a dominant travel motivation (e.g., 

Beh & Bruyere, 2007; Fodness, 1994; Iso-Ahola, 1982), and so is it to slow trave-

lers according to our expert and focus groups. 

We measured slow tourism using several items focusing on whether the to-

urist took the time to travel at his/her own pace, and whether the tourist 

slowed down during in the overall pace of travel.  We focused on two outco-

mes of slow tourism, “satisfaction”, and “future return intention”.  These two 

outcomes were measured based on the related literature in the area (Baker & 

Crompton, 2000; Bowen & Clarke, 2009; Lam & Hsu, 2006; Yoon & Uysal, 2005). 
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METHODOLOGY  

The above measurement items were built into a research questionnaire for the 

main survey following a pilot study. We launched a field surveys and measu-

red tourists’ perceptions of slow tourism performance by four popular U.S. 

destinations: Hawaii, Martha’s Vineyard, Las Vegas, and Yellowstone National 

Park.  A total of 1068 travelers participated in the survey; 266 for Hawaii, 268 

for Martha’s Vineyard, 269 for Las Vegas, and 265 for Yellowstone National 

Park, respectively. We eliminated 8 responses for Hawaii as they did not meet 

the criteria for our research purposes, leaving 258 for inclusion. Overall, our 

data were in balance for gender, consistently throughout the four survey sites. 

The majority of the respondents were in their 20s and 30s. However, whilst the 

respondents for Hawaii, Martha’s Vineyard and Yellowstone were predomina-

tely aged in their 20s and 30s, the Las Vegas sample contained a significant 

proportion of respondents in their 60s. More than 60 per cent of the total res-

pondents had an annual household income below $100,000 and visitors to all 

destinations were either single or married with children. A predominant majo-

rity of the respondents were white/Caucasians. However, we found a signifi-

cant proportion of Asians in the Hawaii and Yellowstone samples. Also, more 

than half of the respondents resided in urban areas. 

RESULTS 

The quality of the first-order measurement reporting the confirmatory factor 

analysis results was highly satisfactorily. For some factors, we decided to drop 

several measurement items through preliminary analyses for reasons such as 

unacceptably low (<.40) or high cross loadings and low correlations with the 

remaining items of the construct. The structural parameter estimates were gen-

erally consistent with our expectations.  Slow tourism motivation led the trav-

eler to choosing slow (β=.68, t=17.5) travel modes. Attaining slow tourism con-

tributed significantly and positively to the tourist’s satisfaction and return in-

tention (p<.01).  We also tried several competing models to validate our find-

ings and in each case we found strong support to the positive impact of slow 

tourism on tourist’s satisfaction and return intention.  Moreover our model was 

robust across the four destinations involved in this study. 

CONCLUSION AND IMPLICATIONS 

This study provided for the first time evidence about the motivation and out-

comes of slow tourism. With the concept rapidly growing and gaining increa-

sed attention, findings from this study might benefit the industry and academic 
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literature. We developed a framework that accounts for both the motivations 

and outcomes of slow tourism, using data from four popular tourist destinati-

ons with diverse slow tourism opportunities. The results clearly showed the 

importance of slow tourism in terms of increasing tourist satisfaction and re-

turn intention.  For instance, by slowing down travel pace, travelers tended to 

achieve higher satisfaction levels and stronger future behavioral intentions. Gi-

ven the motivations included in our framework, slow tourism seems to help 

travelers achieve their sense of fulfillment as well as savor the time to actualize 

self. Hence, it is important that tourism practitioners design their destination 

and promotional materials in ways to encourage slow pace travels among the 

visitors, which will eventually result in increased tourist satisfaction and revisit 

intention.   
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INTRODUCTION  

Understanding how tourists make travel decision has significant economic im-

pacts for tourism operators. Therefore, analysing factors influencing decision-

makers is essential to adapt marketing strategies accordingly and ensure the 

economic success of tour operators. The travel industry is fiercely competitive 

and the market is segmented to maximise sales, resulting in the specialisation 

of travel agencies and tour-operators targeting niche markets. African photo-

safaris are an example of a niche market in ecotourism, often designed for we-

althy tourists looking for a balance between luxury service, immersion into na-

ture and proximity with wildlife. Safaris are organised by specialised travel 

agents and outbound tour-operators, where clients rely on agents’ expertise to 

select the optimal safari. However, research has mainly focused on tourists’ 

decision-making, instead of identifying factors influencing travel agents, and 

how these factors influence the decision-making process. This study analyses 

how specialised travel agents operating in the niche market of high-end ecoto-

urism in Africa are influenced by conservation in their decision-making pro-

cess, by identifying pull factors and how these factors are integrated into a mul-

ti-stage decision process.  

Travel agents are in a powerful position to influence the success or failure of 

a product by controlling sales (Lovelock, 2008), particularly where the decision-

making process is relinquished to such agents in their capacity as experts or 

surrogates (Solomon, 1986). Travel agents have a relationship with their clients 

based on power (Cheong & Miller, 2000). As a result, decision-making is not 

always rational (Sirakaya & Woodside, 2005), or necessarily impartial (Huang 
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et al., 2004). Specialised agents sell their own knowledge, requiring a strong 

personal experience of these products. In high-end niche markets, such as Afri-

can photo-safaris, the role of travel agents is particularly important given that 

not only do safari operators depend upon agents for their sales, but their con-

servation efforts are also heavily influenced by their tourism revenue. Thus, the 

travel agent decision-making process has significant implications for conserva-

tion, since agents channel funds for conservation. To promote and sell their 

products on the other side of the distribution chain, safari operators must in-

form regularly travel agents and keep them involved into the operator’s activi-

ties.  This study specifically looks at the importance of the operator’s conserva-

tion efforts within the agents’ decision making process to determine whether a 

commitment to responsible tourism could bring a competitive advantage and 

secure extra bookings (Goodwin & Francis, 2003).  

LITERATURE REVIEW 

Understanding decision-making in tourism is challenging. Theories have been 

developed in a range of different field of research as every action is the result of 

some decision-making (Saaty, 2008). Six phases of decision-making theory were 

identified: classical, prospect theory, bounded rationality, adaptive, political, 

pragmatic and naturalistic (Smallman & Moore, 2008). The last and sixth the-

ory, the naturalistic decision-making, is used to understand real world processes 

through analyses of narrative and social actions. This pragmatic theory is app-

licable to travel decision-making and is based on variables relating to behavio-

ural components such as learning, attitudes and cognition, motivation and 

emotion in different situational contexts (Smallman & Moore, 2008). As a result 

of the rapid growth of the tourism industry, a range of naturalistic theories ha-

ve been developed to understand travel choice (Mansfeld, 1992). Factors influ-

encing travel decision-making process can be tangible and intangible, influen-

ced by personal beliefs. Beliefs are formed from trading-off conscious and un-

conscious judgements, where information is gathered along the process to de-

velop understanding and factors are weighed against each other along the pro-

cess to select the optimal decision. This decision is the result of a complex mul-

ti-stage process, challenging to measure for marketers (Sirakaya & Woodside, 

2005).  

Dellaert et al. (1998), proposed a conceptual framework to understand the 

different factors involved in tourist travel decisions. Components such as des-

tination, accommodation and travel duration have a major impact on decision 

process and the constraints faced by tourists such as non-flexible travel periods 
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and income shaped the choice over the decision process. Tran and Ralston 

(2006) investigated tourists’ preferences for adventure products and found that 

unconscious needs for achievement played a role in tourists motivation, 

however the role of unconscious motives was not explored. Crompton (1992) 

proposes three key stages in tourists destination selection process, based on the 

concept of choice sets. Choice sets can be applied when information is sought 

out and alternatives are evaluated and provide a conceptualisation of the deci-

sion process. Sirakaya and Woodside (2005), reviewed tourism decision-

making theories and concluded that the current state of the literature did not 

reflect the practical nature of tourism services. Most of decision-making models 

did not integrate the influence of external sources and struggle to model a pro-

cess that is built up consciously and unconsciously. It is interesting to note that 

research has focused on tourist, and not travel agent decision-making process. 

The influence of travel agents in the decision making process only appears in 

Crompton’s interaction set, relatively late in the decision stages.  In high-end 

tourism, the travel agent role is particularly powerful and is one of the stron-

gest external sources of influence. Clients often relinquish the decision-making 

process to an expert due to a lack of time, and the agent is in a dominant posi-

tion to exert his influence (Solomon, 1986).  

Travel agents role evolved in the last decades, going from simple travel faci-

litators to information specialists (Dunfee & Black, 1996). Fundamentally, travel 

agent success hinges on their ability to match client’s expectations with what 

they want as well as shaping clients’ choice with their own perception of what 

could consist of a good product for their clients. Their decision-making process 

follows a complex pathway as agents face a multitude of aspects to consider in 

the selection of the final product. In the particular case of conservation tourism, 

many individual agents also have their own personal concerns regarding con-

servation, and this may be one factor that led them to specialise in this sector. 

Therefore, they may also seek to book clients preferentially with operators 

whom they perceive as making the most significant contributions to conserva-

tion. The purpose of this study is to formulate a structure of travel agent deci-

sion-making process when conservation factors are involved, and to suggest 

marketing implications for conservation tourism operators to enhance their 

conservation outcomes. 

METHODOLOGY 

A qualitative approach was taken to study a sample of 15 high-end specialised 

travel agents in Switzerland. Interviews focused on agents perceptions of con-
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servation tourism products and decision-making process. The 15 interviews 

were conducted in French, where the agents were selected using purposive 

sampling. Travel specialists were based in the region of Genève in the French-

speaking part of Switzerland, where different upmarket travel agencies specia-

lising in conservation tourism operate. Participants were between 30-60 years 

old, consisted of eight females and seven males. All agents had a strong backg-

round in tourism and several years of experience in their current position. As 

specialised agents, participants had all travelled in southern Africa and expe-

rienced conservation tourism products themselves. They therefore have a good 

understanding of conservation efforts run by the industry. Agents were first 

approached using a professional background, allowing an insider access. Data 

were interpreted from the “inside” (emic) rather than the classical “outside” 

(etic) perspective. Follow-up surveys were performed in person when visiting 

the agents and additional interviews took place when necessary (Bernard, 

2000).   

As Lovelock (2008) pointed out, ethical decision-making in travel agencies is 

not often part of agents’ dialogue, despite being present in every travel deci-

sion. Ethical aspects belong to personal beliefs and affinities with the product 

sold. The qualitative methodology enables a deep understanding of travel 

agent perceptions of conservation efforts run by the conservation tourism in-

dustry, and of the emotional responses triggered by operators’ marketing stra-

tegies. The technique of grounded theory based on unstructured interviews 

uses a bottom-up approach as a mean to forge a theory from qualitative data 

(Pidgeon et al., 1991). Grounded theory was found to provide a holistic appro-

ach to tourist behaviour by collecting emic perspectives and allowing mapping 

thoughts and decisions (Martin & Woodside, 2008). In this study, open-ended 

questions were designed for grounded theory analysis. The role of the inter-

viewer was also important to keep the agents engaged in a professional manner 

where the author could lead the agent straight to the point, being familiar with 

the agents selling process and relationships with operators. The themes emer-

ged after listening to the interviews recorded and by mapping key words sur-

facing across the interviews. 

RESULTS 

The interviews permitted the identification of 13 themes revolving around de-

cision-making.  The dominant role of the agent in the decision process particu-

larly stood out, and appears consistent across the 15 interviews. Agents were 

empowered into an authoritative figure and had full ownership of the final de-



Research Papers 

 

31 

cision. Factors such as the reliability and credibility of the operators were ba-

lanced against practical considerations such as time-efficiency of booking pro-

cedures and routine. The agent’s own experience of the product and exposure 

of conservation on-site was a key element forging beliefs and care for conserva-

tion. Operators perceived as contributing to conservation and able to market 

these aspects efficiently to agents were sold in priority when logistics factors 

were met. However the saturation of information coming from operators mar-

keting was an issue for some agents, impacting on the credibility of the opera-

tor. The decision-making process follows five different stages where a range of 

factors are evaluated sequentially weigh by the agent in the decision-making 

process (Fig. 1). The interaction of these different factors and their integration 

in the dynamic process are presented in the conceptual framework, inspired 

from Zhang et al. (2007) model for factors influencing convention decision-

making. Our model has been refined to incorporate the range of different fac-

tors influencing travel agents in conservation tourism (Fig. 1). 

 

 

Figure 1. Factors influencing travel agent’s decision-making following a sequential pattern 
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CONCLUSION AND IMPLICATIONS 

The exploration of the agents’ perceptions of conservation revealed that they 

were influenced by conservation in their decision-making, but it depended 

strongly on how much they have been exposed to these aspects and the credibi-

lity of the operator. Agents forged their decisions based on personal feelings, 

resulting in a decision being biased by the agent’s preferences. Decision-

making is made of judgments, and can differ from an agent to another. In this 

context, each agent has his own favourite products and preferences. Agents 

influenced clients’ desires and perceptions by showing authority and persua-

sion during the decision process by selecting operators they had a preference 

for. If the travel agent has affinities the operator, it will influence his decision-

making by selling his products in priority. 

This finding has critical implication for operators. Goossens (2000) pointed 

out the lack of measurement of tourism managers of their marketing strategies 

and the difficult to assess their success. A number of agents interviewed in this 

study were sceptic and expressed the lack of credibility of some operators. 

Agents felt that because the products were high-end and by default expensive, 

they placed a certain level of expectation on operators’ commitment to conser-

vation. High prices can be justified to clients by explaining the role of operators 

for conservation and the unique experience offered (Buhalis, 2000), however 

tangible results are required to support these claims.  In this study, tangible 

results for some operators were expected from agents and remained unclear, or 

were simply too complex to present to clients so they were bypassed. Unders-

tanding conservation influence is complex because it is embedded into the 

agent’s affinity with the product, which results in the final product being po-

tentially different from an agent to another. However, if operators market their 

conservation products efficiently, the majority agents will push these products 

and support operator’s efforts. The large scale implication of agents’ choices is 

important for conservation. The more tourists’ travel agents send to operators, 

the more funding for conservation projects on-site. In Africa, the private sector 

plays a key role in funding conservation efforts. Travel agents, by acting as the 

interface between tourists and operators, are critical components of the dyna-

mics and their influence on tourists travel choices should not be underestima-

ted in conservation. 
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INTRODUCTION 

In various industries experiential marketing has become currently the keystone 

of their strategic orientation while it has been largely neglected by tourism, the 

biggest world experience producer. Experiential marketing is meant to be 

aimed at co-creation of tourist experience through supply-demand actors’ in-

teractions to create tourists’ experiences which are to become in the long run 

personal travel-related events strong enough to enter one’s long-term memory). 

As the experiential aspects of tourism remain unexplored research is needed to 

clarify the following questions:  RQ1: The role and extent of each of supply-

demand parties in co - creation of tourist experience.  RQ2: Delimitation of 

frontiers of both parties’ co - creation feasibilities. 

LITERATURE REVIEW 

Introduced by Schmitt (1999) the concept of experiential marketing has been 

thought to be the mainstream market ideology around the World. The theoreti-

cal grounds of experiential marketing rest on the idea that what customers ac-

tually want are not only products themselves but pleasant purchase experienc-

es (Abbott, 1955). It has been also known that the value consumers care about is 

derived from the consumption experience (Alderson, 1957). Some forty years 

later the idea was re - proposed to the extent of an experience economy by Pine 

& Gilmore (1998) who stated that the purchasing experience would add value 

to the product itself.  Pine & Gilmore (1998) identified experiences as economic 

offerings different from commodities, products, and services. As stated by 

Schmitt (1999) experiential marketing is about consumer experiences providing 
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sensory, emotional, cognitive, behavioral, and relational value that replace 

functional values.  

The approach considered has been put forward as the next step in the mar-

keting evolution offering strategies, from commodities to good, goods to ser-

vices passing currently from services to experiences to attract more people to 

become buyers. By trying to add experiential aspects to products and services it 

is possible to get differentiated from competitors and achieve sustainable com-

petitive advantage (Prahalad and Ramaswamy, 2004). Experiential marketing is 

thought to play an important role in the process of consumption experience 

(Pine & Gilmore, 1998, 1999; Schmitt, 1999). Further, Prahalad & Ramaswamy 

(2003) already have seen glimpses of the co-creation and expansion of such ex-

perience environments in a variety of realms according to Binkhorst (2005) who 

rightfully questioned this input by  responding that it appeared strange enough 

that the biggest experience generator, e.g., tourism, is not yet one of them  

Binkhorst (2005). Introducing tourism experiences research in the 21st century 

Neuhofer, et al (2012) highlighted its renewed character referring to the state-

of-the-art literature. The authors also laid emphasis on that the notion of creat-

ing rich and memorable experiences for consumers constitutes a prevalent con-

cept in the tourism industry (Neuhofer, et al., (2012). The authors stressed that 

until recently, tourism was dominated by a company-centric view in which 

tourists were allocated a passive role and neglected in the design and creation 

of experiences (Ek et al 2008).  

Also, given that consumers have been taking over the process of co-creation 

(Boswijk et al., 2007), according to (Neuhofer et al., (2012) destinations were to 

realize that conventional experience creation processes had become outdated. 

Besides, Neuhofer et al., (2012)  arrived at a conclusion  that success in destina-

tion marketing   was to be depended on  understanding  of who was to get  

participated in the co-creation of experiences and value and where and how  

co-creation  of territory intensive products was  to be built. Moreover, the au-

thors paid special attention to the advances in ICT as a technology to improve 

vision of destination as an extremely helping hand in the process of tourism 

experience co-creation. Buhalis & Licata (2002) confirmed that the Internet of-

fers the opportunity for companies to develop closer relationships with cus-

tomers. The emphasis on experience in tourism and marketing is relatively re-

cent (Jennings et al ., 2009). Noteworthy that Binkhorst & Den Dekker (2009) 

pointed out that despite its popularity, the experience economy theory has re-

ceived a considerable amount of criticism since its proposition in the late 1990s. 

For example,  Binkhorst  (2005) stated that  the theory fell   behind both in ap-
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plications as well as in fundamental research. While attempting to construct 

experiences to correspond with the inner consumers’ needs the supply side 

strongly exploited intuition, copying best practices, contextual time and space 

related conditions (Binkhorst, 2005).   

Furthermore, experience seekers were unoften included as partners in the 

process of experience design (Binkhorst, 2005) because the creation of experi-

ences has traditionally been understood as a one-way approach to create expe-

riences by the suppliers for the consumers. Despite the fact that there exists a 

plethora of definitions in numerous scientific fields (Walls, Okumus, Wang & 

Kwun, 2011), a general consensus in literature is lacking and the exact defini-

tion of an experience remains elusive (Jennings et al., 2009). The tourism expe-

rience can be defined, for instance, as a sensation resulting from interaction 

(Gupta & Vajic, 2000), as an outcome of participation within a social context 

(Lewis & Chambers, 2000), or the moment of value creation when tourism pro-

duction and consumption meet (Andersson, 2007). Thereby, the individual’ 

emotional, physical, intellectual and spiritual engagement in the experience 

(Mossberg, 2007) is significant enough to be translated into long-term memory 

(Larsen, 2007).  

Given that a transformation undergone recently towards the centricity of 

individuals and their human experiences (Prahalad& Ramaswamy, 2004) it 

should be borne in mind that tourism is a highly fragmented industry, charac-

terized by the coexistence of a variety of suppliers that compete in the same 

environment, providing complementary products to deliver a comprehensive 

tourist experience (e.g. Pavlovich, 2003). This situation is best described by the 

modularization of everyday life that is the increased exchangeability of the al-

location of time proposed by Van der Poel (1997). Modules that arouse a high 

level of interest will have the consumer’s preference and will, more than other 

modules, fit into the individual’s pursued ‘narrative of the self’ (Van der Poel,  

1997). An experience is made up and consumed inside a person and the out-

come depends on how an individual, in a specific mood and state of mind, re-

acts to the interaction with the staged event (Csikszentmihalyi , 1993; Schulze, 

1992; Pine & Gilmore, 1999; Mossberg, 2007). Csikszentmihalyi (1993) argued 

that experience stands out from normal daily experience and is characterized 

by the following experiences: total absorption, lack of focus on self, feeling of 

freedom, enriched perception, increased sensitivity to feelings, increased inten-

sity of emotions, and decreased awareness of time.  
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Tourists are bound to self - steering across territory intensive products’ en-

vironments to find genuine satisfaction during a state of conscious-

ness called “Flow”, a state of consciousness where one,  being deeply absorbed 

in an activity, especially an activity which involves one’s creative abilities, ex-

periences an activity so deeply that it truly becomes enjoyable and satisfying 

(Csikszentmihalyi, 1993). Since experiential marketing focuses on consumer 

experiences, which provide sensory, emotional, cognitive, behavioral, and rela-

tional value that replace functional values (Schmitt, 1999) then in supply – de-

mand’s game consumers make the most. Customers prefer to go their own 

way, the relationship between customers and companies is changing in favour 

of customers who are increasingly gaining power and control (Florida, 2002, 

Prahalad & Ramaswamy, 2004). 

METHODOLOGY 

The approach taken in the paper is methodologically exploratory aimed to re-

view the relevant literature and focus on the two themes defined above seemed 

to be important for future research on co-creation of tourism experience from 

experiential marketing perspective. 

RESULTS 

As identified in the foregoing literature review, the concept of experiential 

marketing has been currently thought to be the mainstream market ideology. 

The theoretical grounds of experiential marketing rest on the idea that what 

customers actually want are not only products themselves but pleasant pur-

chase experiences. The approach considered has been put forward as the next 

step in the marketing evolution offering strategies, from commodities to good, 

goods to services passing currently from services to experiences to attract more 

people to become buyers.  By trying to add experiential aspects to products and 

services it is possible to get differentiated from competitors and achieve sus-

tainable competitive advantage. It appeared strange enough that the biggest 

experience generator, e.g., tourism, is not yet using this strategic orientation. 

The notion of creating rich and memorable experiences for consumers consti-

tutes a prevalent concept in the tourism industry. Until recently, tourism was 

dominated by a company-centric view in which tourists were allocated a pas-

sive role and neglected in the design and creation of experiences. The theory 

fell   behind both in applications as well as in fundamental research. While at-

tempting to construct experiences to correspond with the inner consumers’ 

needs the supply side strongly exploited intuition, copying best practices, con-
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textual time and space related conditions. The emphasis on experience in tour-

ism and marketing is relatively recent. The experience economy theory has re-

ceived a considerable amount of criticism since its proposition. There exists a 

plethora of definitions of experience but general consensus in literature is lack-

ing and the exact definition of an experience remains elusive. Tourism is a 

highly fragmented industry characterized by the coexistence of a variety of 

suppliers that compete in the same environment, providing complementary 

products to deliver a comprehensive tourist experience. The modularization of 

everyday life increased exchangeability of the allocation of time. Modules that 

arouse a high level of interest will have the consumer’s preference. An experi-

ence is made up and consumed inside a person and the outcome depends on 

how an individual, in a specific mood and state of mind, reacts to the interac-

tion with the staged event. Tourists are bound to self - steering across territory 

intensive products’ environments to find genuine satisfaction. Experiential 

marketing focuses on consumer experiences, which provide sensory, emotion-

al, cognitive, behavioral, and relational value that replace functional values. In 

supply – demand’s game consumers make the most. Customers prefer to go 

their own way; the relationship between customers and companies is changing 

in favour of customers looking for experiences that stand out from normal dai-

ly ones.  

CONCLUSION AND IMPLICATIONS 

Given the above one can arrive  at a conclusion  that in co - creation of tourist 

experience by supply-demand parties, the relationship between companies and 

customers is changing in favour of customers who are bound to self - steering 

across territory intensive products’ environments to find genuine satisfaction 

during a state of consciousness called “Flow”. It is the modularization of eve-

ryday life that gives possible various choices to be made. Co - creation feasibili-

ties of both parties are distinct. Customers delimit frontiers of both parties’ co - 

creation feasibilities. They are playing the major role in this process. Further 

research is necessary as regards various aspects of tourist experience market-

ing, 
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INTRODUCTION 

Tourism Industry has become a major contributor to the world’s economy.  It is 

growing continuously at 4% to 5% annually. According to the United Nation 

Environmental Program,  (UNEP, 2012),  the number of international tourist 

has increased from 25 million in 1950 to 980 million in 2011,  and projected to 

reach 1 billion in 2012 and 1.56 billion by the year  2020.  As for Malaysia, the 

arrival for 2020 is targeted at 36 million tourists with receipt of 168 billion. The 

tourism industry contributes to the economic development through among ot-

hers, providing employment and business opportunities, infrastructure impro-

vement and increased in foreign exchange and tax revenue (Ministry of Tou-

rism, 2012). Malaysia has been ranked number ninth as world top destination 

visited in the year of 2011 (UNWTO 2012).  Homestay programme is one of the 

contributors to the development of tourism industry in Malaysia and it is im-

portant to take consideration on the benefit and the involvement of local com-

munities in the tourism development.    

In terms of homestay achievement in Malaysia, the amount of revenue for 

2011 was reported at RM15, 736,277.60, an increase of 26.8% compared to the 

year of 2010. The number of international tourist increased  by 21.4% , mainly 
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from Singapore, Japan and Europe, while number of domestic tourist increased 

by 32.6% compared to 2010 (Ministry of Tourism, 2012) illustrating the prospect 

of homestay in Malaysia. However, despite of all the effort, there are huge 

number of the operator remain inactive and even some of them have disconti-

nued operation (Hamdan, 2012). This is an indication that the homestay com-

munity resilient in the country diverge from one another. As most of the previ-

ous studies have focused on the community resilience aspects looking into the 

disaster risk reduction (Twigg, 2007), community preparedness (Calgaro & 

Lloyd, 2008; Twigg, 2007), and the government support (Twigg, 2007) as the 

cause that determine the resiliency level, limited study has look at community 

preparedness as one of the variable that mediates the relationship between the 

knowledge on vulnerability reduction and community resilience and govern-

ment support as one of the variable that moderate the relationship between 

knowledge on vulnerability reduction and community preparedness.  

 
LITERATURE REVIEW 

 
Homestay Tourism in Malaysia 

Homestay is a programme where the tourist can live together with the chosen 

host family and have the opportunity to interact as well as experience the daily 

way of life of the family and culture of Malaysians. Homestay is different from 

the concepts of other moderate accommodation such as “bed & breakfast” 

where the families do not live together and their management operates in 

manner similar as a normal hotel management. Homestay can be considered as 

one of the new tourism products in Malaysia. 

In terms of performance of Homestay in Malaysia, the data in 2011 showed 

that the amount of revenue through the Homestay programme is RM15, 

736,227.60. The total number of tourist arrivals for Homestay in 2011 were 

254,981, an increase of 21.6% compared to the year 2010. In terms of tourist ar-

rivals, the number of international tourists increased by 21.4% over 2010, ma-

inly from Singapore, Japan and Europe. Number of domestic tourists increased 

by 32.6% compared to 2010 (Ministry of Tourism Malaysia, 2011). The trend 

illustrates the prospect of the homestay program in Malaysia. To date, although 

much progress has been achieved through homestay program, there are still 

rooms of improvement that need to be implemented for the continuation and 

strengthening of this program. These matters are dealt with in the Rural Tou-

rism Master Plan (2003) which states, “In our view, the Homestay initiative in 

its present form has failed to deliver on the expectation for it. This is regrettab-
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le, as there are many commendable features to the scheme, particularly the way 

in which it aims to provide an authentic experience and to retain the economic 

benefits in the community.  

 
Community Resilience 

Community resilience has been associated with disaster in many studies done 

earlier. The concepts of community resilience refer to the capacity of individual 

or community to cope with stress, overcome adversity or adapt positively to 

change. The ability to bounce back from negative experiences may reflect the 

innate qualities of individuals or be the result of learning and experience. Re-

gardless of the origin of resilience, there is evidence to suggest that it can be 

developed and enhanced to promote greater wellbeing.  Resilience is not re-

garded as a quality that is either present or absent in a person or a group but 

rather a process may vary across circumstances or time. The concepts of com-

munity resilience refer to the capacity of individual or community to cope with 

stress, overcome adversity or adapt positively to change. Resilience is not re-

garded as a quality that is either present or absent in a person or a group but 

rather a process may vary across circumstances or time. The concept of resili-

ency may be applied to numerous entities, define at different level of aggrega-

tion. For example in the context of organization resiliency, Caralli & Wilson 

(2004), defined operational resiliency as the organization ability to adapt to and 

manage risks that emanate from day to day operation. Organizations that have 

resilient operation are able to systematically and transparently cope with dis-

ruptive event so that the overall ability of the whole organization to meets its 

mission is not affected. In personal health resiliency is the ability to spring back 

from and successfully adapt to adversity. An increasing body of research from 

the field of psychology, psychiatry, and sociology is showing that most people 

including young people can bounce back from risk, stress, crises, and trauma 

and experience life success (Manyena, 2006). In Malaysia, community resilience 

may not be associated with disaster as severe natural disaster does not happen 

in Malaysia. In the context of this study, community resilience may be referred 

as the ability of the homestay community to enhance and sustain in the busi-

ness.  

 
Knowledge on Vulnerability  

The meaning of vulnerability are often been classify as easy to be exposed to 

injury and damage. It also means  how a person or a group of people being inf-

luence for their capacity to anticipate, cope with, resist and recover natural ha-
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zard combination of factors that determine how far to which someone life, live-

lihood, poverty and other asset are at risk by a discrete and identifiable event in  

nature and society (Scheyvens & Momsen, 2008).  Vulnerability have time pe-

riod and can be measured in term of future damage to the livelihood and does 

not only confine to the juncture of any event occur to life and property. Vulne-

rable group are those livelihoods being affected by risk and find it is hard to 

reconstruct their livelihood and in turn   makes them becoming vulnerable in 

the subsequent event. Word of livelihood is important to vulnerability defini-

tion (Brooks, 2003). Vulnerability relates to the complexity of social, economic 

and political considerations whereby their everyday life is tight which structu-

red their choice and option in facing environmental hazard. The most vulne-

rable are those who are left with few choices, constraint due to the discrimina-

tion, political powerlessness, physical disability, lack of education and emp-

loyment, illness, the absence of legal rights, and other historically grounded 

practices of domination and marginalization (Brooks, 2003). 

 
Government Support 

The role of the Government does not only confine to the budget allocated to the 

homestay operator but beyond that whereby the policy, exposure, knowledge 

and guidance need to be emphasized (Alexander, McKenna. 1998). It is also 

important for the homestay operator to have knowledge about the industry 

and the risk in order for them to be prepared in facing any challenges and cir-

cumstances now and in the future (Harun, 2011). Effective Government sup-

port will emphasized citizen participation in public administration decision 

making as means of collaborating with citizens to promote democratic values 

such as responsiveness and accountability.  Government efforts to provide mo-

re opportunities for citizen participation and input into government perfor-

mance evaluation and policy decision making represent an important strategy 

for improving trust in government. These resilience approaches operate on the 

normative assumption that communities can and should self-organize to deal 

with uncertainty, that uncertainty is given not something with a political di-

mension, and the role of government is limited to enabling, shaping and sup-

porting, but specifically not to direct or to fund those processes.  This locates 

the responsibility of ‘communities’ as needing to organize themselves, prima-

rily in the context of sustaining economic growth.  As a consequence, there is 

little sign of a profound engagement with a politics of resilience as a means for 

conceiving of change; of revolution through resilience. 

 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

44 

METHODOLOGY 

At the early stage, exploratory research will be adapted. At this stage, the re-

searcher would use a focus group for in- depth understanding and explore new 

ideas. This is clearly stated by Churchill & Iacobucci (2009), that exploratory 

research helps to comprehend the industry particularly in the area studied due 

to limited knowledge. This study took into account the views of ten homestay 

experts and representatives from the tourism industry. They consist of the pres-

ident of Malaysia Homestay Association, two representatives from the Ministry 

of Tourism Malaysia, the president of Travel and Tour Association (MATTA) 

and six homestay operators. This is crucial in discovering the topic in details as 

one of the objectives is to explore if there is any new determinant of homestay 

community resilient. Since the list of registered individual homestay operators 

is documented, the sampling frame is available for this study enabling the use 

of probability sampling techniques. In making a decision on appropriate sam-

ple size, there is an inevitable trade-off between added information and added 

cost, time and resources. In other words, the determination of the sample size 

must consider both statistical accuracy and cost. Although several scholars 

have pointed out that sample size is crucial for the proposed statistical tech-

niques, no precise sample size guidelines have been stipulated. Another rule 

that has been suggested is that a sample size of at least two hundred and not 

exceeding four hundred is adequate for statistical analysis using the SEM (Hair, 

Black, Babin, Anderson & Tatham, 2006). If the sample size is larger (exceeding 

400 to 500), the SEM statistical analysis becomes “too sensitive” and almost any 

difference is detected, and goodness-of-fit measures show a poor fit (Hair et al., 

2006). The data will be obtained from the researcher’s personal contacts and 

through networking with the Homestay Association and the homestay leaders 

of the selected villages. Structured questionnaires with closed questions will be 

given to the homestay leaders of all six villages, who then distributed the in-

struments to the participating host families. The operators will be asked to par-

ticipate, and the questionnaire will be provided to them by their leader. Basical-

ly for the data analysis plan, data gathered will be analyzed by the Statistical 

Package for Social Science (SPSS) Version 18. Structural Equation Modelling 

(SEM) and Descriptive (means and standard deviation and inferential statistic 

like (Pearson Product Moment Correlation Coefficient (r), Regression) will be 

used whenever suitable and appropriate with the research questions, objectives 

and hypotheses of the study. 
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CONCLUSION AND IMPLICATIONS 

It is concluded that it is important for the community resilience to find ways to 

protect and propagate what is valued and central for their survival. In this re-

gards, more strategic approach can be recommended to increase the commu-

nity resilient in sustaining the homestay activities. The significance of the study 

is hoped to contribute towards the understanding of the factors that can increa-

se the homestay operators’ resilient level as to sustain in the business. It is im-

portant for the community resilient to find ways to protect and propagate what 

is valued and central for their survival. Additionally, the findings from this 

study is hoped to provide some indication to the government as what role to 

play in enhancing the sustainability of homestay tourism. 
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INTRODUCTION 

 

Companies are striving to operate and succeed in a socially responsible manner 

in this emerging age of responsibility. Corporate social responsibility (CSR) 

encompasses simultaneously a company’s entire range of economic, legal, ethi-

cal and philanthropic obligations towards society (Carroll, 1991). Revealing the 

CSR identity to be perceived as exactly who they are, and sharing the CSR ef-

forts to create greater impacts have thus become ever more important in the 

business world. The ability in communicating expressively and effectively the 

CSR identity across relevant stakeholders, which is termed CSR communica-

tion expressiveness in this study, has thus been increasingly pursued. Verbal 

messaging is the core of communication and plays a crucial role in conveying 

CSR identity when accompanied with CSR behaviours, and executed with 

skills and conscience.  Yet, its importance has not been fully recognized in the 

existing CSR communication studies.  Knowledge surrounding CSR communi-

cation still remains largely unexamined (Farache, 2012).  
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As hotels operate in close relationship with destinations and communities, 

they have specific and well defined responsibilities outside their usual business 

arena broadly termed as CSR (Henderson, 2007).  Stakeholders and publics are 

increasingly concerned about the negative impacts resulting from hotel opera-

tions and companies’ commitments in mitigating these negative impacts (de 

Grosbois, 2012).  While the hotel industry has growing needs for communi-

cating CSR; it is lagging behind in CSR communication practices and studies. 

Among its limited literature, most of them discuss CSR communication from 

the Western business perspectives and focus on large hotels. (Font, Walmsley, 

Cogotti, McCombes, & Häusler, 2012).  As CSR has often been communicated 

from the corporate office of hotels, corporate websites were used to examine 

hotels' CSR communication expressiveness. Corporate website has emerged as 

an important communication tool in CSR reporting and self presenting CSR 

identity (Iamandi, 2012).   

This study aims at examining the reality and quality of CSR communication 

expressiveness on hotel corporate websites. Based on the analysis of the content 

of seven hotel corporate websites, this study provides evidence to the major 

messaging principles and tactics in CSR communication expressiveness on ho-

tel corporate websites. It analyzes their usage and application to examine the 

expressiveness of CSR communication on individual websites.      

 
LITERATURE REVIEW 

CSR is recognized as an important attribute in corporate identity (Morsing, 

Schultz, & Nielsen, 2008). Studies reporting CSR driven stakeholder behaviours 

largely explain business returns to CSR through stakeholder-company identifi-

cation (Morsing, 2006).  Identification could only be brought about by clearly 

formulating corporate identity through corporate communication (van Riel & 

Fombrun, 2007).  Yet, limited CSR communication studies (e.g., Hooghiemstra, 

2000) pay attention to communicate CSR identity as an integral part of corpo-

rate communication. To be expressive in language means the messages make 

sense and can capture the attention of the audience (Slobin, 1997). Specifically 

for CSR communication; expressiveness, as adopted from corporate communi-

cation expressiveness, describes companies' willingness to convey visibly “who 

they are, what they do, and what they stand for” (Fombrun & van Riel, 2004, p. 

95) in CSR.   

No conceptual model is available to guide the communication of CSR iden-

tity (Arvidsson, 2010). Thus, literature on corporate communication expres-
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siveness in corporate identity communication (including van Halderen, van 

Riel, & Brown, 2011; van Riel & Fombrun, 2007) provides foundation to under-

stand the concept of CSR communication expressiveness.  Corporate communi-

cation expressiveness, which has evolved from the studies of reputation and 

corporate communication, describes a company’s ability to communicate ex-

pressively and effectively its corporate identity across stakeholders. Integrated 

models with guiding principles and tactics have been proposed in these studies 

on how favourable impressions among stakeholders could be managed 

through “careful expressions of a firm's organizational identity characteristics” 

(Van Halderen & Van Riel, 2006, p. 4).  The six messaging principles of visibil-

ity, distinctiveness, consistency, transparency, sincerity and responsiveness 

(Reputation Institute & Boston College Center for Corporate Citizenship, 2009) 

and underlying tactics from related studies form the basis of the framework of 

CSR communication expressiveness. 

 
METHODOLOGY 

The study population included seven hotel corporate websites, namely Accor, 

Four Seasons, Hilton, Marriott, Raffles, Shangri-La, and Taj.  They were pur-

posefully sampled from top hotels in Asia as named by the Travelers & Leisure 

and Conde Nast 2011, whose parent companies originated from countries in 

Asia, Europe, and North America; that displayed certain amount of CSR dis-

closure on corporate websites.  

Content analysis method was used to collect and analyze CSR content of 

these websites.  The extracted CSR messages were coded, scored, and analyzed 

along a framework of CSR communication expressiveness of messaging princi-

ples and messaging tactics on hotel corporate websites. This framework was 

first developed with existing literature and expertise from subject experts; and 

was continuously revised and refined with empirical findings from analyzing 

content of hotel corporate websites.  The identified CSR messaging principles 

and tactics were verified and triangulated with hotel corporate CSR persons to 

confirm a framework with nine CSR messaging principles and 29 messaging 

tactics.   The coded data were analyzed to show the usage of these CSR messag-

ing principles and tactics to reveal their importance and application, varied 

levels of expressiveness, and CSR being communicated in corporate communi-

cation functions on individual website.  
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RESULTS  

1. Messaging Principles and Messaging Tactics 

Table 1 presents the usage of these nine CSR messaging principles in terms of 

each messaging principle’s score in proportion to the index score of individual 

website. It reveals a similar pattern in orchestrating around these messaging 

principles on websites.  Transparency, sincerity, responsibility, and education, 

which were most emphasized and together made up more than 80% of the in-

dex score on each website, were identified as core CSR messaging principles. 

While sincerity and responsibility were similarly stressed; transparency and 

education were being stressed variedly among the websites. Consistency, ambi-

tion, compassion, distinctiveness, and visibility, which were also evident on 

websites, were identified as important CSR messaging principles.  Consistency 

and visibility were similarly conveyed across most websites; but the emphases 

on ambition, compassion, and distinctiveness were varied among websites.   

   
    Table 1   Usage of CSR Messaging Principles on Hotel 

 
 

Varied amount of CSR disclosure resulting in varied levels of expressive-

ness were reported among websites. The emergence of Asian hotel companies, 

which at a smaller size and scale to deliver comparable CSR communication 

expressiveness on websites, provides counter evidence to CSR reporting being 

led by big western hotel companies (de Grosbois, 2012).  Accor, Marriott, and 

Shangri-La disclosed most CSR information and were categorized as the most 

expressive CSR websites.  They communicated in similar pattern with these 

messaging principles.  Four Seasons, Hilton, and Taj disclosed lesser CSR in-

formation and were categorized as the more expressive CSR websites. They 

displayed more differences on the usages of these messaging principles. Raffles 
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disclosed much less CSR information and was categorized as the least expres-

sive CSR website. Its communication focused on the four core messaging prin-

ciples.   

CSR was typically reported around motives, commitment, impacts, and CSR 

fit on websites (Du, Bhattacharya, & Sen, 2010).  Expressive CSR messages were 

extracted from these common reporting areas to illustrate and explain how 

messaging principles, tactics, and cues were being used in communicating CSR.  

It was revealed that these messaging principles were highly dependent and 

interrelated (van Halderen & van Riel, 2006), and were applied coherently to 

guide the dissemination of CSR messages in these major reporting areas.  These 

sample messages could be taken as some kind of best practices in CSR commu-

nication expressiveness.  

 
2. CSR Being Communicated in Corporate Communication Functions 

Contrary to prior literature that suggest CSR is mostly communicated from 

public relations or marketing departments (Morsing, 2006); CSR appeared to 

have integrated and communicated in corporate communication functions on 

most websites.   A CSR-devoted section was found on every website, and CSR 

was communicated across most sections among six websites.  CSR would have 

moved from being a “peripheral” function to be communicated from other sec-

tions in classic CSR stages to an integrated function to be communicated in a 

designated section on websites (Visser, 2010).  It implies the growing im-

portance of CSR and CSR communication in the hotel industry.  

 
CONCLUSION AND IMPLICATIONS 

CSR identity could be communicated expressively and effectively by orches-

trating coherently around these nine CSR messaging principles as part of cor-

porate communication functions by hotel companies of different size, scale, and 

country-of-origin. This study contributes to the knowledge and practices of 

CSR identity communication on hotel websites with empirical findings on the 

reality and quality of CSR communication expressiveness. Yet, the fast-paced 

nature of the Internet has limited the results of this study, which are likely to be 

bound by time, like other website analyses in general (Esrock & Leichty, 1998). 

The sampling frame of hotel companies also limits application of the results to 

hotel companies outside this population.  
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INTRODUCTION 

Due to the multifaceted nature of tourism, new typologies have come into exis-

tence and many different forms of tourism have co-existed over the last decade. 

Particularly related to water as a tourism resource, lake tourism (LT) emerged 

as a relatively unexplored research theme of tourism studies.  Lakes are open 

bonds of water (natural or man-made) which can either be considered as a tou-

rism resource, which adds value to the whole destination experience or arise as 

the core of the destination’s attractiveness. It is believed that due to the comp-

lexity of lacustrine tourist systems the destination image (DI), owing to its 

simplicity, dynamism, versatility, and capacity to integrate several factors, 

might represent a basis for the management of this type of destination. As a 

result, an understanding of the mental images associated with lake-

environments as a tourism destination is of utmost importance.  

 
LITERATURE REVIEW 

The literature review of destination image research over the last forty years cle-

arly demonstrated that (1) destinations under study were mainly large-scale 

entities; (2) only three DI scales were considered to be reliable and valid (Rolo-
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Vela 2009); (3) there are no consensus about which attributes should be selected 

and included in DI scale and finally (4) DI scales should progressively include 

attributes that really match to the object under study (Rodrigues, Correia & 

Kozak 2012). Additionally, recent studies (Stepchenkova & Mills, 2010) argue 

that the scope of DI measurement has become wider including non-traditional 

entities, such as national parks, resorts, rural areas, sport events. In this line 

there is also Beerli & Martin’s rationale for whom “the selection of the attribu-

tes used in designing a scale will depend largely on the attractions of each des-

tination, on its positioning, and on the objectives of the assessment of perceived 

image, which will also determine whether specific or more general attributes 

are chosen” (2004, p. 659). Given this, and considering the fact that due to the 

multifaceted nature of tourism new typologies have come into existence over 

the last decade, DI scales should consider the attribute differences not only ba-

sed on geographical scope, but also on the type of entity/object, such as types of 

tourism and destinations. In this context and particularly related to water as a 

tourism resource, a new type of tourism has emerged - lake tourism  - as a rela-

tively unexplored research theme of tourism studies with an emerging body of 

literature (Cooper 2006; Tuohino, 2006). Lakes are open bonds of water (natural 

or man-made) which can either be considered as a tourism resource, which 

adds value to the whole destination experience or arise as the core of the desti-

nation’s attractiveness. In fact, tourism development not only on the lake itself, 

but in the surrounding area might constitute a valuable resource for some co-

untries if properly developed.  

Based on this, due to the emergence of lake-destinations areas (LDA) all 

over the word, it is assumed that DI might represent a relevant basis for the 

development and management of this new type of destination. According to 

Pike & Ryan (2004), DI is considered a key construct in destination positioning, 

and destinations should be oriented to target positioning in their own competi-

tiveness set (Kozak & Rimmington, 1999). For this reason, the objective of this 

study is to explore what attributes might be involved in the image formation of 

LDA, as a possible basis for developing a future image measurement scale app-

lied to this particular type of destinations. Grounded on the premise that vari-

ous methods should be used to explore DI attributes, both qualitative and qu-

antitative (e.g.  Martin & Bosque, 2008; Rolo-Vela, 2009), this study assume that 

unstructured and semi-structured techniques should be employed to obtain 

more knowledge concerning image attributes (Ryan & Cave, 2005; Prebensen, 

2007). Similarly to Cave, Ryan & Panakera (2003), this study also advocate that 
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there are advantages with employing qualitative techniques, particularly in 

early stage of a DI research, since it apprehends more aspects of image.    

 
METHODOLOGY 

The aforementioned discussion leads to the general objective of this study. The 

aim here is to explore the cognitive image of LDA, analysing both its functional 

and psychological attributes, and simultaneously investigate the nature of the 

lake tourism concept. In order to achieve this, two main phases were carried 

out:  

(1) A first step aiming to identify the most common DI attributes fo-

und in the literature for other types of destinations as previously 

explained. The goal here is to develop an initial set of potential 

image attributes which could be compared with the item sample 

for LDA generated later;  

(2) Extract attributes applied to LDA which might potentially influen-

ce the image of this particular type of tourism through content 

analysis of textual information; 

 

Consequently, an exploratory study was conducted in an online environ-

ment by analysing contents of a lake-related website as a source of information 

(cf. http://www.lakelubbers.com), an online directory for lake enthusiasts con-

taining a worldwide database of about 1695 lakes and reservoirs spread thro-

ughout the world. It seems appropriate to deem that this is a suitable data base 

since the aim is to generate a sample of image attributes specifically related to 

the lake tourism context. In sum, a total of 40 lake descriptions (units of analy-

sis) constitute the sample of this study, which were manually browsed and 

scanned for their textual content. The textual data was first content-analysed 

using WebQDA (Web Qualitative Data Analysis) software, which carries out 

qualitative data analysis individually or collaboratively, synchronously or 

asynchronously (Souza et al., 2011). Initially, a conventional thematic/category 

analysis was undertake based on a ´deductive´ and ´inductive procedure´, but 

subsequently a different software package was used, namely CatPac, aiming to 

enrich the interpretation of content analysis. Other steps of analysis might be 

used for the refinement of the final results. On way of attempting to assess the 

qualitative data is trying to establish relationships between phrases and words 

(Ryan, 1998).  Therefore, by matching the results from content-analysis with the 

establishment of associations between words (attributes) through perceptual 

maps it becomes possible to assess whether the data are mutually supportive.  

http://www.lakelubbers.com/
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Based on the results of conventional content-analysis, this paper mainly re-

ports the finding of CatPac, a self-organizing artificial neural network software 

package, which “is able to identify the most important words in a text and de-

termine the patterns of similarity based on the way they are used in the text” 

(Woelfel, 1998:11). Simply, CatPac is based on neural modelling technique that 

generates a frequency table and proximity for the most commonly words. As 

Govers & Go (2005) explain, proximities between words consists of artificial 

neurons or nodes which are connected by communications channels of varying 

strength within a sliding text window chosen by the researcher (standard size 

is 7 words, i.e., CATPAC moves a window of 7 words over the text and calcula-

tes proximities based on a number of times words are found together within 

these frames). For more information make reference to Woelfel (1998), Doerfel 

& Barnett (1999). Conjointly, other researchers have supported the use of Cat-

Pac as a helpful tool for content-analysis (Cave & Ryan, 2005; Ryan 1998; Go-

vers & Go 2005; Choi et al., 2007). Based on Choi et al.´s procedure (2007), some 

technical operations were needed to achieve interpretable results: (1) exclude 

certain grammatical and “stop” words such as “the”, “a”, “is” and so on; (2) 

comprised of two and more words into one so that they would not be counted 

separately. Multiple runs of the CATPAC were then conducted to further exc-

lude other words that not contribute to a meaningful interpretation of the re-

sults.  

 
RESULTS 

The initial set of image attributes extracted from the literature review reveals 

that they are too generic (e.g. landscape, sport facilities, culture attractions, ac-

commodation). The list was considered inadequate and did not incorporate all 

salient attributes for lake-destination areas. Through a deductive approach nine 

image categories were determined based on Beerli & Martin’s (2004) classifica-

tion and 21 subcategories identified through a more inductive approach. Each 

subcategory includes several image attributes more related to LDA. The out-

comes of the conventional content-analysis were the nine categories and 23 

sub-categories. A set of over 100 potential variables were extracted from textual 

analysis. A functional-psychological and attribute-holistic components based 

on Echtner & Ritchie’s model (1991, 1993) with potential influence on the for-

mation of lake-destination areas was also proposed. Concerning the CatPac 

analysis of the textual information, the outputs were based on a several frequ-

ency list of unique words divided in five main themes: (a) theme 1: total combi-

ned lake description (40 texts of all units of analysis); (b) theme 2: lake natural 
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resources (about the lake itself); (c) theme 3: destination description (natural and 

social environment, atmosphere); (d) theme 4: destination heritage; (e) theme 5: 

activities and facilities (general and tourist infrastructures and activities on and 

around the lake). These results corroborate the findings from conventional con-

tent-analysis. For instance, in theme 2 words such as “largest”, “area”, “feet” 

have a high rank, which reinforces the notion that the sub-category “natural 

features of the lake” is of utmost importance in a lake description; or another 

example, in theme 3 words as “national Park” or “villages”, “cities” or towns “ 

are well ranked, indicating that the classification of natural reserves is a rele-

vant attribute for the destination where the lake is located. Additionally, com-

munities (cities, villages, etc) seem to assume an important element, adding 

value to the lake itself. Lastly, based on a cluster analysis using the CatPac 

proximity table was also possible to identify some small clusters of words, 

which enhance the results of the previous conventional content-analysis.  

 
CONCLUSION AND IMPLICATIONS 

In conclusion, this paper examined image attributes which are more related to 

this type of tourism for a more accurate picture of lake tourism. This prelimi-

nary qualitative study confirms that several dimensions and attributes exist 

specifically related to LDA, through an analysis of information contents provi-

ded by a lake lovers’ online directory (‘lakelubbers’). Further research will fo-

cus on this issue and also aiming to validate the results here obtained. The goal 

is to propose a future image measurement scale applied to this particular type 

of destinations. Finally, the implications of this work are both theoretical and 

practical.  Firstly, a contribution for conceptualizing lake tourism was explored; 

secondly, with these results destination marketing organizations (DMOs) can 

have a more precise view of the characteristics of LDA. This will allowed them 

to adequately develop an image to achieve an effective positioning in a more 

competitive world. 
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INTRODUCTION 

Tourism industry shows an important development in Central America in re-

cent years, with annual growth rates of tourist´s arrivals being around 7% be-

tween 1995-2010, and the volume of visitors increasing from 2.6 to 7.9 million. 

Moreover, according to UNWTO prospects, 14 million people are expected to 

arrive in 2020 to the region, and 22 million in 2030 (UNWTO, 2013). Nature-

based tourism is highly extended in this area, with green forest and wildlife 

richness acting as a principal resource that attracts worldwide visitors to the 

region, which has become one of the main natural reserves of the biosphere in 

the planet. In this article we get deeper understanding on the particularities of 

visitors arriving to a nature-based tourist destination as this is. Building on a 

survey of more than 14,000 questionnaires for years 2009-2011, we investigate 

the behaviour of tourists coming to a salient country of the region, Costa Rica.   

With this aim, we estimate two equations in order to understand the main 

factors explaining expenditure and stay patterns of international tourists arriv-

ing to several destinations in the country. In particular, we test for the role 

played in this framework by time and budget restrictions, socio-economic fea-

tures of visitors and those of places visited, and previous knowledge of the des-

tination. Given the rich data set we count on, we also analyse determinants of 
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visitor´s behaviour by segments of people, that is, according to the duration of 

their stay (short versus long stays), company during the visit (alone, with cou-

ple, fiends or with the family), level of relative income, particular locations vis-

ited, and activities developed along the stay. Anticipating some of the results, 

we observe interesting behavioural differences emerging between groups of 

tourists in our sample.  

Furthermore, we are able to compute the elasticities arising between ex-

penditure and stay duration for defined segments of tourists arriving to Costa 

Rica, what allows us to identify the presence of differing behaviour of tourists 

according to their personal profiles and the characteristics of their holiday trip. 

All these findings help us to improve the knowledge on visitor´s behaviour ar-

riving to nature-based tourist places, as well as obtaining interesting conclu-

sions for destination management in a sustainable basis for this type of loca-

tions.  

 
LITERATURE REVIEW 

Following Brida & Scuderi (2013) there is a wide range of approaches when 

modelling the expenditure behaviour of tourists. Some researchers employ a 

time series method using an average measure of spending derived from official 

statistics on total annual arrivals and total receipts. This is an approach mainly 

suited for prediction exercises on long-term series for regions or salient destina-

tions in the world (see, i.e. Song & Witt, 2000). Other authors employ as their 

variable of interest the daily spending of single or groups of tourists, as they 

have access to survey data with significant number of questionnaires. This ap-

proach allows them to identify the main factors underlying behavioural pat-

terns of visitors, either related to the socio-economic characteristics of the visi-

tor, of the destination, or about the trip itself (Juaneda & Aguiló, 2000). Addi-

tional studies employ total expenditure of single tourists as their variable of 

interest, as they can focus the analysis on relevant factors defining the trip 

characteristics (size of the party, company during the trip, days of stay, etc.) 

(Kozak 2001). More recently, some authors get deeper understanding of the 

relationship between expenditure of tourists and the stay duration (Zhang, 

Zhang, & Kuwano, 2012 ) or the size of the travelling group (Thrane & Fastard, 

2011), as they are closely-tied variables in this demand studies.  

Regarding the analysis of the stay of tourists at destination, original contribu-

tions used to build on discrete choice models, i.e. logit or tobit, to measure the 

length of this stay (Fleischer & Pizam, 2002; Alegre & Pou, 2006). More recently 
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there has been a generalisation of duration or survival models in this area of 

research (Gokovali et al., 2007). 

 
METHODOLOGY 

Along the present research we employ linear models for the analysis of ex-

penditure behaviour, and count data models (negative binomial zero-truncated 

models) for that of the length of stay of tourists. Our dependent variables are 

the daily expenditure of tourists for the expenditure equation, and the number 

of nights of stay for the length-of-stay model. In both cases, explanatory varia-

bles include characteristics of several destinations visited by tourists along Cos-

ta Rica, characteristics of the tourist and the trip themselves, activities and mix 

of products chosen by visitors, and other control variables (previous 

knowledge of destination, perception of the trip, etc.). 

 
RESULTS 

Expenditure equations for the general case show that the main factors driving 

the daily-spending behaviour of the international nature-based tourist arriving 

to Costa Rica are those of length of stay (showing a non-lineal relationship with 

expenditure), purpose of the visit (business versus leisure), company on travel 

(holiday choice and contents in general), type of organization (holiday package 

or on their own), accommodation used (hotel versus second home or fami-

ly/friends house), age of the tourist, distance to destination (Americans versus 

Europeans), number of places visited during the trip, income level, level of ed-

ucation, activities developed while traveling, and places of visit (natural ther-

mal-treatment places versus green forest or urban-type areas). 

Searching for a deeper knowledge about factors influencing daily expendi-

ture of visitors, we run estimations for particular segments of tourists, finding 

that spending behaviour differs among these groups. For example, according to 

the stay duration, some tourists arrive just for 1 to 3 days (15% of the sample), 

usually resting at the Pacific Coast seaside resorts, with an average spending of 

around $800-$400 per day, while other groups stay up to three-four weeks 

(15%), visiting a large number of places along the country, and spending 

around $25 per day. In the middle we have a group of visitors staying between 

4 to 10 days (70%), visiting the centre of the country (the capital of San Jose), 

thermal and volcano lands in the north, and some natural parks along the Pa-

cific and Caribbean coasts, showing an average spending of $200-$100 per day. 

Among these groups of tourist, main factors influencing expenditure patterns 

are those of stay duration, and the type of tourism product consumed (sun-
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and-sand versus nature-based supplies). Distance to destination also appears to 

be an important segmenting factor: More distant travellers (Europeans, Asian) 

use to travel around the country and show longer average stays, while Ameri-

can citizens (Latin Americans, North Americans) usually choose to stay at sea-

side locations in the North Pacific Coast (Guanacaste), spending time and re-

sources in villas and hotel resorts during shorter vacational stages, most of 

them in winter or spring break times. In this case, the familiarity with the des-

tination, and the facility to reach it (geographical distance), appear as direct 

drivers of the expenditure behaviour, also determining the type of activities 

and tourism product consumed, and the duration of stay. In this case, loyalty 

(revisiting) behaviour emerge as an important characteristic of American tour-

ists, although they prefer traditional sun-and-sand offers, not often being at-

tracted for nature-based supplies of the country, once they have yet get 

knowledge of it in their first visit. Other two interesting segments highly influ-

encing spending patterns of the visitors are those of the age of tourist, and the 

design of the travel (agency, package, or by their own). These two characteris-

tics of the tourist itself and of the trip experience define dissimilar holiday 

choices, leading to different experiences on the trip and, correspondingly, to 

differing expenditure behaviour of groups of visitors.  

In the case of length of stay models, results show that main variables influ-

encing stay duration in the general case are those of trip characteristics (type of 

tourism product consumed, company while travelling, size of the party, pur-

pose of the visit, organization of the trip), as well as time and budget re-

strictions (related to age of the tourist, income level, education as a proxy of 

income), type of accommodation chosen (second home or visiting Friends-and-

Relatives´ home), activities (sun-and-sand versus nature-based activities), and 

places visited on the trip (variable closely related to those of the product con-

sumed and type of visitor arriving to the destination). Nature-based tourist ap-

pears to show the longer average stay, as he/she travels around the country to 

enjoy natural life richness, visiting the two coastal areas (Pacific and Caribbean 

locations) and taking its time to discover all possibilities that Costa Rica offers 

to the international visitor. This type of tourist also show remarkable revisiting 

intentions, as nature-based tourism in Costa Rica produces high impact on visi-

tors, leading to place-attachment for eco-tourists. As in the case of expenditure 

models, some segments of tourists arise in the sample according to their stay 

behaviour. Those relate to differences on the socio-economic characteristics of 

tourists (age, education, origin, etc), trip characteristics and activities pursued 

(package, coming on their own; sun-and-sand tourists, nature-based tourists; 
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leisure versus business tourists), and previous knowledge of the destination. 

People revisiting the country for nature-based activities use to show higher av-

erage stays when returning to the country, as they want to live new experiences 

and discover new places. 

As a final exercise we compute the expenditure-stay elasticity for the whole 

sample, showing how these groups of tourists present significant differing be-

haviour in terms of both variables. As one can see in the figure below, the sen-

sitivity (elasticity) of daily expenditure to a (marginal) increase in the days of 

stay rapidly grows when the visitor is characterised by a higher length of stay, 

particularly after 3 nights of stay. For example, as the below table shows, tour-

ists staying for 8, 13, or 22 nights at Costa Rica present (negative) expenditure 

elasticities that are, respectively, 32%, 40%, and 48% higher that those of visi-

tors staying just for one night. Levels of daily expenditure for the correspond-

ing intervals of stay correspondingly decrease as shown in the table. 

 

 
Figure: Elasticity of expenditure-length of stay of international tourists in Costa Rica 

 

Ɛ daily exp./stay 

Tourist stay (nights) 
Average expenditure for that stay 

($US) 

-0,512 1 793 

-0,567 2 521 
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-0,600 3 373 

-0,641 5 212 

-0,678 8 146 

-0,717 13 107 

-0,743 18 77 
-0,759 22 60 

 
 
CONCLUSION AND IMPLICATIONS 

In conclusion, the results of the two econometric frameworks defined in this 

research, one for (total and daily) expenditure and the other for stay duration, 

have allowed us to map with great detail those factors affecting the behavioural 

pattern of international visitors arriving to Costa Rica. It has also led us to iden-

tify segments of tourists with differing preferences, tastes, and corresponding 

holiday choices in the data sample, and what is more relevant, how these fea-

tures of the trip and tourists determine their expenditure and stay behaviour, 

and by extension their impact on the national economy and on the natural en-

vironment. 
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INTRODUCTION  

In developed countries, attention has become a scarce commodity. With the 

emergence of multiple communication channels, there has been a paradigm 

shift in the way we understand marketing and communication. Internet and 

social networks have not only led to greater interaction between people, but 

now anyone can be a prosumer (Sheehan, 2012). In this sense, an overload of 

information and the ease of access to it has brought the information to compete 

with each other, giving rise to the concept of the attention economy. Also, the 

crisis with the mainstream media, traditional advertising and audience frag-

mentation have developed more difficulty for businesses to reach their target 

audience, more demanding and informed (Aguado, 2008).  

Companies and their brands are finding it necessary to redefine their mar-

keting strategies, and change their way of communicating their brands to reach 

the final consumer, as the saturation of information has reduced the effective-

ness of their advertisements. Not surprisingly, since the irruption of Internet, 

mailto:angela.aguilo@uib.es
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the decline of paid media is becoming more evident, while the owned media 

and to a greater extent, earned media, have been gaining prominence with users.  

Thus, companies are seeking new ways to generate engagement with their 

audience. All of this is, to build solid, strong, reciprocal, permanent and lasting 

relationships between brands and consumers in order to achieve greater brand 

awareness. In this regard, it is noteworthy that in a globalized economy, brands 

are no longer bought solely for their rational attributes, but for the experience 

(Pine & Gilmore, 1999) and therefore, for the emotions that they generate in the 

consumers.   

Companies are aware of the difficulty of reaching their target audience, and 

have chosen to take another step in their strategies for experiential marketing, 

using techniques of branded content in order to position themselves in the con-

sumers minds (Regueira, 2012).  

According to the American Marketing Association, a brand can be defined 

as any sign or set of signs that identifies a company, a product or a service that 

sets it apart from others. In this sense, the brand is also associated with how an 

organization presents itself and how the consumer perceives it. Nowadays, a 

brand is not just a name, a symbol or a design, it is a set of meanings and expe-

riences.  

Branding enables companies to differentiate themselves, and in the process 

not only the products and services offered by companies, but also the percep-

tions, feelings and emotions that are trigged in their consumers. Thus, we note 

that the highest aspiration of the companies is to receive commitment or en-

gagement with their target audience (Brakus et al., 2009), as this is embodied in 

the trust and loyalty of consumers. Companies can establish such a relation-

ship, not only through deals, but also through experience or by linking the 

brand directly to their interests. Numerous scientific studies show us that the 

public chooses brands that help define their personal identity and reflect their 

position in the society.  

More than ever, the developments of Web 2.0 and social media have situat-

ed the users in a privileged position, because they can viralize the brand con-

tent (Macia et al., 2011). In this sense, regarding brand awareness, experts sug-

gest that consumers in the twenty-first century tend to give more credibility to 

what a user says or does in relation to a brand, that what the brand says about 

itself. Thus, in the present context it is the consumer who becomes "ambassa-

dor" for the brand itself. Consequently, companies are developing new market-
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ing strategies: instead of seeking merely to impact consumers with advertising, 

they try that the consumers themselves disseminate the values of the brand.  

Increasingly, companies are aware of the active role that users hold in increas-

ing their reputation. And currently, are the consumers who take the initiative 

when consuming advertisements.  

One of the exponents of this new marketing strategy to increase brand 

awareness is branded content. It is a tactic by companies tries to offer consum-

ers relevant content in order to reinforce brand values without using an adver-

tising discourse. The ultimate goal of branded content is to generate emotional 

and cultural links directly and noninvasively between brands and consumers. 

This content generation means any entertainment, information or education 

content, which are carried out without direct messages to promote consump-

tion.  

 
LITERATURE REVIEW 

Currently there is very little scientific research dedicated to branded content. In 

fact, most contributions are relatively recent and come from the corporate sec-

tor, with the help of marketing professionals. However, we would like to high-

light that Francisco Regueira Mourente doctoral thesis about Branded Content 

was presented in 2012, title “El contenido como herramienta eficaz de comuni-

cación de marca. Análisis teórico y práctico” that focus the importance of 

Branded Content to transmit the brand values. Also, we would like to mention 

some article about the same concept, published in differents journals, as 

“Branded content más allá del product placement en la television digital: ad-

vertaiment y licesing” (Aguado, 2008), “Branded content: a new model for 

driving tourism via film and branding strategies” (Horrigan, 2009) and “Un-

derstanding digital content marketing” (Rowley, 2008). On the other hand, re-

ferring to the brand, we stand out “Brand Experience: What is it? How is it 

measured? Does it affect loyalty?” (Brakus et al., 2009), “Marketing transaccion-

al versus marketing experiencial” (Moral & Fernández, 2012) and “The experi-

ence Economy” (Pine & Gilmore, 1999). 

 
METHODOLOGY 

 

Therefore, we have considered that it is necessary to investigate the level of 

implementation of this new strategy linked to the brand in relation to the prin-

cipal of the Balearic tourism industry, that is, the hotel industry, which in 2013 

had 423.282 rooms available and was highlighted not only for its restructuring 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

68 

process, but also for its international expansion in different parts of the world. 

According to the ranking of top 10 Hotel Companies (Hosteltur, 2013), 4 of the 

10 Spanish hotel chains with more international presence were from the Balear-

ic Islands (Meliá Hotels International, Riu Hotels & Resorts, Barceló Hotels & 

Resorts and Iberostar Hotels & Resorts). Also, the industry is world renowned 

for its innovation policies to adapt to the new demands and requirements of 

the tourists of this century, with the aim of improving their competitiveness in 

a changing global environment (Aguiló et al., 2005). Not surprisingly, according 

to the survey Frontier Tourist Movement (Frontur), released by the Ministry of 

Industry, Energy and Tourism, the Balearic Islands received 11’1 million inter-

national tourists in 2013, representing 18 ‘3% of all foreign visitors to Spain, a 

fact that highlights the  importance of the area as a prime tourist international 

destination.  

Our research has required a detailed analysis of the different branding 

strategies being used by the major hotel groups in the Balearic Islands (Meliá 

Hotels International: 77.996 beds, Riu Hotels & Resorts: 43.081 beds, Barceló 

Group: 37.778 beds, Iberostar Group: 30.063 beds, Palladium Hotel Group: 

13.832 beds and Piñero Group: 10.993 beds) and of their presence in the digital 

environment. In the age of connectivity, in order for brands to maintain their 

reputation they should also strengthen themselves in the digital market, where 

currently have converged 2.400 million users. Thus, it has been studied the 

commercial sites, their presence in different social networks and their ability to 

generate branded content, as a strategy to increase digital brand awareness. In 

this sense, the Ushuaia Ibiza Beach Hotel, which belongs to Palladium Hotel 

Group, one of the Matutes Group Companies, deserves special mention for pi-

oneering a new tourism product in the Balearic Islands. This project has not 

only incorporated the element of theming and/or specialization, but has rede-

fined an argument in Ibiza´s tourism hotel sector, and also has led to the trans-

formation of the Playa d'En Bossa. The Ushuaia Ibiza Beach Hotel, combines 

accommodation and entertainment and offers experiences, aimed at an audi-

ence of patrons with a penchant for electronic music and the latest digital 

trends, with the goal of seasonally adjusting such a tourist destination, which is 

now in its mature phase (Bigné et al, 2000).  

Note that this article is part of a research project of a doctoral thesis, which 

aims to assess the degree of implementation of branded content within the 

business strategy of tourist hotel groups in the Balearic Islands. The Balearic 

Islands, from the 60’s, has become a major tourist attraction pool.  
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INTRODUCTION 

Global tourism has been constantly increasing over the past decades, from 528 

million international tourists in 1995 to more than 1 billion tourists in 2012 

(UNTWO highlights, 2013). With the constant growth and expansion of global 

tourism, the competitiveness between destinations is fiercely increasing (Na-

vickas & Malakauskaite, 2009). Because of the growth and maturity of these 

destinations in the tourism industry (Pearce & Schänzel, 2013), it is becoming 

necessary to explore all insights into the development, strengths and weaknes-

ses of a destination (Enright & Newton, 2005). According to Ritchie and Crouch 

(2003), “what makes a tourism destination truly competitive is its ability to inc-

rease tourism expenditure, to increasingly attract visitors while providing sa-

tisfying, memorable experiences, and to do so in a profitable way, while enhan-

cing the well-being of destination residents and preserving the natural capital 

of the destination for future generations”. Enright and Newton (2005, pp.340) 
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stated that “competitiveness is determined by both tourism specific factors and 

a much wider array of factors that influence tourism service providers”. 

South Africa first recognised the value of combining the multidimensional 

tourism destination variables in the early 1990s. After the first South African 

democratic election in 1994, the country’s government realised that the tourism 

sector in South Africa could make a significant difference in the development 

of the country by providing employment, contributing to foreign exchange 

earnings and by increased economic activity (Benedixon & Cronson, 1996). Sin-

ce 1994, South Africa has been experiencing a growth in tourism and it is be-

coming increasingly challenging to sustain this growth (Saayman & Saayman, 

2008) due to changes in the political and economic climate in the country. It is 

clear that internal and external factors influence the dimensions of tourism in 

destinations, and therefore the need for research became necessary to determi-

ne the factors that contribute to the competitiveness of South Africa as a unique 

destination.  

The last study done on South Africa’s competitiveness as a tourism destina-

tion was done by du Plessis in 2002. Since then, South Africa’s competitive po-

sition increased steadily until 2010 when the country ranked 34th globally in 

terms of tourism arrivals (South African Tourism Report, 2012). In 2011 it mo-

ved to 33rd position, which could be the impact of exposure by the Soccer 

World Cup. Recognising the influence of external factors, the need for research 

is necessary to determine what factors influence the country’s competitive posi-

tion and how it can be used to improve this position. 

LITERATURE REVIEW 

Because of the globalisation of markets, the rise in disposable income and free 

time over the past decades (Cracolici, Nijkamp & Rietveld, 2009), competitive-

ness is becoming an even more important part of destination management. To-

urists have a greater array of tourist destinations to choose from (Enright & 

Newton, 2005; Shirazi & Som, 2011) making the competition more fierce. A tou-

rism destination “can be considered as complex networks that involve a large 

number of co-producing factors delivering a variety of products and services” 

(Haugland, Grønseth, & Aarstad, 2011).  To improve a competitive position, 

and to gain a competitive advantage, destinations must manage the multidi-

mensional nature of tourism products, or, in other words, all the variables that 

contribute to destination competitiveness.  
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Literature divides the attributes that contribute to the competitiveness of 

destinations into internal and external factors. Porter (2009) described internal 

factors that influence a company as “advantages that reside in the company 

itself”. These are factors that a company or destination has the power to cont-

rol; for example, infrastructure and skills development. External factors are fac-

tors that a destination cannot control, but they can be managed in order for the 

destination to function in a productive manner. External factors that influence 

the competitiveness of destinations are factors such as income of tourists, price 

competitiveness, transport cost and climate (Saayman & Saayman, 2008), globa-

lisation of markets, increasing knowledge and skills of competition and rising 

logistic costs due to the costs of energy and emissions (Porter,2009).  

The factors that influence the competitiveness of businesses and tourism 

destinations, as explored by various authors (Porter, 2009; Ritchie & Crouch, 

2003; Enright & Newton, 2005; Dwyer & Kim, 2010; Heath, 2003), are generali-

sed and it is important to note that destinations are different from one another, 

unique; therefore, these factors differ within different destinations (Phakdisoth 

& Kim, 2007; Enright & Newton, 2005). In summary, the above-mentioned lite-

rature stresses the fact that it is the management of a destination’s multidimen-

sional factors that determines the competitive advantage. 

Although comprehensive research has been conducted on factors contribu-

ting to the competitiveness of destinations, little research has been done on the 

unique situation of South Africa. It is clear that over time factors differ and 

with little growth in competitive ranking position it seems necessary to deter-

mine the factors that contribute to the countries’ competitiveness taking into 

account post-apartheid influences, hosting mega events and more sufficient 

marketing, to name but a few.  It is therefore the aim of this research to deter-

mine the factors that contribute to the competitiveness of South Africa as a tou-

rism destination.  

METHODOLOGY 

To achieve the aim, the research was conducted by means of a structured ques-

tionnaire that was sent to tourism operators and product owners via email. The 

delegates from the Tourism Indaba 2013 were targeted as well as tour operators 

from the Australian, European, German, American and United Kingdom tour 

operators associations, as found on the World Wide Web. A total of 2 727 ques-

tionnaires were sent. 271 usable questionnaires were completed and returned, 

representing a response rate of 9.93%, which is a representative sample for this 

population (Cooper & Emroy, 1995). The analysis was performed in two stages: 



Research Papers 

 

73 

firstly, a descriptive analysis was used to analyse the demographics of the res-

pondents and, secondly, a factor analysis of 36 attributes was used to determi-

ne the factors that contribute to the competitiveness of South Africa as a desti-

nation. 

 
RESULTS 

 

The results of the factor analysis are explained in Table 1.  

 
Table 1: Factor analysis 
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Quality and variety 
of food 

-.702                

Quality of the 
tourism service 

  .615               

Availability of in-
formation about 
activities 

  .533               

Availability of sup-
port services 

  .488              

Visible and effec-
tive marketing 

 .472              

Accessibility of 
transport services 

  .365             

Infrastructure and 
tourism supra-
structure 

  .362              

Availability of dif-
ferent tourism 
products 

  .320             

Long haul destina-
tion 

    .824             

Short haul destina-
tion 

    .714            

Location of the 
country 

    .419             

Price       .707           
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Value for money      .389           

Benefit of foreign 
exchange 

      .386          

Climate        .280         

Geographical fea-
tures 

        .604         

Historical and 
cultural resources 

        .555        

Variety of accom-
modation 

      .389         

Scenery         .367         

Mega events and 
festivals 

          .755       

Shopping opportu-
nities 

          .731       

Entertainment            .683       

Communication 
systems 

          .444       

Sports/recreational 
opportunities 

         .386      

Variety of vacation 
packages 

        .374       

Economic climate           .260     

Political stability in 
country 

            .717     

Destinations ability 
to manage risks 

            .549    

Safety and security            .341     

African experience               .560   

Uniqueness              .479   

Availability of na-
ture based prod-
ucts 

             .354   

Locals attitude              .228   

Destination brand                -.543 

Image and aware-
ness of destination 

              -.500 

Quality of the 
experience on 
offer 

              -.400 

% variance ex-
plained 62.117% 

Mean value 4.19 3.83 3.74 4.33 3.95 3.54 4.36 3.98 4.21 
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Inter item correla-
tion 

 0.409 0.388 0.365 0.325 0.492 0.348 0.375 0.479 

Cronbach’s alpha  0.826 0.658 0.619 0.707 0.828 0.673 0.701 0.731 

Extraction Method: Principal Axis Factoring.  
 Rotation Method: Oblimin with Kaiser Normalization. 

a. Rotation converged in 40 iterations. 

 

The first factor labelled cuisine had the fourth highest mean value of 4.19, 

and was found as a factor contributing to South Africa’s competitiveness for 

the first time. The second factor, labelled tourism services, had the seventh high-

est mean value (3.38). The third factor location had the eighth highest mean val-

ue of 3.74, while the mean value for factor four was 4.33 making it the second 

most important factor in determining the competitiveness of South Africa. 

Price’s factor loading is very high, indicating that respondents felt that price in 

South Africa is an important contributing factor of the destinations competi-

tiveness. Factor five, named resources, had the sixth highest mean value of 3.95, 

while the sixth factor, labelled entertainment and activities, had a mean value 

of 3.45. Factor six had the highest mean value of 4.36 and included economic 

climate, political stability, and destination’s ability to manage risk and safety 

and security. The factor African experience had a mean value of 3.98. Factor 

nine labelled marketing had the third highest mean value (4.21) indicating that 

it was a very important factor contributing to the competitiveness of South Af-

rica as a tourism destination to respondents.  

CONCLUSION AND IMPLICATIONS 

The aim of this research was to determine if the factors that contribute to the 

competitiveness of South Africa in the current decade as a global tourism des-

tination are still the same as found by Du Plessis in 2002. There has been very 

little research done on the competitiveness of South Africa and this research is 

a first attempt to fill this gap. The findings indicated that there have been sig-

nificant changes in the factors that contribute to the competitiveness of South 

Africa as a destination. This research indicated that political and economic sta-

bility, economic climate, marketing and cuisine are the most important factors 

contributing to the competitiveness of South Africa as a global tourism destina-

tion. The factors that provide opportunity for the acquirement of new types of 

tourists to South Africa was cuisine (food tourists) and entertainment and ac-

tivities (sport tourists).  
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INTRODUCTION 

Nowadays and according to World Data Bank figures, 945 millions of tourist 

arrivals were registered during 2010, this amount of tourists moving around 

the world means also a large amount of revenues for the destinations. There-

fore, in recent years tourism has become, in the countries of the Mediterranean 

Europe, one of the more profitable sectors of country’s economy. It gives value 

added to GDP and wellness to their inhabitants. Tourism, as one of the most 

important economic activities within an economy, has become also part of the 

normal activity in developed countries, and it is actually one of the most rele-

vant economic activity for developing countries. So nowadays for many coun-

tries tourism activity is one way to go ahead, and additionally during ages of 

economic depression could be an excellent tool to deal with. 

Respect to Spain, It  was at 4h place by the amount of arrivals following the 

Tourism and Travel Competitiveness Report from the World Economic Forum 

in 2013, 3h place in 2014 following last figures of WTO. Spain is a country that 

has been developing tourism since the 60’s and it has got a consolidated touris-

tic product although some mature products also in some sense. The interna-

tional tourism expenditure accounted 5% of total Spanish imports according to 

last World Data Bank publication, and Spanish tourism arrivals represents 5.5% 
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of world international tourism arrivals, so Spain is an important and consoli-

dated destination for world tourism. 

During the recent years, Spain has been going through a large and deep 

economic crisis period, nowadays and following the last quarterly report (4th 

quarter 2013, National Statistics Institute INE), Spanish economy, measured by 

the GDP, is starting to growth although very weak.  

We are focusing on the Mediterranean area of Spain, that is because Medi-

terranean regions represent more than 50% of Spanish tourism (INE period 

2000-2012) and all of them share a great variety of characteristics like the pre-

dominance of sun and sand tourism as touristic product. 

The objective of the article is research on tourism competitiveness in the 

Spanish Mediterranean regions to get a range of indicators of tourism competi-

tiveness for all of these regions. This way we will know what parameters be-

have better or worse and so we can act on some of them, by the indicators ob-

tained, to improve their destination competitiveness. 

 
LITERATURE REVIEW 

In order to understand the concept of tourism competitiveness, first we have to 

review the concept of competitiveness and develop it until we get a definition 

of tourism competitiveness and its determinants. 

We can define competitiveness as the skill of an agent in selling its output in 

a market to achieve profits as the Oxford dictionary says. Porter (1980, 1990) 

said that enterprises’ characteristics enable them to overtake their rivals, a 

company must take advantage of its comparative advantages and competitive 

advantages to surpass the other competitors. Comparative advantages are the 

ones that a destination has itself (an infrastructure, a scenery, or any other own 

resource), and competitive advantages are the form that the destination man-

ages its resources. 

Now we have to apply these concepts of competitiveness to a tourism desti-

nation. There are many authors that have contributed to this objective such as 

Kozak (1999), who classifies into two categories the determinants of the tour-

ism competitiveness (primary factors and secondary), Mihalic (2000) with his 

contributions over management and organization, or Craigwell (2007), that ex-

plains competitiveness in small islands as indicators that have incidence in 

tourist arrivals or in tourism expenditure. 
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Over all of these contributions, we want to highlight two relevant articles, 

the first one is Crouch and Ritchie (1999), in this article the authors develop a 

theoretical model about tourism competitiveness, “the conceptual model”. The 

authors point out a range of indicators that forms the concept of tourism com-

petitiveness, and they added that these indicators must give as result an im-

provement of wellness and prosperity. The other article is Dwyer and Kim 

(2003), they created “the integrated model” where they integrate a variety of 

indicators that form tourism competitiveness, supply indicators either demand 

indicators, and this model has to lead the destination to prosperity too. 

One way to measure tourism competitiveness, as many authors such as 

Kozak (1999), Hassan (2000), Ritchie and Crouch (2003), or Enright and Newton 

(2004) point out, is through tourist arrivals indicator. This way we will have a 

great range of indicators including Inherited Resources, Created Resources, 

Supporting Resources, or Demand Resources, that explain tourist arrivals in 

the destination. 

We have made a figure where one can see a graphic summary of what we 

have learnt from the theory. In figure 1, there are all the indicator blocks that 

affect tourism competitiveness, and the indicators that results from the model. 

 
Figure 1. Tourism competitiveness measurement and its output. 

 
 

Source: Own elaboration. 
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METHODOLOGY 

For the selection of the variables, we have based on the integrated model. The 

integrated model gathers many variables from the destination that must be in-

tegrated in these blocks: Endowed Resources (natural and heritage), Created 

Resources, Supporting Resources, Destination Management, Situational Condi-

tions, and Demand. So we have gathered a range of variables, similar to the 

model ones, that are included in these blocks. The variables selected have been 

chosen for Spain, and more accurately for the Mediterranean regions, every 

destination has got every variable available because the Mediterranean destina-

tions offer a similar touristic product. The reference year for the variables selec-

tion is 2010. We need to know the performance of these variables in the destina-

tions, this way we will be able to improve the tourism competitiveness in the 

destinations that most need it. For this purpose, we think that a linear regres-

sion could explain the dependent variable “tourist arrivals” and so we will be 

able to know which destination is more or less competitive. Before we run the 

linear regression we have to reduce the sample, one simple procedure is using 

Principal Component Analysis, this way we will get a few variables that repre-

sent the main blocks of tourism competitiveness. 

 
RESULTS 

PCA can resume all variables in only seven factors that represent tourism com-

petitiveness. The linear regression results are displayed on table 1, one can see 

that all independent variables have got positive sign and all are significant at 

90% confidence but natural factor. We know that all variables are important for 

tourism competitiveness because they are based on previous theory, in our case 

the availability of data can’t let us to have all the variables significant. The re-

sult is consistent, the independent variables explain the dependent variable in a 

good way and there is not autocorrelation. The more important variable for 

competitiveness is specialization factor, followed by services, assessment, cul-

tural, attractiveness, and meteo (meteorological). We have renamed the factors 

according to the variables that compose them. 

Specialization factor resumes variables about the destination prices and 

tourism rates; services factor resumes variables from the destination concerning 

the services that the destination can offer such as financial services, health ser-

vices, or transport services; assessment contains demand assessment about the 

destination variables beaches, restaurants, and environment in general; cultural 

factor represents cultural elements concerning the destination; attractiveness is 

all about leisure for the tourist; and meteo factor concerns weather conditions 
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in the destination. Destination managers have now the key for a better policy 

development, they have the necessary knowledge about what indicators they 

have to improve or maintain in order to boost tourism competitiveness. 

 
Table 1. Linear Regression OLS output 

 

Dependent Variable: ARRIVALS   

Method: Least Squares   

Date: 02/14/14   Time: 17:07   

Sample: 1 12    

Included observations: 12   
     
     

Variable Coefficient Std. Error t-Statistic Prob.   
     
     

C 5.84E-08 0.015508 3.77E-06 1.0000 

MORPHOLOGY 0.020100 0.028761 0.698848 0.5231 

METEO 0.095449 0.034976 2.729001 0.0525 

CULTURAL 0.242570 0.058494 4.146945 0.0143 

ATRACTIVENESS 0.187267 0.087871 2.131173 0.1001 

SERVICES 0.372170 0.113328 3.284018 0.0304 

SPECIALIZATION 1.430116 0.070130 20.39228 0.0000 

ASSESSMENT 0.299318 0.041246 7.256852 0.0019 
     
     

R-squared 0.998951     Mean dependent var 8.96E-18 

Adjusted R-squared 0.997114     S.D. dependent var 1.000000 

S.E. of regression 0.053721     Akaike info criterion -2.775318 

Sum squared resid 0.011544     Schwarz criterion -2.452046 

Log likelihood 24.65191     Hannan-Quinn criter. -2.895004 

F-statistic 543.9469     Durbin-Watson stat 2.110855 

Prob(F-statistic) 0.000009    
     
     

 
CONCLUSION AND IMPLICATIONS 

If we rank the Mediterranean regions by tourist arrivals order, we will get what 

regions have lesser arrivals so we could recommend to these regions to im-

prove all the indicators that affects to tourism competitiveness. Starting by the 

most significant block of indicators, these regions must enhance controllable 

indicators such as prices, financial services, health services, museums, or com-

mercial centers (these indicators are included in the competitiveness indicator 

blocks). Competitiveness is a very complicated concept to define, and its appli-

cation to tourism destinations is a subject open to research. We have based on 

the most important theories in order to apply a consistent model to the Spanish 

Mediterranean destinations. The output obtained in the OLS regression con-
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firms the model of tourism competitiveness, and it is the evidence that the 

model works on Spain too. However, there is a necessity of keep looking for 

more indicators that fit in the model and make it more complete. Paying atten-

tion to our results, economic agents will have a guide about how to improve 

destination tourism competitiveness, maintaining their strengths and improv-

ing their weaknesses.  
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INTRODUCTION 

Tourism is one of the fastest growing industries in the world and it stands as 

the world’s leading employer (Tribe and Lewis, 2003:67) and is where many 

jobs of the future lie (Riley et al. 2002:1). Despite the high level of labour pro-

ductivity in the tourism industry there is little known about tourism employ-

ment in general and about those who are involved in the tourism workforce in 

particular (Ross, 1993; Riley et al. 2002; Cukier, 2002; Tribe and Lewis, 2003).  

Tour guides are among those neglected occupational groups despite the key 

role they play in the tourism industry. What studies have been conducted on 

tour guiding have been instrumental ones written exclusively from a manage-

rial perspective that emphasise roles, functional attributes, occupational skills, 

guide training, and service delivery pragmatics. Little has been written on the 

situational features of tour guiding from the guide’s perspective, including the 

psycho-social effects and their world-view, emanating not just by the work it-

self, but in the broader life-space of the guide. These factors shape an occupa-

tion where the work is often periodic, irregular and erratically remunerated. 

The effects of all factors may cut deeply into the individual and family life of 

mailto:arige12@yahoo.co.uk
mailto:rblack@csu.edu.au
mailto:vseaton@tiscali.co.uk


7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

84 

those working in tour guiding. Thus, this study aims to explore the private 

world of the tour guides from their own perspectives.  

 
LITERATURE REVIEW 

 

Most of the literature on tourism employees has focused pragmatically on tho-

se working in the hospitality industry (Zuberi, 2006). Less attention has been 

given to other occupational groups in other sectors of travel and tourism such 

as (travel agents, tour operators, souvenir shops owners, baggage handlers), 

and tour guides have been a particularly neglected group (Holloway, 1981; 

Jafari, 1985; Ap and Wong, 2001; Black and Ham, 2005; Yu & Weiler, 2006; 

Scherle and Nonnenmann, 2008; Huang et al, 2010). 

The significance of the tour guides has been acknowledged for almost three 

decades ago (Holloway, 1981). They play fundamental roles as general or city 

guides or as specialized guides in specific types of tourism such as ecotourism, 

heritage and adventure tourism. Ang (1990) commented on the importance of 

tour guides:  

They exist not merely as a mouthpiece, mindlessly rattling 

information or as a merciless shopping sales person … the 

job calls for commitment, enthusiasm and integrity as the 

entire experience of the tourist lies in their hands (Ang, 

1990: 171, cited in Christie and Mason, 2003: 3). 

Synonyms for the term ‘tour guide’ used within the travel industry include 

‘tourist guide’, ‘local guides’, ‘city guides’ and ‘step-on guide’ (Pond, 1993). An 

international definition provided by the International Association of Tour Ma-

nagers and the European Federation of Tourist Guide Associations (EFTGA) is 

that a tour guide is a person who: 

guides groups or individual visitors from abroad or from 

home country around the monuments, sites and museums 

of a country or region; to interpret in an inspiring and enter-

taining manner, in the language of the visitor’s choice, the 

cultural and natural heritage and environment (EFTGA, 

1998, cited in Ap and Wong, 2001: 551). 

The literature that has been directly concerned with the subject of tour gui-

des has focused primarily on three key areas i) the roles performed by the tour 

guides including their function in conveying information to tourists, providing 

explanations and facilitating understandings (Holloway, 1981;; Cohen 1985; 
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Pond, 1993;; Bras, 2000; Ap and Wong, 2001;Yu, Weiler and Ham, 2002; Christie 

and Mason, 2003; Salazar, 2005;; Jennings and Weiler, 2006; Scherle and Non-

nenmann, 2008); and ii) the knowledge, skills and training that are necessary 

for the working conditions of tour guides (Black, Ham and Weiler, 2001; Chris-

tie and Mason, 2003). Finally, iii) much research has been undertaken on cross-

cultural differences in tourist behaviour through tour guides’ perceptions 

(Pizam, 1999). 

Little research has conducted on human dimensions of guiding to which 

this paper is directed. Only one journal article has been found that has empiri-

cally researched an aspect of the lived experience of tour guides. Salazar, (2005) 

observed the cultural lifestyle of a small sample comprised of five local tour 

guides in Indonesia. The author found that the tour guides are key actors in the 

process of “Glocalization” (the global and the local). The guides represent the 

locals who adapt to the different tastes of international tourists from various 

cultures. The study concluded that localization and globalization are intimately 

intertwined (Salazar, 2005). Although the study revealed a feature of the life of 

tour guides, the study dealt only with the cultural role of tour guides which is 

the most researched aspect of tour guides. Consequently, among the phenome-

nological issues in tour guiding that the current study addresses are those of: 

motivation, self -image, work perceptions, extrinsic and intrinsic evaluations of 

status, and the pressures and constraints of guiding on family and social relati-

ons.  

 
METHODOLOGY 

The research used a qualitative approach, adopting a grounded theory strategy. 

Data were collected from Jordanian tour guides using semi-structured indivi-

dual and group interviews. Theoretical sampling was the basic principle in col-

lecting the data and a constant comparative methodology was used to analyse 

the data and theorise the results. This study is one of the first studies that have 

researched the sociology of the tour guiding occupation using qualitative rese-

arch and grounded theory. 

 
RESULTS 

The findings of this study draw on concepts within occupational sociology that 

seeks to explore work-related questions from a social science rather than ma-

nagerial perspective. The questions the study addresses include: the evolution 

of occupational groups; the relative rank of occupations in social hierarchies; 
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the nature of variations between and within occupational groups; and the ef-

fects of working conditions upon social relations, particularly familial ones. 

Study findings revealed many issues around the guides' place in society, status, 

self image, and self actualisation of tour guides, as well as relationships to the 

socio-cultural dimensions of work as a tour guide.  

The findings suggest that tour guides initially choose their career for several 

reasons including the promise of a good income, enjoyment of meeting people 

and their relevant qualifications. Income was one of the chief pull factors for 

the career choice. The tour guides were generally satisfied with their earnings 

but observed that their income was erratic and fluctuated because of internati-

onal and regional political conditions, as well as seasonal cancellations. Tipping 

was also highlighted by tour guides not only as an economic motivator, but as 

an emotional motivator. However, they noted that tipping habits were cultu-

rally bounded. 

The tour guides faced a series of personal and professional dilemmas in fin-

ding a balance between different parties which included the employing travel 

agency, the tourists, and their family. Their job anxiety affected their family 

and social networks but they tried to create a balance between work and their 

social commitments within the macro and micro levels of their familial relati-

ons. 

Tour guides perceived their career status as low and this is confirmed by the 

industry’s traditional image of low pay, long hours, and low status (Riley et al. 

2002).  The tour guides consider their occupation as socially undesirable and 

there is little awareness by the community concerning it. The tour guides’ res-

ponses confirmed that job status is affected by the existence of particular tradi-

tional criteria of status within a society‘s culture (Watson, 1995: 202). 

The findings of the study also hinted there may be some rivalry between 

male and female tour guides. In the cultural context this may be interpreted as 

the oriental men assuming that the priority for the woman is to take care of her 

family and that this sort of job is not suitable for women. 

The study findings make an important contribution to the tour guiding lite-

rature, making visible the characteristics of an occupational group central to the 

tourism industry, but have been largely neglected by academics, and it is ar-

gued, undervalued by the industry itself. The paper concludes that: (і) Tour 

guiding career may be considered a low status career compared to other occu-

pations. (ii) The image of tour guiding may be affected by the cultural norms of 
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a given destination. (iii)The profession of tour guiding presents professional 

and personal benefits and challenges.  
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INTRODUCTION 

The services and products the market offers have become increasingly commo-

ditised with little to distinguish them beyond price and availability (Pine & 

Gilmore, 1999). There is a general acceptance in the literature concerning a 

transformation from services to experiences within the markets. This shift requ-

ires organizations to differentiate their offerings to meet the desires of more 

sophisticated and demanding clients (Volo, 2009).  

There are various definitions of customer experiences. For example Pine and 

Gilmore (1999) define them as memorable events that engage customers in a 

personal way. Various authors also suggest that experiences are remembered 

for a while and shared with others (e.g. Cetin & Istanbullu, 2013; Oh et al., 

2007). Thus experiences are extremely relevant in tourism industry (Cohen, 

1979; MacCannell, 1973; Smith, 1994; Urry, 1990; Uriely, 2005). Tourism destina-

tions should be able to offer such experiences to keep and increase the number 

of visitors. Tourist experiences are able to differentiate destinations from com-
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petitors and they also anable destinations to create loyal clients that share their 

experiences, and recommend the destination to other potential customers.  

Although experiences are critical for destinations’ success, offering a theore-

tical framework of tourist experience has been difficult task for researchers. 

Creating, managing and evaluating tourist experiences have also been a chal-

lenging objective for destination planners and travel trade. Tourists are diffe-

rent and they hold various expectations, making the concept of experience a 

relative attribute. There is not a single experience, but several experiences for 

different market segments (Vega, Casielles, & Martin, 1995). 

This study adopts a qualitative method to facilitate closing the gap between 

importance of and research in tourist experience through examining the expe-

riences of tourists from Middle Eastern countries. The paper first briefly con-

ceptualizes the structure of tourist experience concept. Then Middle Eastern 

tourist experiences are discussed in the framework of factors found after a qua-

litative study. 

LITERATURE REVIEW 

Tourists are recognized as consumers as they are involved in various service 

exchange relationships during their travels (Gunn, 1988; Mossberg, 2007) and 

because of inseparability characteristic of tourism, consumer experiences neces-

sitate active involvement of the tourist (Brunner-Sperdin & Peters, 2009). Tou-

rist destinations can be framed as an amalgam of services and activities (e.g. 

lodging, attractions) that create an overall experience of the area visited. Tou-

rist experience is actually an output as well as a process, however it is expected 

that there will be a final destination experience which is created through inte-

racting with different elements in the destination (Hosany & Gilbert, 2010). 

Thus experiential value is explained based on a single experience extracted 

from the overall trip. Determining experiential attributes for different tourist 

segments would facilitate a more precise understanding of tourists and better 

decision making for destinations. 

One of the emerging markets for international tourism activity is travellers 

from Middle Eastern countries. The Middle East region is one of the World’s 

smallest, yet fast growing, tourist generating regions, with an average annual 

growth rate of 9.9 % between 2000 – 2010. The growth rate is the highest in the 

world, well above the global average of 3.4 % per annum for the same period, 

reflecting a dynamic growth trend. With a population of more than 250 million, 

expected to increase over 400 million by 2050, the region promises to be an att-
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ractive and lucrative market for travel destinations. Outbound travel from the 

Middle East has more than quadrupled from 8.2 million in 1990 to 36.2 million 

in 2010 (UNWTO, 2012).  

 
Table 1: Arrivals from Middle East to Turkey (2008-2012) 

Gulf Countries 2008 2009 2010 2011 2012 

SAR 55.636 66.938 84.934 116.711 175.467 

Kuwait 22.084 26.801 27.281 41.617 65.167 

BAE 19.676 22.051 30.480 35 579 48.071 

Bahrain 8.081 9.090 9.375 9.712 13.342 

Qatar 4.862 4.902 6.043 7.661 13.971 

Other 2008 2009 2010 2011 2012 

Iraq 250.130 285.229 280.328 369.033 533.149 

Lebanon 53.948 71.771 134.554 137.110 144.491 

Syria 406.935 509.679 899.494 974.054 730.039 

Jordan 74.340 87.694 96.562 94.914 102.154 

Yemen 4.971 6.181 6.344 8.066 11.826 

Source: Istanbul Culture and Tourism Office, 2003. 

 

World Tourism Organization (UNWTO) defines the Middle East market to 

include 14 countries: Bahrain, Egypt, Iraq, Jordan, Kuwait, Lebanon, Libya, 

Oman, Palestine, Qatar, Saudi Arabia, Syrian Arab Republic, United Arab Emi-

rates and Yemen. Within the Middle East, the important tourist generating 

markets are the Gulf countries; Saudi Arabia, United Arab Emirates, Kuwait, 

Bahrain and Qatar. These countries constitute about 60 % of all outbound travel 

and about 75 % of total international tourism expenditure from the Middle East 

region (UNWTO, 2012). Middle East market is also an important generating 

region for Turkey. This segment is critical for Istanbul as these tourists tend to 

visit the city in summer months which is among the slowest periods for Istan-

bul considering the tourism demand. Table 1 shows the growth of Middle Eas-

tern tourists travelling to Turkey between 2008-2012. According to the table the 

total number of arrivals from Middle Eastern countries more than doubled 

despite the increased political unrest in the region during recent years (Cetin & 

Sunar, 2012). 
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METHODOLOGY 

In order to explore the Middle East travellers’ overall tourism experiences in 

Istanbul, a qualitative technique based upon semi-structured, in-depth inter-

views was chosen. Travellers from Middle Eastern countries were interviewed 

about their experiences; as events and perceptions in Istanbul that are personal, 

memorable, unique and worth sharing with friends. Interviews were all elect-

ronically recorded, and transcribed verbatim within the same day by one of the 

authors. This whole procedure filled 96 pages in total. Transcripts and field no-

tes were then analysed multiple times by each author to reach a consensus on 

overall dimensions, concerning experiential attributes of visit to Istanbul. Is-

tanbul can be considered as a good domain to study experiences. The city is 

attracting more than ten million international travellers and it offers diverse 

products and services (e.g. heritage, cultural events, natural attractions, shop-

ping, night life and business).  

Interviews were conducted between Aug. – Oct. 2013 for a period of 13 we-

eks. The screening criteria used for the interviewees were being above 18 years 

old, and to have stayed in Istanbul for more than one full day. In the case of 

this study, after interviewing 61 tourists, authors agreed on the data saturation 

level and that no additional interviews would provide new findings (Glaser & 

Strauss, 1967). Interviews took around 25 to 40 minutes in duration and were 

conducted randomly at multiple well-known cultural sights in the city center 

(e.g. Topkapi Palace), at transfer vehicles to/from excursions, as well as hotel 

lobbies and two international airports.  

After the analysis and discussion phase is over. Common themes and signi-

ficant phrases extracted from the transcribed data were coded, singled out and 

grouped under broader content related categories (Cozby, 2004; Creswell, 

2007). At the end of this categorizing process, 43 items were merged under five 

themes: culture, social interaction, shopping, nature and service.. The findings 

of the research are discussed in the next section. 

RESULTS 

This study attempted to comprehensively explore the experiences of travellers 

from Middle East and offers valuable insights. The interview questions also 

included demographic information as well as questions related to experiences. 

Out of 61 total respondents 39 were males, their ages differed between 19 and 

67. 34 of them hold a university degree and majority (88%) had more than 

20.000 Euro annual income. They were in Istanbul for leisure purposes mainly, 
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six of them were on business trip. They can also be considered as experienced 

travellers, travelled outside their home country approximately 3,28 times on 

the average in 2012.  

 

 

 
 
Figure 1: Experiential Attributes for Middle East Tourists 

 

 

A total of five main groups describing the experiential elements for Middle 

Eastern travellers in Istanbul are found as shown on figure 1. These are culture 

(e.g. heritage, food, modernity, arts, entertainment, night life, religion), social 

interactions (e.g. social local people, hospitality, safety, friendliness), Nature 

(e.g. location, bosphrous, islands, sea, climate, natural sights), quality service 

(e.g. hotels, recreation and  health facilities, convention centers, service quality), 

and shopping (e.g. grand bazaar, shopping malls, variety, quality, value for 

money, brands).  

CONCLUSION AND IMPLICATIONS 

The study of experiential attributes in destinations has important implications 

for tourism industry and service design. Various studies have established posi-

tive relationships between customer experiences, customer value, loyalty and 

recommendation (e.g. Cetin & Istanbullu, 2013; Hosany and Gilbert, 2010; 

Walls, 2009). However destination attributes affecting overall travel experience 

have not been clarified in the literature so far. Especially the differences of 

Middle East segment as a tourist region has long been neglected. Different cli-

ents might desire different experiences depending on different backgrounds 

and motivations (Cohen, 1979). This study proposes valuable empirical fin-

dings for destination planners, industry professionals as well as scholars for 

implications and future research concerning the experiential needs of the 

Middle East market. After the qualitative study, five constructs were identified 

as the main determinants of Middle East tourist experience in a destination. 

These are social interaction, nature, quality service, culture and shopping.  This 
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study was conducted on travellers from Middle East only, future studies might 

investigate other market segments.  

A limitation of the study would be considered as the locality interviews we-

re conducted. Although Istanbul is an international destination attracting more 

than ten million travellers per year, experiences might differ based on the cha-

racteristics of each destination. Personal, social, cultural and geographical set-

tings might influence tourist experiences. Nevertheless for scholars, this ma-

nuscript is among the first research concerning experiences of tourists from 

Middle East conducted in a destination with diverse offerings. Future studies 

investigating various destinations and travellers with different backgrounds 

might offer valuable insight in distinguish different market segments. 
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INTRODUCTION 

Improvement of health has already been seen as a consequence of tourism 

sometimes with activities such as SPA and wellness and sometimes with 

warmer, clean weather and entertaining sport activities. In addition to such 

indirect expectations of improved health, there is a distinct type of tourism un-

der the umbrella of health tourism which includes medical interventions like 

surgeries.  

In the past, the movement of medical tourism was from the developing 

countries to the developed to be able to get the treatments that were not possi-

ble in the home country. Recently, the tide has reversed. Medical tourism com-

bining medical interventions with tourism facilities is a growing sector in sev-

eral developing countries mostly in the Far East and South America (Mechinda 

et al., 2010). As a high value tourism product, both it gets the support of the 
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governments and it is seen as a profitable business opportunity by entrepre-

neurs globally. Although, there is such mobility with a growing trend around 

the world, its impacts have not become subject to extensive research yet. Based 

on the findings of prior research, the development phase of medical tourism in 

the countries which are recently getting involved in this business is focused on 

the strategies to increase the number of visitor patients and their total expendi-

ture (Erdogan & Yilmaz, 2012).  

Turkey has many state- of-the-art healthcare facilities, 47 of which are ac-

credited by Joint Commission International (JCI). Physicians and other 

healthcare professionals in leading healthcare facilities in Turkey are highly 

skilled and most of the physicians have strong experience in international 

medical practices as well. In addition, Turkey enjoys the advantage of its cen-

tral geographical location and transportation facilities. Turkey is only a short 

flight away from many cities in Europe, Central Asia and the Middle East. The 

prices of many medical procedures, operations and treatments are relatively 

cheaper compared to developed countries. Turkey has become a medical tour-

ism destination which currently hosts 40,000 foreign medical tourists, and only 

recently started to activate its potential (Erdogan & Yilmaz, 2012). Approxi-

mately 200,000 people were estimated to visit Turkey for healthcare tourism 

purposes on an annual basis. The main challenges for business sustainability 

seem to be the need for more professional networking organizations active in 

the healthcare tourism market, and to increase governmental support for medi-

cal tourism. However, another challenge lurking in the horizon is the environ-

mental and societal sustainability concerns, as medical tourism has impacts 

such as increasing the amounts of medical hazardous waste, and may haphaz-

ard local community’s access to health services. 

The purpose of the present study is to investigate whether sustainability is 

taken as a dimension while constituting the medical tourism product and man-

aging the related processes. Therefore, the research question is “How do the 

medical centers in Istanbul providing medical tourism service for international 

patients address the three pillars of sustainability?” This research will be con-

tributing to the literature on this fairly new phenomenon with a holistic ap-

proach to it including a critical stance. The objective is to reveal the impacts of 

medical tourism and the management strategies directed to them, accordingly 

provide suggestions for a more sustainable way of managing medical tourism.  
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LITERATURE REVIEW 

From ancient times onwards, the search for ailment has been a motivation for 

traveling. Although the scale of medical travel and its commercial volume have 

changed dramatically, the core of the action preserved itself. Today people are 

still moving from one country to another in search of medical care. Further-

more, the sector has grown to a size which makes it possible to reap significant 

economic gains. According to Turkish Statistical Institute (2011), whereas a for-

eign tourist with the intention of vacation spends 650 dollars, a health tourist 

spends up to 4-5 times more. Among others, a working definition for medical 

tourism is provided by Dawn and Pal (2011) as the act of travelling to other 

countries to obtain medical, dental and surgical care. 

The current trend for medical tourism is from developed countries to devel-

oping countries. (Reddy et al., 2010). As an emerging market economy, Turkey 

also lived a boom in the last few years in terms of investments in medical care 

(TUSIAD, 2009). At this point, the use of medical tourism as a tool for sustaina-

ble development should be questioned. Although in the literature there is ex-

ploratory research of medical tourism in Turkey, the sustainability issue re-

mains untouched. Bristow, Yang and Lu (2011) examines sustainability per-

spectives of medical tourism and addresses questions on this issue for Costa 

Rica. The first question is whether the local people who live near eco-medical 

facilities have access to the health care or not. If we can see through doctors' 

eyes, we will see that private hospitals offer more salary. For example in Thai-

land a doctor can earn a week's salary in just one day. As this is the situation, 

more skilled surgeons or doctors find place in private hospitals for more afflu-

ent patients while the public system offers medical care for low-cost operations. 

The other question is related to the environmental aspect of the issue. Accord-

ing to World Health Organization (WHO), 20% of the waste which is generated 

poses danger for health. This is a very important issue for Costa Rica as the 

hospitals in Jan Jose produces 17 tons of waste whose 25 percent is labeled as 

bio hazardous, according to Bristow et al. (2011). 

Lee (2007) regards medical tourism as a more sustainable manner of tourism 

because there is an ongoing demand of affordable healthcare from Europe and 

luxury from Middle East. With only a business perspective of sustainability, 

Lee suggests that governments generally support medical tourism as it is a 

high value product providing foreign capital. Support of government is very 

influential in the development of medical tourism as new visa arrangements 

might be needed for special treatments and as it is an indication of quality and 
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confidence.  Connell (2005) also argues that economic benefits, employment 

opportunities and reversing the brain drain are the expected advantages of the 

process. On the other hand, it can cause another drain in the public sector in 

terms of skilled health workers, expand the burden over public sector, put for-

ward ethical issues, equity and competitive involvement questions.  

The study conducted by Mechinda and colleagues (2010) showed that satis-

faction and trust are the key factors in the attitudinal loyalty to medical tour-

ism. However, sustainability is also an important criterion from visitor point of 

view as well. The results of Innman‘s survey (cited in Mechinda et al., 2010) 

suggest that medical tourists are cost sensitive, and want good quality yet are 

aware of the needs of the local workers. Although the care of the patient should 

always be first, the local community should not be at a disadvantage simply 

because they cannot afford the attention the foreign medical tourists demand. 

It should be added that medical tourism can have negative effects along 

with its advantages. Erdogan and Yılmaz (2010) suggest that with sustainable 

management principles Turkey can be a competitor in the sector. Under these 

circumstances, it is beneficial to understand the medical tourism centers’ point 

of view on three pillars of sustainability, namely economy, society and envi-

ronment. 

 

METHODOLOGY 

The study aims to determine how the organizations with medical tourism focus 

in Istanbul, which provide service for international patients, treat sustainabil-

ity. A semi-structured survey is deployed adapting the Global Sustainable 

Tourism Council performance indicators, in order to obtain richer information 

on the views of sustainability. The data is planned to be analyzed using themat-

ic content analysis method and through presenting the themes that emerged 

from the interviews. Also, secondary data on this issue are being collected and 

put to analysis.  

As private enterprises are dominating the sector, a judgmental sampling of 

the hospitals and clinics with enough substitutes was made from the Turkish 

Healthcare Travel Council members list. The Council is one of the leading um-

brella organizations for medical tourism sector in Turkey. These institutions are 

targeted to see whether sustainability of medical institutions is a criterion for 

their incentives dedicated to the medical tourism investments.  
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Currently, interviews are being conducted addressing the managers of the 

private hospitals and clinics, which are involved in medical tourism. The re-

sults will be discussed with reference to the current business environment and 

legal framework to analyze this structure is adequate as well as efficient to en-

courage and systemize the sustainability of development of medical tourism 

enterprises.  
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INTRODUCTION  

According to Craven and Golabowski (2001:4), Getz (2007:403), Allen, O’Toole, 

Harris and McDonnell (2008:17) and Tassiopoulos (2010:4), the event sector is a 

relatively young and dynamic sector that is expanding and maturing with its 

own practitioners, suppliers and professionals, and in which tourists represent 

a potential market for planned events.  This is also the case in South Africa 

where Paul Simon was one of the first major international artists to tour South 

Africa in 1992 after a long period of cultural isolation (Big Concerts, 2010).  This 

was followed by a flow of various international artists, performers and bands 

performing in the country.  Managing live music performances requires a great 

deal of planning, organising, leading, controlling resources, co-ordinating and 

communicating on many levels in order to achieve specific objectives (Hyatt, 

2008:178; Saayman, 2009:59:60; Silvers, 2010:50).  Furthermore, managing an 

event is an intense and difficult task that requires common sense, imagination 

and experience (Silvers, 2012:50).  Various management aspects add to a 

memorable experience as not only the performance is sold to the individual 

who attends a live music performance.  When referring to a memorable visitor 

experience it can be defined as the comprehension of the wow factor at an 
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event which is worth remembering once the event is concluded (Manners, 

Saayman & Kruger, 2013).  Critical success factors for a memorable experience 

from a supply side can be a combination of pre-, during- and post-event 

managing strategies which include: planning, leading, marketing, designing, 

budgeting and control, risk management to name but a few (Silvers, 2004:41; 

Allen, O’Toole, McDonnell & Harris, 2005:160; Allen et al., 2008:453).  Little 

research has been conducted at live music performances, specifically from a 

supply side, to identify such aspects that would create a memorable experience 

at live music performances. 

 

Thus, the purpose of this research is to determine what managers (supply 

side) regard as important critical success factors in order to ensure a 

memorable visitor experience at a live music performance.  This research 

therefore answers questions such as:  

 

 How do managers define a memorable experience? 

 What is the main purpose for organising a live music performance? 

 What aspects do managers regard as important when organising a live 

music performance? 

 What aspects are important in the pre-, during- and post-event 

planning phases? 

 

The answers to these questions will enable one to better conceptualise the 

important critical success factors for a memorable visitor experience from a 

supply side. 

LITERATURE REVIEW 

 

Event management is very similar to general or project management, with the 

difference being the context as there is a unique aspect of assembling the 

tangible components that create the intangible product of an event experience 

(Silvers, 2010:50).  These actions vary according to the kind of event that is 

organised; therefore, in order for the entertainment guide to be common in 

nature, general activities such as pre-event, during-event and post-event 

activities are mentioned (Singh, 2009:97-98).  According to Van der Westhuizen 

(2003:210), Seetharaman, Sreenivasan and Boon (2006:689) and Kruger 

(2006:62), identifying critical success factors, in this case for a live music 

performance, will assist in optimising concerns such as effectively allocating 

resources, optimising the approach to live music events, offering more target 
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oriented marketing, improving the event on a continuous base to name but a 

few.  Thus, it has become critical that the events industry, regardless of the size 

of the event, improves its management so as to fulfil the holistic needs of 

visitors who attend various events (Richie, Mules & Uzabeaga, 2008).  This can 

be accomplished by determining the critical success factors at these events, 

from both the demand and the supply sides.   

 

Studies on critical success factors have been conducted at different tourism 

operations.  One such study conducted internationally was performed by Lade 

and Jackson (2004) who focused on the critical success factors of regional 

festivals in Australia.  Other studies conducted on critical success factors are 

those of Van der Westhuizen (2003) at a guesthouse, Kruger (2006) at a 

conference centre, De Witt (2006) at a wedding event, Getz and Brown (2006) in 

wine tourism regions, Kruger (2006) at a conference centre, and Appel, Kruger 

and Saayman (2011) at hotels.  It is thus evident that various managers at 

different tourism operations regard certain aspects to be more important than 

others.  Thus, it is important to note that none of the tourism operations can 

follow the same guidelines with regard to management aspects to ensure 

effective management, as each tourism sector differs.  In addition, none of the 

studies determined the important aspects (critical success factors) for 

management and what management would regard as important for creating a 

memorable visitor experience at a live music performance.  This is the first 

time, to the author’s knowledge, that such research has been conducted from a 

supply side, specifically focusing on live music performances and reviewing 

the pre-, during- and post-event planning phases as well as what contributes to 

a memorable visitor experience from the supply side.   

 

METHODOLOGY 

 

A qualitative research method was the most appropriate research method to 

obtain the relevant information from the selected participants where a case 

study apprach was followed.  All the participants shared a common feature in 

that they were all involved in organising and managing live music 

performances.  Five participants were selected who organise live music 

performances, that include both national and international artists.  A 

purposeful sampling method was used where a structured interview was used 

to collect the data for this research in order to determine a basic profile of the 

participants, the main purpose for organising a live music performance as well 
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as the important management aspects relating to organising a live music 

performance.  The data collected in the process of this research project were 

transcribed into text and presented in a narrative form.  Cresswell’s six steps in 

data analysis and interpretation were used to analyse the data (Cresswell, 2009: 

185-189).  

 

RESULTS 

 

Four major themes emerged from the analysis of the data namely: 

 Theme 1: The most important aspects for a memorable visitor 

experience 

 Theme 2: Main purpose when organising a live music performance 

 Theme 3:  Important aspects regarding the management of a live 

music performance 

 Theme 4:  Timing of event management 

 

CONCLUSION AND IMPLICATIONS 

 

The following four major themes emerged from the analysis where each theme 

was differentiated in terms of various categories and subcategories.  Theme 1: 

The most important aspects for a memorable visitor experience; Theme 2: Main purpose 

when organising a live music performance; Theme 3:  Important aspects regarding the 

management of a live music performance; and Theme 4:  Timing of event management.  

Based on the research conducted on the critical success factors from a supply 

side, the following findings emerged: Firstly, it is evident that the critical 

success factors differ significantly from one tourism sector to another.  

Therefore, more qualitative research should be applied with regards to critical 

success factors in other tourism operations. .Secondly, comparing the results of 

the qualitative research reveals significantly more in-depth information than 

those of the various quantitative research studies conducted on critical success 

factors.  Thirdly, it is evident that the pre-, during- and post-event planning 

phases differ from event to event. Lastly, it is evident that there is no common 

guideline with regard to creating a memorable visitor experience.  Therefore, 

when creating a memorable visitor experience, it is important for management 

to take note of the importance of aspects such as friendly staff, good 

communication with the individuals who attend the event, clean and adequate 

ablution facilities and the fact that the various aspects such as food and 

beverages are easily accessible. These aspects are all important, but aspects 
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such as providing an element of uniqueness, surprise or interaction with the 

artist can also enhance a memorable experience.  Thus, with reference to the 

definition of a memorable experience offered by Manners et al. (2013), it could 

be defined as a comprehension of the wow factor at an event which is worth 

remembering once the event has been concluded.  An elaboration of this 

definition could specify that a memorable experience is an understanding 

which is created where the needs of individuals who attend an event are 

satisfied and a performance is delivered which exceeds the expectations of the 

attendees, ensuring that at the end the fans will talk about the event and the 

latter is worth remembering.  This understanding could either be created by an 

unexpected element, an interaction with the artist or a surprise element which 

was added to the performance or event. 
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INTRODUCTION 

Many tourist destinations are located in mountain regions. About 15–20% of 

the tourist industry, or US$ 70–90 billion per year, is accounted for by moun-

tain tourism. Mountain destinations attract, in large part, due to the meanings, 

images and representations individuals associate to these areas, not only for 

leisure and tourism purposes. In this paper a conceptual framework is pro-

posed to examine the nature and dimensions of destination image in moun-

tainous regions, which should help better understand mountain destination 

attractiveness and distinct facets of these regions’ image, eventually interesting 

for distinct market segments as well as diverse destination stakeholders. 

LITERATURE REVIEW 

Mountains are one of humankind’s most profound archetypal symbols and 

have long been revered, held in awe, and viewed as symbols of strength, free-

dom, and eternity (Smethurst, 2000, p. 36). Therefore, mountain regions have 

become one of the most attractive tourism destination areas, as demonstrated 

by the fact that mountain tourism demand constitutes at least 20% of global 

tourist flows, with mountain destinations being second in global popularity 
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and the choice of 500 million tourists annually (UNEP, 2002; Thomas et al., 

2006). 

Destination image is frequently referred to as essential to the attractiveness 

and competitiveness of a destination, chosen from many competing destina-

tions at a geographical, time and frequently cultural distance, being therefore of 

central concern to destination marketing (Baloglu & McCleary, 1999; Bigné, 

Sánchez & Sanz, 2009; Kastenholz, 2002; Kastenholz, 2010; Kozak, Bigné, Gon-

zález & Andreu, 2003). For mountain destinations this tourist destination image 

is closely linked to the general image of mountains (Nepal & Chipeniuk, 2005). 

As a matter of fact, mountains are cultural, natural, social and physical spaces 

(Robertson & Hull, 2001). But they are also socially, cognitively and emotional-

ly constructed sites (Evernden, 1992; Greider & Garkovich, 1994; Cronon, 1995; 

Soper, 1995), whose elements include ideas and perceptions that exist in the 

minds of individuals and are partly shared with others (Robertson & Hull, 

2001). 

METHODOLOGY 

This paper attempts to summarize, systemize and discuss distinct dimensions 

of mountain images, which mirror diverse cultural and social meanings, aim-

ing at the establishment of a connection between general and historically root-

ed, socially and culturally shaped mountain perceptions and mountain tourism 

experiences.    

For this purpose, an extensive literature review was undertaken focusing on 

the concept of destination image and on social and cultural meanings of moun-

tains overtime. This review integrated literature from scientific fields such as 

Sociology, Environmental Psychology, Landscape Planning, Leisure and Tour-

ism Studies, Geography, Ethnography and Cultural Studies and sought, 

through content analysis, to identify distinct meanings and dimensions associ-

ated with mountains. 

RESULTS 

This systematic reading and content analyses permitted the development of a 

conceptual framework with twelve mountain image dimensions, which were 

entitled as: (1) Negativist, (2) Romantic, (3) Mystique/Sacred, (4) Spiritual, (5) 

Cosmic and Life, (6) Sport and Adventure, (7) Ecological and Natural, (8) His-

toric-Cultural, (9) Health and Wellbeing, (10) Tourism and Recreation, (11) So-

cial and Prestige and, last but not least, (12) Authenticity. 
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CONCLUSION AND IMPLICATIONS 

It is argued that this set of dimensions is unique to mountainous regions and 

underlie much of the appeal and specificity of mountain destination images. 

Correspondingly, this framework should help improve our understanding of 

mountain destination image, suggesting dimensions that should be included in 

both qualitative and quantitative mountain destination image assessment. The 

framework may also contribute to more successful and sustainable mountain 

destination development and marketing, taking into account the meanings 

these areas assume for diverse destination stakeholders – visitors, the resident 

communities and society as such, having a stake in preserving these areas. The 

final discussion focuses on the theoretical and potential practical implications 

of an understanding of the identified deeper meanings of mountain images for 

tourist destination planning, marketing and management. Limitations of the 

study and directions for future research are also presented. 
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INTRODUCTION 

The overall aim for our research programme is identifying concepts and trends 

hoteliers might profitably apply in their in-house restaurants.  This paper focu-

ses on an early portion of this research programme:  identifying predictors of 

favourable customer intentions.  The new empirical data herein derives from a 

research semester hosted by a moderately-sized 4-star hotel in southernmost 

New Zealand (roughly fifty rooms, with a substantial amount of floorspace de-

voted to its restaurant).  The  notable proximity to the busy, cosmopolitan cen-

ter of our city offers advantages, but also afflicts this hotel’s restaurant with 

almost overwhelming competition, e.g., the allure of multiple and diverse 

nearby restaurants typically draws the hotel’s  in-house residents away from 

their hotel’s own restaurant.  This challenge provided an obvious context for 

our research programme.   

 
LITERATURE REVIEW 

 

Per Strate & Rappole (1997, p. 50), “over the years hotel restaurants have often 

been managed as secondary functions of hotels” however, hotel companies inc-

reasingly seek contributions, from their restaurants, to a hotel’s overall reve-

nue.  Generally, the goal of a hotel’s food and beverage operation is to meet the 
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hotel guests’ desires, “with attention paid to price, value, quality, service, and 

atmosphere” (Rutherford & O’Fallon, 2007, p. 247).   

Atmosphere.  Dining environments create moods and affect customer emo-

tions, so atmosphere can be a substantial part of dining experiences (Jang and 

Namkung, 2009).  This affects repeat business and word-of-mouth.  Thus, hos-

pitality managers should place critical importance on the way atmosphere 

might be perceived by guests.  

Customer Satisfaction.  Clearly, customers with met expectations (Sim, Mak & 

Jones, 2006) are less likely to complain. Complaints often convey useful infor-

mation. Well-handled complaints can turn aggrieved customers into good-will 

ambassadors (Heung & Lam, 2003, p. 283).  Successfully handling complaints 

becomes likelier where dimensions of dissatisfaction are anticipated by emplo-

yees, and thus complaint-defusing employee responses practised and evoked. 

Towards such “dimensional” understandings, our study examined customer-

satisfaction questionnaire items reflecting likely dimensions (e.g., satisfaction 

with food/service quality, atmosphere, value, etc.). 

 
METHODOLOGY 

 

The focus of this present paper is on the exploratory factor analysis of a recent-

ly published questionnaire targeting restaurant customer satisfaction (Ryu, Lee 

& Kim, 2012).  Of interest here is the factor structure seen in our New Zealand 

sample compared to the sample previously published by Ryu, et al (2012).    

Our research programme also includes its comparison to qualitative data we 

have collected via interviews of key personnel, and via a focus group of rele-

vant experts (though the latter two being beyond the scope of the present pa-

per).   

Each of the dimensions mentioned above were included in Ryu’s instru-

ment. Its hypothetical factor structure was examined in a New Zealand sample 

via methods we now describe. 

Participants.  Adult diners (N = 132) at a large hotel in the central business 

district of New Zealand’s southernmost city.  

 Instrumentation.  This study applied 28 items from the restaurant customer 

satisfaction questionnaire previously-published by Ryu, Lee & Kim (2012).  

These questions used a Likert response scale running from “Strongly Disagree” 

( = 1) to “Strongly Agree” ( = 7) coupled with open-ended comment fields. 
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Table 1.  Likert items contained in Ryu, Lee & Kim’s (2012) questionnaire. 

 

Factor 1: Quality of physical environment (QPE) 

QPE 1 The restaurant had attractive interior design and de´cor 

QPE 2 The background music is pleasing 

QPE 3 The dining areas are thoroughly clean 

QPE 4 Employees are neat and well dressed 

 

Factor 2: Food quality (FQ) 

FQ 1 The food was delicious 

FQ 2 The food was nutritious 

FQ 3 The restaurant offered a variety of menu items 

FQ 4 The restaurant offered fresh food 

FQ 5 The smell of the food was enticing 

FQ 6 The food presentation was visually attractive 

 

Factor 3: Service quality (SQ) 

SQ 1 Employees served me food exactly as I ordered it  

SQ 2 Employees provided prompt and quick service 

SQ 3 Employees are always willing to help me  

SQ 4 Employees made me feel comfortable in dealing with them 

 

Factor 4: Customer perceived value (VAL) 

Value 1 This restaurant offered good value for the price 

Value 2 The restaurant experience was worth the money 

Value 3 This restaurant provides me great value as compared to others 

 

Factor 5: Customer satisfaction (CS) 

CS 1 I am very satisfied with my overall experience at this restaurant 

CS 2 Overall, this restaurant puts me in a good mood 

CS 3 I have really enjoyed myself at this restaurant 

 

Factor 6: Behavioural intentions (BI) 

BI 1 I would like to come back to this restaurant in the future 

BI 2 I would consider revisiting this restaurant in the future 

BI 3 I would recommend this restaurant to my friends or others 

BI 4 I would say positive things about this restaurant to others 

BI 5 I would encourage others to visit this restaurant 
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Procedure.  Diners in our targeted hotel restaurant  were sought for the abo-

ve-described questionnaire.  Each diner (in the period of 21/9/2013 – 27/9/2013) 

was offered a complimentary hot beverage for completing this questionnaire. 

Full anonymity was maintained.  Responses were factor analysed, with distri-

butions compared with interview and focus group outcomes. 

 
RESULTS 

 

Per above, 132 participants’ responses were factor analysed via SPSS Oblimin 

components “pattern”matrix.  Analysis of eigenvalues suggested a five-

component solution.  This solution achieves visual “simple structure” with 

SPSS printer suppression set liberally at .44 for component loads (see Table 2). 

The first component was essentially a straight replication of Ryu, et al (2012) 

- - a factor they reasonably labelled as Behavioural Intentions (BI - - see BI items 

above in Table 1).  Internal to this subset of items, Cronbach’s Alpha measure 

of internal reliability achieves .98 (never worse than .97 when losing an item).  

This BI dimension conveys as a future-focused or subsequent outcome, and is 

appropriately analysed below, as an outcome or dependent variable.   

The second component was a reasonable  mix of perceived service quality 

and perceived physical environs quality (i.e., in our New Zealand sample, the 

employee neatness/tidiness/cleanliness items moved over, in this component 

space, to cluster with Ryu, et al’s (2012) four service quality items.  This subset 

of items achieves a Cronbach’s Alpha of .96 (never worse than .94 when losing 

an item).   

The third component in our sample (see QPE 1 and QPE 2 above) was made 

up of the other two physical environs items (Atmosphere of de’cor and backg-

round music), these both being completely unconnected to the appearance of 

the staff or the staff’s efficacies in cleaning or tidying tables (Cronbach’s Alpha 

= .822).   

The fourth component was an essentially perfect replication of Ryu, et al’s 

(2012) factor they labelled Customer’s Perceived Value (…in our sample:  

Cronbach’s Alpha = .947, (never worse than .895 when losing an item). 

Our fifth component was a near perfect replication of Ryu’s Food Quality 

factor, except that Ryu’s item “The restaurant offered fresh food” did not signi-

ficantly load on any of our five factors.  For this subset of items, Cronbach’s 

Alpha is at .936, dropping to .920 if losing its most crucial item.   
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Table 2.  Outcome of SPSS Oblimin. 

Pattern Matrixa 

 Component 

1 2 3 4 5 

 BI 2 .939     

 BI 1 .901     

 BI 3 .826     

 BI 4 .768     

 BI 5 .725     

 FQ 4      

 CS 3      

 CS 1      

 CS 2      

 SQ 4  .991    

 SQ 3  .982    

 SQ 2  .946    

 SQ 1  .817    

 QPE 3  .707    

 QPE 4  .623    

 QPE 2   .937   

 QPE 1   .607   

 VAL 2    .511  

 VAL 1    .477  

 VAL 3    .444  

 FQ 6     -.823 

 FQ 5     -.755 

 FQ 3     -.735 

 FQ 2     -.629 

 FQ 1     -.518 

Extraction Method: Principal Component Analysis. 

Rotation Method: Oblimin with Kaiser Normalization. 

a. Rotation converged in 20 iterations. 
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There are two striking findings amongst the results in this New Zealand 

sample.  As one would reasonably anticipate, there are notable intercorrelati-

ons amongst the five factors manifesting here.  These factor intercorrelations 

ranged from 0.33 to 0.706, such that shared variance between these factors ran-

ged from eleven percent to forty-nine percent (mean = 28.7 percent overlap).  

Thus, the factor-based subtest scores were insufficiently independent in this 

sample to justify operating as separate predictors of customer’s subsequent Be-

havioural Intentions.  So, instead, their factor scores, which carry forward these 

component intercorrelations, were used in a multiple regression to predict sub-

sequent Behavioural Intentions.  As suggested above, the results of this multip-

le regression are relatively striking (…noting cautions we discuss later as re-

gards multicollinearity distortions).   

In the first instance, seeking the conventional Type One error risk to be less 

than five percent (i.e., p < .05) as fundamental evidence of statistical significan-

ce, two of the Ryu factors fall very decisively short of such significance.  As lo-

gical predictors of restaurant customer future Behavioural Intentions (compo-

nent 1), our sample’s components 4 and 2 (Perceived Value and Perceived Ser-

vice Quality) yield p-value error risks very notably above five percent (here at 

p = .39 and p = .41 respectively).   

In stark contrast, components 3 and 5 (Atmosphere and Food Quality) are 

relatively impressive predictors of customer Behavioural Intentions.  These two 

components yield multiple regression beta weights of .40 and .52 respectively, 

with Type One error risks less than one in a thousand (p < .001).  The 95 percent 

confidence interval for Atmosphere is similarly robust (.24 < B < .55) and li-

kewise for Food Quality (.38 < B < .68) these being standardized prediction co-

efficients (i.e., maximum value of 1.0).    

We convey cautions about “reimbursed” customers below, but still must no-

te here that some stability also evinces in these current findings (e.g., when the 

multiple regression is repeated after dropping the two non-significant predic-

tors, the significant beta weights maintain at .40 and .53 …with Adjusted R-

square, or “variance accounted for” maintaining above 70 percent and regres-

sion coefficient t-test significant at p < .001, for both Atmosphere and Food Qu-

ality as predictors).  

  
CONCLUSION AND IMPLICATIONS 

Collectively, the factor analysis results from our sample suggest that the Ryu, et 

al (2012) instrument is sufficiently robust to support structural equation model-
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ling (given a much larger sample, e.g., where future-focused behavioural inten-

tions are predicted by customer perceptions of a current experience).  A larger 

sample can support a proper measurement model, via confirmatory factor 

analysis, and then investigation of Behavioural Intentions as an outcome vari-

able (…thus allowing explicit analyses of multicollinearity distortions on reg-

ression weights). 

Future research should investigate the degree to which these outcomes ref-

lect the biases induced by “expense accounts” or reimbursable meals, where 

value for money might thus be disregarded (…or at least less influential as re-

gards “return visits anticipated”).  However, even in such a “reimbursables” 

context, the lack of predictive power for Service Quality remains somewhat 

mysterious.  Logically, customers might induce that, given excellent food and 

excellent atmosphere, future visits to the same restaurant might be blessed with 

wait-staff of better mood, demeanour or deportment.  This might explain the 

miniscule influence of Ryu’s Service Quality factor in our New Zealand sample.  

In any case, future research should collect data revealing the degree to which 

each table served was, in reality, afforded “corporate reimbursable” status (e.g., 

one such traveller at the table, all travellers at the table, or none).  Presumed 

here, in that the only incentive for completing a relatively long questionnaire 

was a free cappuccino or latte, that guests travelling under corporate reimbur-

sement conditions would be far less inclined to volunteer.  Thus, the present 

sample is likelier to be dominated by self-funded customers.  Still this should 

be addressed in future research.  
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INTRODUCTION 

This paper presents the first social accounting matrix (SAM) of the Balearic Is-

lands (BI) with several households. The SAM is then employed to estimate the 

weight of tourism in the BI economy and to calculate the interactions among 

tourism oriented sectors and the rest of the economy as well as the redistribu-

tion effects of tourists’ expenditure. The SAM has been constructed by the au-

thors ‘closing’ the 2004 input-output table with data from the Regional Ac-

counts, the Consumers’ Expenditure Survey and other statistical sources. The 

analytical part of the paper uses three linear models defined by the appropriate 

partition of the SAM’s accounts into endogenous and exogenous. The results of 

the paper clearly indicate that the more encompassing models provide a fairer 

picture of tourism effects. 

LITERATURE REVIEW 

The list of tourism studies based on SAM’s is rather short. An early and rather 

complete study is West’s (1993) analysis of tourism in Queensland that com-

bines a regional SAM with econometric time series analysis. Wagner (1997) 

compiled a SAM for Guaraqueçaba, a small community in the coast of Brazil, 

combining different national, regional and survey data sources, to study the 
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impact on the village of small scale tourism. Polo and Valle (2007 and 2008) 

constructed a regional SAM for the Balearic Islands. Polo and Valle (2007) 

compare the effects of a 10 % fall in tourism expenditures employing three al-

ternative SAM models. Polo et al. (2006 and 2008) use IO and SAM models to 

estimate the impact on employment and added value of a hypothetical change 

in tourists’ expenditures from low to high value-added hotels. Jones (2010) es-

timates the impact of tourism in Mozambique using a ‘tourism-focused’ SAM 

that includes some auxiliary accounts for domestic tourists (household, firms 

and government, and investment) and foreign tourists (business, self-drive and 

other leisure type). 

METHODOLOGY 

The concept of a SAM first appeared in the revised SNA published by the UN 

in 1968 that also included a full-fledged IO table replacing the production ac-

count in the 1953 SNA. According to Stone, the intellectual architect of the 

SNA, the SAM was a compact, efficient and flexible way to present the increas-

ingly complex accounts structure. Although it is true that a SAM can simply be 

seen as a way of presenting the National Accounts or even as an extension of 

an IO table, the concept offers the possibility of presenting on an equal footing 

production and distribution operations.  In other words, a true SAM should 

also include a breakdown of the household account to examine distribution 

impacts.  

SAM models have been employed to study tourism impacts in national, re-

gional and small economies during the last two decades. Since expenditure co-

efficients are ratios of SAM entries to column totals, the only requisites to esti-

mate tourism impacts are the economy’s SAM and the vector of tourists’ ex-

penditures. The fact that many national statistical offices in developed econo-

mies publish IO tables along with national accounts but only a handful elabo-

rate SAMs has hampered its use in tourism studies. For many developing coun-

tries, SAMs have been assembled to explore “the links between growth, ine-

quality and employment, and… how the extent of poverty and changes in it are 

related to familiar issues of savings and investment, balance of payments, pro-

duction and distribution” (Pyatt & Thorbecke, 1976).   

RESULTS 

Results have been derived for three alternative partitions of the accounts in-

cluded in the Social Accounting Matrix of Balearic Islands (SAM-BI2004). First, 
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only the production branches are considered endogenous as in the standard 

IOM (model SAM-IOM). Second, consumption commodities, labor and capital 

and households are included in the endogenous subset (model SAM-HOUS). 

Finally, endogenous accounts include capital goods and the savings-investment 

accounts as well (model SAM.INV). 

The estimates derived with the SAM-INV model indicate that non-resident 

consumers demand accounts for 40.08 percent of gross value added, 36.28 per-

cent of employment and 36.26 percent. There are, of course, large differences as 

to the importance of non-residents consumption in production activities. For 

those we call highly touristic sectors (‘Lodging services’, ‘Restaurants’, 

‘Transport services’, ‘Related transport services’ and ‘Education, health and 

cultural market services’) the role of tourists’ demand is overwhelming. 

The analysis of the backward and forward linkages, can be unified in the 

Rasmussen indices. According to these indexes key sectors of the Balearic 

economy by model SAM-IOM where only productive sectors are endogenous 

would be: “Transport services”, “Construction”, “Wood, paper, cement, glass, 

ceramics articles” and “Real state”. In the SAM-HOUS model, by endogenizing 

productive activities, products, production factors and the different types of 

households, Rasmussen indices indicate that the key sectors of the Balearic 

economy would be: “Household whose main breadwinner is working”, “La-

bor”, “Trade”, “Real state”, “Restaurant services” and “Housing, water, elec-

tricity, gas and other fuels”.  Finally, the Rasmussen indices in the SAMINV 

model indicate that the key sectors of the Balearic economy would be “House-

holds whose main breadwinner is working”, “Capital”, “Labor”, “Construc-

tion”, “Trade”, “Real state”, “Gross capital formation”, “Restaurant services” 

and “Housing, water, electricity, gas and other fuels” . 

Absolute impacts of exogenous injections directed to highly touristic sec-

tors such as ‘Lodging services’, ‘Restaurants’ and ‘Related transport services’ 

have powerful effects on total labor and capital income. Only the effects of in-

jections directed to ‘Other personal services’, ‘Trade’, ‘Non-market services’ 

and ‘Real Estate’ are comparable to them. However, the income redistribution 

table clearly indicates that the relative position of labor worsens when injec-

tions are directed to most service sectors, including the five termed highly tour-

istic sectors, being ‘Non-market services’ and ‘Other personal services’ the only 

exceptions. On the contrary, injections directed to most non-service sectors, in-

cluding manufacturing sectors and ‘Construction’ improve the relative position 

of labor, being ‘Agriculture, forestry, hunting and fishing’ the exception. As the 
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‘Average’ and ‘NRC’ columns indicate, a unitary injection distributed using the 

weights of non-residents consumers in the final demand is more favorable to 

capital than using the average derived from the entire final demand vector. 

CONCLUSION AND IMPLICATIONS 

Tourism has been the engine of growth of the Balearic economy for many dec-

ades now and the results presented in the paper confirm it.  

Injections accruing to tourism oriented sectors have also impacts on rela-

tive incomes. The redistribution matrices indicate that injections to any sector 

rarely improve others sectors relative income. In the case of injections into 

highly touristic sectors, the sectors that improve their position are ‘Products of 

agriculture, hunting, forestry and fishing’, ‘Electricity, water and gas’ ‘Energy 

products and petroleum’, ‘Food and beverages’, ‘Chemical products’, ‘Motor 

vehicles and trailers’ or other highly touristic sectors (i.e. injections into ‘Relat-

ed transport services’ increase the relative position of ‘Lodging services’ and 

‘Transport services’).  It also appears that injections into highly touristic sectors 

improve the relative position of capital versus labor. It should be said that this 

feature occurs also with other service sectors. Clearly, an injection allocated us-

ing non-resident consumers weights is far more favorable to capital than an 

injection allocated using average final demand weights. Finally, injections di-

rected to the 24 productive activities do improve the relative income of ‘Work-

ing’ and ‘Employed temporary absent’ households. In this case, there are no 

significant differences among highly touristic sectors and other sectors. Of 

course, these results should be interpreted carefully: they do not mean that la-

bor and other households (‘Unemployed’, ‘Retired’ and ‘Non-economic activi-

ty, ‘Unable to work’) do not improve their absolute income when injections oc-

cur just that the marginal relative improvement is smaller than their initial sit-

uation.  

Tourism has played and still plays a key role in the Balearic economy and 

more attention should be paid by regional authorities to the collection of more 

detailed and accurate data on both resident and non-resident consumers to 

quantify its effects on income generation and distribution. 
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INTRODUCTION 

There exists a shortage of literature on the measurement to assess a festival’s 

contribution to what he presents or offer. This can also be said for an arts festi-

val. Arts festivals are now an inherent part of society, people who attend these 

events might feel that the festival is not contributing to the arts as they would 

like them to do. The arts festival should be evaluated in terms of all these con-

tributions to determine if they can still be identified as a contributor to the arts. 

The purpose of the subject research is to develop a standardised measuring in-

strument which can be used to measure the level of perceived contribution of 

arts festivals to the performing arts. The standardised measuring instrument 

will measure the various contributing factors, which will be identified in the 

literature review. It is necessary to determine whether the measuring instru-

ment has strong enough characteristics to justify the future use of it to test the 

theory of performing arts contribution at arts festivals. This will enable the arts 

festival organisers to manage and organise an arts festival that will not only 

contribute to the performing arts, but will ensure the life keeping of the pre-

sented performing arts products and activities as well. 
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LITERATURE REVIEW 

Several researchers have touched on the concepts of the arts festival’s contribu-

tion to the arts in general. These contributing factors of arts festivals can be 

summarised according to the following classifications: an educational contribu-

tion, an emotional contribution, an economic contribution, a marketing contri-

bution, a quality contribution, and a growth and development contribution. 

The standardised measuring instrument will aim to measure the arts festival’s 

contribution to the performing arts (such as music, dance and drama) accord-

ing to the identified contributing factors.  

The term standardisation can be defined as where specific and detailed di-

rections for test administration and scoring procedures are established (Stodola 

& Stordahl, 1967:167) so that precisely the same test can be given at different 

times and places. The purpose of the standardisation of the questionnaire is to 

assure that every one that completes the questionnaire will be handled in a uni-

form manner (Van der Walt, 2008:120). It is emphasised that any measuring 

instrument can only investigate an aspect of behaviour (such as personality, 

motivation, values, beliefs and knowledge) that cannot be directly observed 

(Van der Walt, 2008:120; Leedy & Ormrod, 2001).  

A standardised measuring instrument consists of a number of carefully se-

lected items, usually measured on some ordinal scale, such as a five-point Lik-

ert scale, that covers the necessary aspects of the construct that needs to be 

measured. For such a measuring instrument to be standardised, it must be reli-

able and valid (Pietersen & Maree, 2010:215). The measuring instrument has no 

value without these quality assured criteria (Van der Walt, 2008:120). Different 

credibility for items may be distinguished and is as follows: (a) correlation of 

credibility (the accuracy of the measure); (b) content credibility (all the relevant 

information is present); and (c) construct credibility (to measure what is meant 

to measure). 

During the development of the measuring instrument, steps in standardis-

ing a measuring instrument will be used as guideline. These steps include the 

following: (1) the planning phase; (2) data analysis phase; (3) assembling and 

pretesting the experimental version of the measure; (4) revising the final ver-

sion of the measure the item writing phase; and (4) on-going revision and re-

finement. Thus, it is important that the standardised test comply to the differ-

ent credibility measures for the practical application thereof (Taljaard, 1984:13). 
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METHODOLOGY 

A pre-developed measuring instrument to measure perceived arts contribution 

of South African arts festivals, together with the data collected through this 

measuring instrument, formed part of the secondary sources and aid as guide-

line for the standardisation of the measuring instrument. The study was quanti-

tative in nature. The data for the secondary study was collected from visitors to 

KKNK (in Oudtshoorn, Western-Cape), Innibos (in Mbombela, Mpumalanga) 

and Vryfees (in Bloemfontein, Free State). In these analyses, data of the arts fes-

tival’s contribution to the performing arts was analyzed. A stratified sampling 

method was used to conduct the surveys during these festivals, using a self-

administered questionnaire. Within each stratum, independent sampling (e.g. 

availability sampling) is then conducted (Maree & Pietersen, 2008:175). Strata 

have been formed in this study according to the paid shows, paid entrance fes-

tival and at the free shows in and around the area. During 31 March to 7 April 

2012, a total of 602 completed questionnaires have been collected at KKNK; a 

total of 407 completed questionnaires were collected at Innibos during 27 June 

to 1 July 2012; and a total of 575 completed questionnaires have been collected 

at the Vryfees from 10 to 15 July 2012 (Pretorius, et al., 2012). The secondary 

data set has a total of 1584 completed questionnaires, which was more than 

enough to produce valid results to conduct the standardisation of the measu-

ring instrument.  

The questionnaire dealt with questions where respondents could give their 

perceptions concerning the contributions the arts festival has to the performing 

arts. The questions on the questionnaire were divided into two sections. Section 

A focused on questions relating to the performing arts. The allocated questions 

to the performing arts focused on their particular contribution to the specific art 

forms. There were twenty-three (23) statements under each form of arts measu-

red on a 5-point Likert scale as from 1 to 5, where (1) I do not agree at all; (2) I 

moderately disagree; (3) I agree; (4) I agree more; (5) I totally agree. In section 

B, additional questions measured the personal involvement of the respondents 

to the arts to determine their role in the arts festivals’ contribution to the arts. In 

this section the festival visitors’ socio-demographic profiles were determined. 

These questions were somewhat different in style, for example open- and clo-

sed ended questions were used together with a five-point Likert-type scale of 

agreement 

Descriptive statistics was used to describe the basic features of the data in 

the study for comparisons across units; providing simple summaries about the 
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sample and the measures (Trochim, 2006). The process in determining the con-

struct validity of the original questionnaire took the following route. Firstly, a 

principle component factor analysis with Oblimin rotation was conducted on 

the data of the performing arts using Bartlett's Test of Sphericity and Kaiser-

Meyer-Olkin test of sample adequacy. Thereafter, a decision was made on the 

number of factors to be extracted to determine if the factor analysis fit through 

looking at the rotation and factor loadings and the correlations between these 

factors. A confirmatory factor analysis was then applied on the data to deter-

mine the construct validity of the factors through the use of structural equation 

modeling (SEM). 

 
RESULTS 

The adequacy of the sample (n=1583) was measured by the Kaiser-Meyer-Olkin 

measure of sampling adequacy (KMO), which was 0.961. This means that there 

exists underlining correlations between items which will form factors. Bartlett’s 

test of sphericity was done to determine the suitability to do a factor analysis. 

In this study, Bartlett’s test was p<0.001. The KMO statistics for this study vary 

between 0 and 1.  

Kaiser’s criterion which decides on the number of factors to retain (compo-

nents greater than 1.0) identified, firstly, four factors from the principle compo-

nent factor analysis. It was decided to do another principle component factor 

analysis, where Kaiser’s criterion identified five factors with eigenvalues great-

er than 1. All factors with loadings greater than 0.3 were considered. It was de-

cided to use five factors for this study, as they were interpreted best. There 

were correlations between the five factors.  

The internal consistency of the questionnaire was indicated by the reliability 

coefficient Cronbach’s alpha. All the factors have a Cronbach’s α-value greater 

than 0.7. These factors can be accepted as reliable. A total percentage of vari-

ance (66.967%) for the five factors was indicated. The construct validity of the 

factor structure of the questionnaire was also investigated through the use of 

structural equation modeling (SEM). All the estimates for regression coeffici-

ents and correlations were significant. The p value of the chi-square test statistic 

is small (p<0.001), which indicates that the model does not fit well. The chi-

square test statistic divided by degrees of freedom, yielded a value of 1.15, 

which is smaller than 2, indicates that the model fit well. The CFI-value of 0.911 

also indicates a good fit. The RMSEA yielded a value of 0.074 and 90% CI of 

[0.071; 0.077], thereby indicating a satisfactory fit. When taking into account the 
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above goodness of fit measures, the questionnaire can be seen as reliable and 

that the model fit well seeing that three of the four models of the criteria for 

goodness of fit yielded a satisfactory value. 

 
CONCLUSION AND IMPLICATIONS 

An instrument for measuring an arts festival’s contribution to the performing 

arts was standardised. It will be of great value for purposes of improving the 

arts festivals contribution the arts it presents. Further research is there for nee-

ded to test the standardised measuring instrument at a different arts festival to 

determine the level of reliability and validity.  
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INTRODUCTION 

In competitive market of tourism destinations, establishing advantageous and 
sustainable position depends on developing and maintaining competitive ad-
vantages. Considering international changes in all aspects particularly on the 
subject of technology, tourism destinations have become ever more competitive 
in the modern marketplace since tourists have diverse options for travel (Mo-
stafavi Shirazi and Puad Mat Som, 2011). They believe that as competition con-
tinues to go forward and globalize, achieving competitive advantages is very 
important to strongly cope in the competitive market of tourism destinations. 
Notably, studies on tourism destinations have highlighted that loyalty is an 
important basis for achieving and developing competitive advantages (Dick 
and Basu, 1994) . Moreover, destination loyalty is a key indicator used to meas-
ure the success of marketing strategy (Flavian, Martinez and Polo, 2001) as well 
as one of the important driving factor in the competitive market of tourism des-
tination ( Dimanche and Havitz, 1994).  Accordingly, evaluating tourists’ loyal-
ty provides the grounds for realizing tourism destination position in competi-
tive market.  

From marketing perspective, relationship marketing (RM) has highlighted 
as a competitive strategy to achieve competitive advantages. In tourism con-
text, destination loyalty in terms of repeat visitation and recommendation is the 
focal point in RM. Importantly, satisfaction has argued as one of the anteced-
ents of destination loyalty (Bodet, 2008; Sharma, 2007). Evaluating tourists’ sat-
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isfaction plays a dominant role to achieve success in competitive market of 
tourism industry. Kozak, Bigne and Andreu (2004) state that measuring cus-
tomer satisfaction has highlighted as an important topic in academic marketing 
publications.  

According to World Economic Forum (2013), “Turkey climbs four positions 
this year to reach 46th place…. [it] gains significantly in a number of areas and 
has seen a significant increase in tourist arrivals over the last two years”(p. xix). 
Concerning the travel and tourism competitiveness index (TTCI), the World 
Economic Forum (2013) reports the overall ranking for 140 countries, to com-
pare 2013 ranking with those from 2011edition of the report.  Turkey is ranked 
50/139 in 2011 and 46/140 in 2013. Hence, it would be suggested that Turkey 
has a high potential for developing market share. This important point led to 
major evaluation of the international tourists’ satisfaction on the subject of rela-
tionship marketing. The purpose of this study is to examine the satisfaction 
level of international tourists concerning destination attributes in Konya, Tur-
key. Also, the relationship between destinations attributes’ satisfaction and 
loyalty will be investigated. This research will explore what destination attrib-
utes and experiences should be developed/improved for presenting to interna-
tional tourists to create destination loyalty. 

 
LITERATURE REVIEW 

 
Throughout the literature many researchers draw attention to customer satis-
faction as prerequisite for loyalty (Chi & Qu, 2008). The importance of destina-
tion loyalty is being recognized increasingly. Rightly, for recognizing the per-
formance of tourism destinations, satisfaction is a valuable concept (McDowell, 
2010). He asserts that “destinations that can identify attributes that satisfy tour-
ists increase their chances of having loyal tourist” (p. 24). Several researchers 
with various perspectives studied destination loyalty (Yoon & Uysal, 2005). 
Strong relationship between satisfaction and loyalty has been highlighted by 
several studies (Awadzi & Panda, 2007; Yoon & Uysal, 2005). Valle, Silva, 
Mendes, and Guerreiro (2006) declare that “the satisfaction that tourists experi-
ence in a specific destination is a determinant of the tourist revisiting” (p. 27). It 
has underlined that repeat purchases or recommendations to other people are 
indicators of consumer loyalty (Yoon and Uysal, 2005).   

In tourism, it has highlighted that in today’s competitive market and chal-
lenging economy world, retaining customer is critical to destination success.  If 
a destination does not give visitors some good reasons to revisit or offer rec-
ommendations, rivals will give them a reason to shift. Hence, achieving a high 
level of destination loyalty in terms of repeat visitation and recommendation  
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should be the main goal of marketing strategies. Flambard-Ruaud (2005) em-
phasizes that “globalization of markets, competitive pressure, brand multipli-
cation, and, above all, the ever changing lifestyles and consumer behavior have 
forced companies to develop strategies  to keep their clients, create consumer 
loyalty programs, and thus carry out relationship marketing” (p. 55). 
Boonajsevee (2005) assert that “loyalty is a primary goal of relationship market-
ing and sometimes even is equated with the relationship marketing concept 
itself” (p. 13). 

In tourism, repeat visiting is a significant phenomenon on the subject of 
economy and individual attraction (Darnell and Johnson, 2001). According to 
Wetprasit (2008),“when tourists start to identify themselves with the destina-
tion, they will surely return to the same destination over and over again” (p. 
66).  A number of studies present strong arguments that many tourism destina-
tions depends on repeat visitors to a great degree (Darnell and Johnson, 2001).   

 Therefore, repeat visitors could be regarded as a suitable as well as effective 
target market for developing market share with respect to competitors since 
they could provide the ground for acquiring new target market via positive 
recommendation.  Accordingly, in order to meet the challenges of the competi-
tive market, to maintain its competitive advantage, and to develop market 
share, a comprehensive understanding of loyalty program that influence repeat 
visitors is vital.  

Concerning word-of-mouth recommendation (WOM), Simpson and Siguaw 
(2008) cite other studies that “WOM communications are far more credible than 
marketer-sourced promotions” (p. 167).  They mention that , “ the positive 
messages expressed by friends and family about a product, service, or destina-
tion may be more powerful in affecting others’ feelings and behavior than any 
other type of marketing communication”  (p. 171).  They clearly cite other re-
search that “tourist destinations would greatly benefit if tourists and residents 
served as goodwill ambassadors, advocating the destination to their friends 
and families, thereby saving the destination’s promotional dollars while en-
hancing perceived message credibility” (p. 169).  In another view, Baloglu and 
McCleary (1999) declare that WOM recommendations from friends and rela-
tives were the main source in forming touristic images. Shanka, Ali-Kinght and 
Pope (2002) found that a majority of Western Australia travel decisions were 
based on WOM recommendation.  

It is important to emphasize that taking advantage of recent social services 
such as Facebook enables destinations to promote competitive advantage by 
providing the ground for numerous people to actively share their experience, 
WOM recommendation and information regarding tourism destination easily 
and speedy. 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

130 

Importantly, it is understood that a good knowledge of determinants of des-
tination loyalty in terms of repeat visit and WOM recommendation is valuable 
as well as vital  for destination managers and tourism policy makers who wish 
to influence international visit flows and travel patterns at destination.  
 
RESEARCH OBJECTIVES 
 

The overall objective is ‘to examine competitive advantage items influencing 
international tourists’ attitude toward destination loyalty’.  This study will be 
attempted a) to identify the main motives/reasons for choosing Konya as a 
destination, b) to recognize destination attributes influencing the satisfaction 
level of international tourists visiting Konya, c) to identify demographic pro-
files and market segmentation of international tourists, and d) to identify the 
main factors influencing international tourists decision to revisit and recom-
mend Konya. 
 
METHODOLOGY 

 
This research is exploratory in nature.  A mix of desk research and quantitative 
techniques were adopted to satisfy the research objectives. Searching and 
knowing secondary sources, in dynamic markets, was carried out to provide 
the grounds for enquiry for next stages and improve the objectives.  The desk 
research was used to obtain pertinent papers, statistical data, reports and pub-
lished information related to this research.  The focus was generating an over-
view of international tourists in Konya.  

The questionnaire survey were designed to collect quantitative data from a 
border population of international tourists in Konya. Based on the literature 
review, six basic elements were considered as destination attributes including 
‘attraction’, ‘amenities’, ‘accessibility’, ‘image’, ‘price’ and ‘people working in 
tourism’. Data collection has been conducting in Konya which is one the most 
important industrial, natural and historical cities of Turkey. Likert scale tech-
nique was used to capture quantitative information.  Recommendations will be 
made to improve tourism services as well as tourism development in Konya. 
  
CONCLUSION AND IMPLICATIONS  
 

Following the quantitative investigation, the findings of this study will offer 
theoretical and managerial implications to improve the effectiveness of RM as a 
strategy for pulling off competitive advantages in destinations, particularly in 
Konya. Destination loyalty in terms of repeat visitation and recommendation is 
a critical issue that has been investigated by many scholars. This study will be 
extended the research in this context. Moreover, the results of this study will be 
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prepared for submission to refereed journals or as book chapters. In competi-
tive market, understanding how well destination management can affect desti-
nation loyalty is getting more crucial. This study will attempt to provide desti-
nation managers, particularly in Konya, an analytical insight on how to im-
prove and develop international tourists’ satisfaction and their loyalty. As well, 
the results of the research in the form of conceptual and practical report will be 
submitted to Tourism organization in Konya.   
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INTRODUCTION 

The first dramatic movie filmed in Jamaica was in 1916.   From 1953 onwards, 

Jamaica’s global film significance increased immensely when it became the 

“cradle” for the James Bond book and movie series, now the world’s most en-

during movie franchise, after 51 years, with 22 films up to 2013.  Scenes from 

the blockbuster movie, Pirates of the Caribbean series were filmed in the Baha-

mas and Dominica.  After The Sunset, starring Pierce Brosnan and Salma Hayek, 

was also filmed in the Bahamas in 2004.   Several other movies have been 

filmed in Trinidad, Antigua, Barbuda, Aruba, Cuba, Dominican Republic, Gre-

nada, Guadeloupe, Haiti, Martinique and Puerto Rico.   

It is not recommended that the economic and marketing benefits that can be 

generated from film induced tourism come only from foreign movie companies 

coming to Caribbean.  This paper will advise how regional filmmakers can 

produce movies for the regional and foreign markets and also independently 

generate film tourism in the Caribbean. This can be facilitated by diverse part-

nerships with institutions which offer film/video training, like UWI-CARIMAC 

and Jamaica’s Creative Production & Training Centre (CPTC) and logistics as-

sistance from JAMPRO’S Film Unit. 
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Most Caribbean islands are already selling the same attractions of sun, sea and 

sand. The paper will expose how other countries, whose locations were used in 

films, used their destination marketing organizations (DMOs) to exploit the 

film induced tourism opportunities created by these locations.  More im-

portantly, it will illustrate how they enhanced their respective tourism brands 

all over the world.   These lessons will be used to make recommendations as to how to 

internationally differentiate and diversify Caribbean tourism products and brands, 

based on film induced tourism. 

 
GOALS 

This paper has three (3) primary goals. The first is to ascertain what factors ha-

ve prevented the Caribbean region’s governmental destination marketing or-

ganizations from exploiting more of the region’s extensive movie location le-

gacy, via film induced tourism, to improve the Caribbean’s tourism income.  

The second goal of this study is to analyse the literature review on film induced 

tourism in order to ascertain what international lessons Caribbean DMOs could 

learn  from other  destination marketing organizations around the world.  In 

2013, even though the movie, Home Again, was written about Jamaican im-

migrants, it was filmed in Trinidad.    The third goal of this study is to do a 

comparative case study between Trinidad and Jamaica and determine the 

competitive factors, governmental policies, tax incentives, rebate issues  which 

contributed to the  movie producers of Home Again choosing Trinidad, over 

Jamaica.  This comparative case study is intended to assist in determining how 

Caribbean  governments  could better compete with other  countries and attract 

far more local and foreign movies to be filmed in the  region. 

 
LITERATURE REVIEW 

 
Understanding Film Induced Tourism 

Persons are now becoming more aware of the phenomenon of film induced 

tourism which is defined as “tourist visits to a destination or attraction as a re-

sult of the destination’s being featured on television, video, or the cinema 

screen (Hudson & Ritchie, 2006b). But even so, there are some DMOs who have 

failed to maximize on the benefits attached to film induced tourism, due to a 

lack of understanding and explicit research in the field. According to Bubsy 

and Klug (2001), “watching television is still the (U.S.) nation’s most common 

home-based leisure activity for both men and women… [Therefore] movies are 

effective as tourist-inducing attractions.”  Similarly, Hudson & Ritchie (2006 b) 
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state that a “survey done in the UK found that eight out of 10 Britons get their 

holiday ideas from films, and one in five will actually make the journey to the 

location of their favourite film”.   Based on this phenomenon, it would be 

worthwhile for DMOs to start aggressively placing their destinations as a pro-

duct in films and television shows due to its ability to promote effectively to a 

wider audience. Due to the digital age, films now have a longer shelf life as “a 

typical movie with international distribution can now reach over one hundred 

million consumers as it moves from box office, to video/DVD to TV” (Hudson 

& Ritchie, 2006b).  This means that  “film can reach markets where premedita-

ted traditional  marketing cannot as a film may generate and sustain interest in 

a destination in  a way which destination marketers cannot afford to do” 

(O’Connor, 2005). Also, movies provide so much exposure to a wide variety of 

audience that DMOs could not generally afford. 

According to O’Connor (2005) other studies show that “tourists may be indu-

ced to holiday at the destination they have seen at a cinema …when tourists 

seek the destinations they have viewed on screen, it is then that they really be-

come a film induced tourist”.   

 
Marketing Activities to Promote Destination Pre-Release and Post-
Release of Film Movie Maps 

Movie maps can be insightful tools when attracting tourists to a destination.  

For example, “with more than 200,000 Indian tourists spending 212 million po-

unds in the UK in 2002 and the influx growing by 13% a year,  VisitBritain pub-

lished a Bollywood Movie Map to support the growth of this market, highlig-

hting 22 films shot there since 1990 and 17 classics from the 1960’s, 1970’s and 

1980’s” (O’Connor, 2005).  Busby and Klug (2001) also state that developing 

movie maps is one such way in which a destination can differentiate itself from 

its competitors “because destination images influence tourist behaviour”.   
 
Pre-Release Marketing Activities 

It is also believed that product placement in a film is also a good strategy in 

promoting  a destination as “people place less importance on reading as a form 

of getting information about places, and rely more on the visual form of infor-

mation to gain knowledge, movies, videos and television would become more 

even important” (Hudson & Ritchie, 2006). Stemming from the success of the 

positive destination image promoted in certain films DMOS can then create 

film tours or walks so as to personalize the experience of the film induced tou-

rists who may eventually visit their destinations. This was highly practised in 
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New Zealand in a community they renamed “Middle Earth” following the suc-

cess of The Lord of the Rings Trilogy.  

 
Post - Release – Marketing Activities 

Branding a destination is also another strategy that can be adopted by DMOs in 

promoting a destination following the release of a film. In this case, VisitScot-

land developed a campaign promoting Scotland as ‘Braveheart Country’ which 

garnered major traction resulting in over 300,000 visitors in Scotland after the 

release of this particular film (Hudson & Ritchie, 2006). Hudson and Ritchie 

(2006b:391) have indicated that it is normally after a film is released that most 

DMOs work assiduously to convert a viewer’s interest in a film into an actual 

visit.   It is critically important to note that a popular and profitable film can 

generate interest and income in excess of 25 years” (Lazarus 1994).   The litera-

ture also indicates that in New Zealand the success of the Lord of the Rings 

trilogy led to helicopter tours and four-wheel drive safaris. 

 
METHODOLOGY 

Local and foreign tourists to the Caribbean will be interviewed. This will be 

done via questionnaires, using the Ratio Scale, to precisely identify and measu-

re the levels of interest in visiting movie locations in the Caribbean.  Contact 

with foreign tourists will be secured via the databases of hotels, whose past gu-

ests give permission to be interviewed, via questionnaires on film induced tou-

rism, which will be emailed to them.  Different questionnaires will be devised 

for the local and foreign samples, to determine if the “pull” of visiting a Carib-

bean movie location, all the way from Europe, the United Kingdom, Canada or 

the United States, would be effective. Before they are asked to answer the ques-

tionnaires, popular movies filmed in the Caribbean, will have their clips played 

for the tourists who are already in the Caribbean.  

Experimental tours will be staged in Caribbean islands, including Jamaica 

and The Bahamas. While these tourists are travelling, the actual movies on 

which the tours are based, will be played on the tour bus televisions. This will 

remind and inform the tourists about the movies being reviewed.  After they 

have viewed the actual movie locations, the tourists will be asked to complete 

questionnaires analyzing their film tourism experience.  
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CONCLUSION AND IMPLICATIONS 

New Zealand is a relatively small island, yet it used its creativity, natural 

landscapes, and limited resources to make major accomplishments in film in-

duced tourism from the Lord of the Rings series. Caribbean islands, though 

much smaller than New Zealand, can draw significant inspiration from this 

island’s achievements.   It is strongly recommended that the Caribbean’s DMOs 

pay a visit to New Zealand, Scotland, and London, and observe how these des-

tinations have been branded by their film induced tourism attractions.  

Caribbean movie maps need to be created to document often-forgotten film 

location and guide movie- lovers to where their favourite cinematic producti-

ons were filmed. In a highly competitive internet-savvy international tourism 

world, Caribbean islands, selling the same attractions of sun, sea and sand,  

will  continue to struggle to secure and maintain market share, if they do not 

diversify their products and differentiate  their brands, when the opportunities 

occur, with film induced tourism.  
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INTRODUCTION 

For many decades, museums have functioned according to their basic role be-

ing buildings that house collections of objects for purposes of entertainment 

and research (UNESCO, 1960; Doyon, 2008). Collecting, documenting, preserv-

ing, and research were and still are the main core functions of these establish-

ments (Singh, 1997; Waltl, 2006; ICOM, 2006). Furthermore, museums are edu-

cational institutions that teach the public about ancient cultures (Hawas, 2005). 

Thus they are considered means of producing cultural and scientific 

knowledge in a nation, and accordingly of shaping its identity. 

In modern times, social and political circumstances influenced the role as 

well as the development of museums; suggestions were made to improve their 

service to the public. Museums began a new era in which they are to be consid-

ered agents of change in their societies (Lewis, 2014). They convey a cultural 

message, an experience that involves large numbers of visitors (McManus, 

2006). 

Since one of the vital roles of museums is to help local audiences under-

stand their past and present, therefore, regional museums in particular were 

established in order to contribute to a sense of personal and community identi-

ty (Ambrose and Paine, 2007). The International Committee for Regional Mu-

seums (ICR) is one of ICOM’s international committees which is involved with 

activities and professional standards of regional museums. According to the 

ICR statute, regional museums collect, research and display objects and other rele-

vant contents from a region, in most cases smaller than the territory of a state (district, 

landscape, town or village) (ICR, 2012). This definition shows that regional muse-

ums focus on a specific region which shares common characteristics in what 
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concerns history, language, cultural practices and natural resources (De Carli, 

2009). 

The cultural message of these regional museums is certainly delivered to 

both residents of the specific region as well as foreign visitors. With the new 

interpretation of the role of museums as agents of change for sustainable de-

velopment, it is possible to understand the impact of Egyptian regional muse-

ums in their communities. Not only they are guardians of heritage but also 

means of tourism development. 

This research deals with archaeological regional museums in Egypt and 

their strengths and weaknesses in order to evaluate their impact in their socie-

ties. Given the current political and social conditions in Egypt, especially after 

the Revolution of January 2011, regional museums face major challenges and 

become of great immediate concern. In these critical circumstances in Egypt, 

the needs arise to focus on identity and to reconsider the impact of museums in 

general and that of regional museums in particular to promote their roles in 

their communities from social and economic points of view, being cultural in-

stitutions and tourism products respectively. 
 

LITERATURE REVIEW 

 

In his research about Egyptian museums, Zahi Hawas (2005) evaluates the sit-

uation of the museum sector in Egypt and discusses the proposed plans to de-

velop it, with an overview of some museums including regional ones. Wendy 

Doyon (2008) studied the history of Egyptian museums and their roles with a 

significant classification of their types and categories and their administration 

which was split at that time between the Supreme Council of Antiquities and 

the Sector of Fine Arts.  

Regional museums in Egypt are those which are dedicated to exhibit objects 

covering the entire span of Egyptian history, from prehistory to the period of 

Mohamed Ali (Hawas, 2005). They aim at informing their visitors about the 

history of the region in which they are built, through objects found in nearby 

sites.  

During the last quarter of the 20th century, a variety of museums were inau-

gurated in Egypt, of which many were regional ones (Doyon, 2008). A strong 

trend towards erecting regional museums began in the mid 70s of the last cen-

tury with an increased local interest in Egyptian heritage (Doyon, 2008). Until 

2006 there were about 97 museums erected in Egypt, besides about 15 in devel-
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opment. Of this total number, more than 20 museums are regional. This is an 

important number that has to be taken into consideration. These museums are 

scattered all over Egypt in its twenty-six governorates, they are namely the mu-

seums of: El Arish, Aswan, Beni Suef, Hurghada, Ismaileya, Kafr El-Sheikh, 

Kom Oushim, Mallawi, El Mansoura, El Minia, El Wadi El Gedid, Port Said, 

Qena, San El-Hagar, Sharm El-Sheikh, Sohag, Suez, Taba, Tanta, and Tell El 

Amarna (Doyon, 2008). The national Museum of Alexandria and the Luxor 

Museum are also considered regional museums, although they are sometimes 

classified differently. 

The analysis of the actual situation in Egypt focuses on some main points in 

order to evaluate them and review their impacts: 

 

Museum Audience 

Since museums play an important role in helping citizens to understand their 

heritage, it is crucial for the museum to recognize the diversity of its audience 

and to study the needs and motivation of the visitors, whether locals or for-

eigners (McManus, 2006). 

Services of the museum have to consider the target groups they seek. This 

will help the museum to develop a market segmentation that distinguishes be-

tween potential audiences (Mork, 2004). 

According to the visitor profile of the Luxor museum in 2003-2004, Egyp-

tians represent less than 25% of the total number of visitors, compared to for-

eigners (Doyon, 2008).  

With the chaos that followed the Revolution in 2011, numbers of visitors 

reached a very low level. A report of the Egyptian Tourism Authority shows 

that numbers of visitors of the National Museum of Alexandria were 120.275. 

This number decreased to 27.160 in 2011 after the Revolution and even became 

23.085 in 2012. The drop in total numbers of all visitors occurred in other mu-

seums in the same year: 41.571 in the Luxor Museum, 22.605 in the Nubian 

Museum, 522 in Ismaileya Museum, 647 in El Wadi El Gedid, 5300 in Aswan 

Museum, 128 in Malawi Museum, and only 10 visitors in Beni Suef Museum 

(Ministry of Tourism, 2013).  

Personnel 

Actual curators and museum personnel need to update their work experience 

in what concerns dealing with artifacts and using new technologies. Training 
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programs must be organized to help curators apply new computer-based in-

ventory systems (Hooper-Greenhill, et al., 2001). As in developed museums, 

teams of curators must include scientists, designers, educators, information sci-

entists and marketing managers (Lewis, 2014). 

Programs and activities 

Visitors are not only pushed by the quality of exhibitions, it is more about the 

interaction with the collections (Waltl, 2006). Regional museums have to offer 

programs and activities that enable this interaction such as lectures, confer-

ences, guided tours, exhibits, and to host special events that will promote the 

museum’s role in its community (Singh, 1997; Cicerchia, 2009). 

Services and facilities 

Developed museums have to offer services that create links with their audience 

such as catalogs, museum libraries, clear labels, gift shops, Tourist information 

center, and an official website (Ambrose & Paine, 2007).  

Tour-guiding and researches 

Inaugurating organized regional museums is an essential factor that will enable 

scientific researches and studies on new objects. It will also promote tours for 

new destinations that these museums offer. This will give travel agencies op-

portunities to create new programs that include visits to these museums and 

will accordingly involve more tour-guides. 

Marketing museums as tourist products 

This concept is lacking from regional museums’ plans in Egypt, although it has 

become essential especially in the present challenging times. Museums are not 

only cultural heritage centers, but also tourism products that need strategic 

plans. Tourism entrepreneurship is vital for the creation of tourist products and 

activities around regional museums such as hotels, restaurants, gift shops, etc. 

(Silberberg, 1994; Lordkipanidze, 2002). New demands and opportunities will 

be created through digitalization and technologies, although this is confronted 

by limited funding and financial problems (Horjan, 2011).  

Furthermore, these museums need to open new channels to raise funds such as 

Museum Association Friends, sponsors, promotion and advertising (Mork, 

2004; Cicerchia, 2009).    
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METHODOLOGY 

This research studied the role of regional museums in Egypt in order to under-

stand their actual status, needs, problems and opportunities. A survey of these 

museums was made to achieve this understanding.  

This study used the descriptive-evaluative method. Also, the qualitative ap-

proach was used; where interviews with some of regional museums' managers 

and personnel were made in order to explore their current situation. Data col-

lected was transcribed and analyzed. 

Finally, a SWOT analysis was conducted on Egyptian regional museums. It 

was valuable to look at the strengths and weaknesses of current situation as 

well as the opportunities available and threats, before providing guidelines and 

recommendations. 

 
RESULTS 

 

Interviews with managers and personnel of regional museums and some direc-

tors in the museums sector, as well as the survey of the actual status of these 

museums revealed the following: 

Many collections in regional museums do not conform to the concept of 

these establishments; they might include random collections which were not 

found in the region in which the museum was built, as in the National Museum 

of Alexandria.  

Despite their large number and their valuable role in the development of 

their communities, regional museums in Egypt still lack aspects of success. The 

present circumstances after the Revolution of January 2011 raise the need to 

improve museums’ services and to adopt new approaches.  

Percentages show that locals need to be re-considered as target audience of 

the museums. Marketing strategies have to be implemented to encourage all 

categories of tourists. 

Some regional museums organized educational programs through “muse-

um schools”, as in the museums of Ismaileya, Beni Suef, Minia and Mallawi 

(Hawas, 2005). Some of these museums were unfortunately closed after the 

Revolution of 2011.  Educational programs are now urgently needed to enable 

museums achieve their role. 

Most of our regional museums lack many facilities. Official websites are 

rarely launched or updated. In some museums like the National Museum of 
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Alexandria, Facebook pages are available, but their impact is not to be com-

pared with websites that offer a greater role. Catalogs are available for very few 

examples (Romano, 1979; Nubian Museum, 1997). Of all regional museums, 

those of Luxor, Nubia and Suez are considered the best organized examples.  

Lack of security plans affected many regional museums, especially with the 

chaos during the Revolution of 2011. Some regional museums were damaged 

and their collections looted, as in the museum of El-Minia. 

SWOT Analysis: 

A SWOT analysis is needed to evaluate strengths and weaknesses of regional 

museums and to assess their opportunities and threats facing them as follows: 

 

Strengths: 

-Variety of available collections. 

-Considerable number of regional museums. 

-Rich cultural heritage. 

 

Weaknesses: 

-Untrained museum staff. 

-Lack of funding. 

-Lack of security. 

-New technologies are not implemented. 

-Lack of marketing strategies. 

Opportunities: 

- Potentials of increased numbers of visitors. 

-Involving more people in activities related to mu-
seums and tourist programs. 

-New tourist destinations. 

-Target people are natives and foreigners. 

Threats: 

-Roads leading to museums are not at the required 
level. 

-Economic reasons preventing people from spend-
ing money on tourist visits. 

-School education neglecting the role of museums.  

 

CONCLUSION AND IMPLICATIONS 
 

Regional museums are of great immediate concern in Egypt nowadays. They 

are a means of enlightening the public’s mind and achieving audience aware-

ness of their heritage and identity. Developing regional museums has its im-

pact on scientific researches, training staff, tour-guides, audience diversity, im-

plementing marketing strategies, and transforming museums into tourist 

products. 

 

 It is important to consider the inauguration and development of new 

regional museums and to establish policies of their vision and aims. 

 A key part of the regional museums’ role is to help citizens value their 

identity and heritage, especially in challenging times. 
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 These museums have to create a balance between serving local com-

munities and addressing visitors’ needs. 

 It is essential to focus on how to persuade Egyptians to spend money 

on museums’ visits and to be involved in their activities. 

 Regional museums have to implement disaster plans to face risks and 

crises. 

 They need to adopt strategies that develop all aspects of a museum: the 

targeted audience, the personnel, programs and facilities, and market-

ing plans. 

 Researchers and tour-guides are focus groups that need to be reconsid-

ered in regional museums plans. 

 The Ministry of Antiquities and the National Committee of ICOM in 

Egypt, that were recently established, must add their impact in the mu-

seum sector in Egypt.  
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INTRODUCTION 

Over the past decades, urban tourism has rapidly gained in importance, as is 

obvious when we compare its development with the dynamics of rural regions. 

A city typically acts as a focus of economic and political power; it is furnished 

with numerous attractions and a high concentration of educational and enterta-

inment facilities. Urban agglomerations are the preferred locations of knowled-

ge-based service production and provide a fertile soil for the creative indust-

ries. Thus, cities exercise a considerable drawing power on many segments of 

visitors, from those seeking culture and education to those travelling on busi-

ness, to conference attendants and those that are keen on shopping or enterta-

inment.  

Urban tourism has thus become an important economic factor characterised 

by relatively fast growth rates: according to the Tourism Marketing Informa-

tion System database (TourMIS; Wöber, 2000), overnight stays in the cities on 

the European continent have risen on average by 3.7% p.a. since 2000, whereas 

overall tourism has grown by just 1.3% p.a. over the same period.  

The paper first describes the statistical concept for the period of 2000/2012 

before comparing and analysing the trends of urban and rural development, 

using Austrian data for overnight stays as its statistical base: it explores new 

ground by examining tourism-intensive and tourism-extensive regions by ge-

ographical typologies such as urban, intermediate and rural areas. A regionally 

differentiated data analysis is then followed by a discussion of how long-term 

trends can be identified. The next section is devoted to an in-depth explanation 

and discussion of the structural causes for the above-average increase in de-

mand for city breaks. 
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LITERATURE REVIEW 

 

Although city tourism gains growing importance (Bauernfeind et al., 2010; He-

eley, 2011), there are relatively few studies analysing this field (Song, 2011; 

Woodside-Pearce-Wallo, 1989). Most studies concentrate on rural regions or 

whole countries rather than cities. This may, at least in part, be due to the fact 

that urban tourism is relatively difficult to analyse, since city attractions are 

consumed not just by tourists but also by its own inhabitants, so that, contrary 

to touristy places in the mountains or on the beaches, it is almost impossible to 

allocate or at least reliably estimate their use as a proportion of tourists or locals 

(Ashworth, 1989; Asworth-Page, 2011).  

The handful of studies and publications on urban tourism actually available 

mostly deal with the demand side, analysing or forecasting arrivals, overnight 

stays and expenditures in the context of the standard model of tourism demand 

with incomes, relative prices, transport costs and a number of qualitative fac-

tors (marketing, tastes, fashions, etc.) as the most important explaining factors. 

But the literature fails to properly discuss the causes for the above-average 

growth rates achieved by city tourism. 

STATISTICAL CONCEPT AND METHODOLOGY 

 

The number of overnight stays is regionalised at the NUTS 3 level. The NUTS 

structure is the system of units for the statistical data. NUTS is the abbreviation 

for “Nomenclature des Unités Territoriales Statistiques”, involving a general, 

hierarchical three-level territorial structure of the EU countries (NUTS 1, 2 and 3). 

The NUTS 3 regions were furthermore broken down by geographical criteria: 

 predominantly rural regions, 

 intermediate regions, and 

 predominantly urban regions, 

 and by the intensity of their tourism. 

As a measure of tourism intensity, the number of overnight stays per capita 

was used, with regions that had indices above the Austrian average classified 

as “tourism-intensive”. Conversely, regions of below-average tourism intensity 

were counted as “tourism-extensive”. 

As to the typology, Eurostat defines areas of more than 500 inhabitants per 

square kilometre and of a minimum population of 50,000 as predominantly ur-
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ban regions. Intermediate regions are areas of more than 100 inhabitants per 

square kilometre and, either, a minimum population of 50,000 or a predomi-

nantly urban region adjacent to it. Predominantly rural regions are those that 

are neither urban nor intermediate. 

RESULTS 

 

As regard the long-term dynamics of 2000/2012, it was found that the number 

of total overnight stays rose slightly at 1.2% p.a., and that at a plus of 3.5% p.a. 

tourism-extensive urban regions enjoyed substantial growth benefits over rural 

(+1.1% p.a.) and intermediate (+1.2% p.a.) regions. Demand grew at a slower 

pace (+1.0% p.a.) in the tourism-intensive rural areas, actually declined in the 

intensive intermediate region and stagnated in the intensive urban region.  

These trends accelerated in the second half of the previous decade. The 

analysis illustrates this development, showing that the demand shift has gra-

dually become more marked in favour of tourism-extensive urban regions, but 

also intermediate and rural areas. During 2005/2012, overnight stays in the 

extensive areas (and particularly in the urban regions) grew more rapidly com-

pared to 2000/2005, but expansion slowed down in the intensive rural regions. 

Demand stagnated in the two intensive intermediate and urban regions. 

The shift towards extensive urban agglomerations and extensive rural and 

intermediate regions is clearly shown in the development of market shares ba-

sed on overnight stays. In 2005/2012, 16 of the altogether 35 NUTS 3 regions 

gained market shares, some 80% of them (13 out of 16 regions) were of the 

extensive type . 

The available long-term forecasts until 2025 assume that the gap will widen 

in the future provided that the significant trends and regional growth differen-

ces foreseeable since the middle of the last decade should continue: it is thus to 

be expected that the tourism-intensive regions will see their market shares 

further reduced. In contrast to these intensive regions, it is the extensive rural, 

intermediate and urban regions (+4.0% p.a.) which will continue to grow at a 

relatively brisk rate. The most salient change will be a shift in demand towards 

extensive urban agglomerations and the trend to remain part of the urban li-

festyles while travelling. 
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SPECIFIC GROWTH FACTORS IN CITY TOURISM 

Systematic explanations for the disproportionate growth of tourism demand 

generally use the structural change in demand as their reference. In this con-

nection, Fuchs (1968) assumes that private households once their basic needs 

are satisfied and consumer durables have been obtained spend their additional 

income, if any, primarily to purchase services. When it comes to consuming 

leisure goods, the structural change is equally prevalent. More importance is 

accorded to experienced-focused trips with cultural (city breaks) or sport con-

tents (golfing), while destinations and products of a mass-tourist nature (“be-

ach holidays”, “holidaying on a lake”) lose market shares. According to this 

approach, the demand shift towards city trips as a high-quality type of travel 

(once demand for less ambitious types has been saturated) explains the relati-

vely rapid growth of city breaks compared to overall tourism growth.  

The shift in demand towards urban agglomerations and tourism-extensive 

rural regions indicates a distinctive reorientation of leisure markets towards 

greater quality and individualised travel experiences or –more generally – 

“post-modern” consumption and production structures, where flexible produc-

tion technologies make it possible to supply customised products (Ioannides, 

1997; Jameson, 1992). 

 “Post-modern” consumers are independent, experienced travellers, flexible 

and rarely repeating visitors. Most of all, they prefer customised products over 

mass-touristic offers and they have a special interest in experiences. Accor-

dingly, cities have a relatively highly developed “post-Fordist” production 

structure (“flexibility pool”). Thanks to their high level of diversity they offer 

their inhabitants as much as their visitors multiple opportunities to consume 

combined and differentiated experiences and enjoy utility benefits (Glaeser, 

2011; Quigley, 2009).  

The popularity of cities as tourism destinations and the brisk growth in de-

mand for city breaks have obviously profited from the upgrading of airports, 

easy accessibility by plane, cheap flights and investments into their infrastruc-

ture (public transport, conservation, pedestrian zones) and a generous touristic 

superstructure. Cities also benefit from globalisation and a growing number of 

guests from exotic markets who, at least in the first stages of their travel expe-

riences tend to visit urban rather than rural regions. With guests from exotic 

markets typically being first-time visitors, they improve the touristic options on 

offer as new information is injected in the product design. With this, cities gain 
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an edge over rural areas which have a higher share of repeating visitors, usu-

ally from nearer markets. 

City tourists are in a position to make intensive use of the many urban cul-

tural and service choices even though most of these were not originally desig-

ned for tourists. Many urban experiences and sights, such as the cityscape, its 

markets, monuments, buildings, parks, etc., can be viewed “for free” or are of-

fered at a lower price than their potential market price. As a result, tourists 

consume sights that are paid for by other groups of the population. 

CONCLUSION 

 

The shifting demand towards cities and tourism-extensive rural regions is an 

indication of the leisure markets reorienting themselves towards higher quality 

and individualised travel experiences or –more generally – towards “post-

modern” consumption and production structures. Further, cities can exploit the 

trend towards progressive urbanisation since most city tourists are themselves 

city dwellers who prefer multi-optional offers.  

The popularity of cities as tourism destinations and the brisk growth in de-

mand for city breaks have obviously been fuelled by their easy accessibility by 

plane, cheap flights and investments into their infrastructure and a usually 

comprehensive touristic superstructure. Another benefit of cities is that their 

tourists can make intensive use of the many urban cultural and service choices 

even though most of these were not originally designed for tourists. Many ur-

ban experiences and sights, being public goods, can be viewed “for free” or are 

offered at a lower price than their potential market price. The serious trend 

towards short trips directly benefits cities as they are easy to reach and have a 

large number of high-quality products that can be combined on a short time 

budget, so that they offer a great individual experience in a short time. As a 

consequence of all these trends, destinations in urban agglomerations will furt-

her gain in importance through the increasing demand for urban lifestyles. Mo-

re visitors and more inhabitants, moreover, require optimising the transport 

infrastructure, qualitatively improving the habitats and directing energy con-

sumption towards non-fossil input factors.  To improve the quality of living 

and leisure, it is furthermore necessary to remove the strain from the most con-

gested urban areas and create centres and attractions at or near the periphery. 

 
 
 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

152 

REFERENCES 

Ashworth, G. J., (1989). Urban tourism: An imbalance in attention”, in Cooper, C. (Ed.), Progress in 

Tourism, Recreation and Hospitality Management, 1, 33-54. 

Ashworth, G., Page, St. J., (2011). Urban tourism research: Recent progress and current paradoxes. 

tourism management,  32(1), 1-15. 

Bauernfeind, U., Arsal, I., Aubke, F., Wöber, K.,(2010). Assessing the significance of city tourism in 

Europe In Mazanec, J., Wöber, K. (Eds.), Analysing international City Tourism, Springer, 

Vienna, , 2nd Edition, pp. 43-77. 

Fuchs, V., (1968). The service economy.  New York : NBER, Columbia University Press. 

Glaeser, E., (2011). The triumph of the city.  New York : Penguin. 

Heeley, J.,( 2011).  Inside city tourism – a European perspective. Bristol: Channel View Publications, 

Ioannides, D., Debbage, K., (1997). Post-fordism and flexibility: the travel industry polyglot. Tou-

rism Management, , 18(4),  229-241. 

Jameson, F., (1992). Postmodernism, or, the cultural logic of late capitalism. Durham, NC: Duke Univer-

sity Press. 

Melo, P., Graham, D., Noland, R., (2009). A meta-analysis of estimates of urban agglomeration eco-

nomies.  Regional Science and Urban Economics, , 39(3), 332-342. 

Quigley, J. M., (2009). Urbanization, agglomeration and economic development, in Spence, M., 

Annez, P. C., Buckley, R. M. (Eds.), Urbanization and growth, pp. 115-132. Washington, 

D.C.: Commission on Growth and Development, The World Bank. 

Rosenthal, S., Strange, W., (2004). Evidence on the nature and sources of agglomeration economies, 

in Hendersson, J. V., Thisse, J. F. (Eds.), Handbook of urban and regional economics, pp. 2119-

2171. Amsterdam: Elsevier,. 

Song, H., Lin, S., Witt, S. F., Zhang, X., (2011). Impact of financial/economic crisis on demand for 

hotel rooms in Hong Kong. Tourism Management, , 32(1),  172-186. 

TourMIS (Tourism Marketing Information System). http://www.tourmis.info. 

Wöber, K., (2000). Standardizing city tourism statistics. Annals of Tourism Research, , 27(1), 51-68. 

Woodside, A. G., Pearce, B., Wallo, M., (1989). Urban tourism: An analysis of visitors to 

New Orleans and competing cities.  Journal of Travel Research, 1989, 27(3), 22-30. 

 
 

http://www.tourmis.info/


7th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 153-160,  
03 – 07 June 2014, Istanbul, Turkey 
Printed in Turkey. All rights reserved 

ISBN: 978-605-4940-25-7  

 

 

 
Social Media Marketing of Tourism Products through  

Russian Vkontakte: Case Study from Finland  
 

 
Ekaterina Miettinen 

Department of Applied Sciences 

Karelia University Joensuu, Finland 

E-mail: ekaterina.miettinen@karelia.fi  

 

 
 
 
INTRODUCTION 

Today Russia is the most important target market for Finnish tourism industry. 

From the practical marketing point of view Russian tourism in Finland is a cur-

rent topic. It is argued that Russians keep Finland’s tourism alive. According to 

the Border Interview Survey (2012) by Statistics Finland and Finnish Tourist  

Board  visitors from Russia represented the largest visitor group. 3.6 million  

visitors  came from Russia during the year of 2012. Travel from Russia to Fin-

land increased by ten per cent when compare to the year 2011.  

Nowadays Russia is one of the biggest suppliers of tourists to foreign mar-

ket (Furmanov et al. 2012, 2-3). According to the  Federal State Statistics Service 

of Russia  (2012) the most popular destinations to travel for Russians were Fin-

land (+18%), Turkey (-6%) and China. Despite generally positive situation 

nowadays with Russian tourists visiting Finland the potential of Russian cus-

tomer hasn’t been discovered completely. Russia with its population of 140 mil-

lion inhabitants provides a great potential for Finnish tourism sector as there 

are still plenty of Russians who never visited Finland.   

The object of this study is social media groups connected to Finnish and Ka-

relian tourism in Russian most popular channel Vkontakte. The main research 

objectives are: 

1)What kind of groups are there in VK connected to tourism to Finland and 

what are the main topics people discuss  

2)What kind of advice in marketing can be given to Finnish tourism entrepre-

neurs based on knowledge from these groups. 
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LITERATURE REVIEW 

The promotion effectiveness for organizations in social media is quite new. Re-

searchers have recently started to examine different social media platforms and 

their impact on the promotional aims of organization (Paek et al. 2013). Started 

as an entertainment tool social media is widely used for business purposes be-

cause of time, audience, relation and costs (Kirtişa & Karahan, 2011). 

Tourism is an “information-intensive industry”, so people gather infor-

mation and search for the information about other peoples’ experiences 

through social media (Xiang Xiang&Gretzel 2010).There are a number of chal-

lenges for destination marketing and one of them is the adaptation to techno-

logical change. Organisations should be up-to-date for new technological pos-

sibilities as they actually stimulate people to keep in touch with the organisa-

tion. People ask many personal questions and it is relevant to use technology to 

connect with customers(Gretzel et al. 2006). 

The gap in the literature exists due to the fact that few research has been 

made on the tourism organisations using the social media channels for destina-

tion marketing purposes and engagement with potential clients and naturally 

there is not enough empirical data to investigate the role of social media in the 

tourism industry (Hays et al. 2012; Xiang&Gretzel 2010). 

Russia is one of the most active country for social media use (comScore Me-

dia Metrix 2011). According to the TNS Russia (2013) the market leader of the 

social media is VK with the amount of users more than 50 thousand people 

(Table 1). VK is a social network, originated in Russia in 2006 and became ex-

tremely popular among users from post-soviet countries. VK was created by 

Russian programmer Pavel Durov. It is a Russian version of Facebook. The 

global winner Facebook has its lowest penetration in Europe at 18.8 percent, 

currently ranking behind leaders Vkontakte, Odnoklassniki, and Mail.ru  (Fa-

cebook users 2011). 

As for the site structure VKontakte reminds Facebook very much, each user 

has its own profile. Also one can create a “group profile” and invite fans there. 

Membership in those groups can be opened for everybody or closed, so that 

people can join it only after invitation. The growth of use of social media force 

businesses to accept it as a communication channel to stay in touch with their 

present and potential clients.  Among different tools used in social media one 

of the most effective one is the creation of a group or community. Howard 
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Rheingold (1993) define virtual community as “social aggregations that emerge 

from the net when enough people carry on , public discussions long enough, 

with sufficient human feeling, to form webs of personal relationships in cyber-

space”. Kozinets (2010) underlines that communication in the online communi-

ty is included in peoples’ everyday life and most of social and cultural interests 

is covered through them. 

 
METHODOLOGY 

 

The study is qualitative in nature. The focus of the study is the analysis of the 

social media groups connected to tourism to Finland and content analysis of 

group discussions inside the groups. According to Weber (1990) content analy-

sis is suitable method for discovering and describing the focus of individual, 

group, institutional, or social attention. Channel chosen for analysis in the 

study is mostly used by Russians and is the most famous among Russians. 

First, groups that are devoted to tourism to Finland were investigated through 

the search engine in Vkontakte . The choosing criteria were based on the name, 

content and the number of members in the group: only groups with more than 

3000 members got in the list. The first group analysis was done in April 2013 

and then updated in November 2013. Then the group discussions were ana-

lysed. 

 
RESULTS 

 

Groups devoted to tourism to Finland in Vkontakte can be divided into four 

subgroups according to what kind of information is delivered and transmitted 

in the group discussions (Table 1): Subgroup 1: General information about Fin-

land (Shopping, Sales and Rest in Finland, The land of Finland, Finland, Fin-

land Guide, Stop in Finland). Subgroup 2. Information about certain region in 

Finland (Finland in VKontakte – visit Mikkeli, Finland/Lappeenranta and 

Imatra Region/GoSaimaa, About Helsinki, Finland/Himos). Subgroup 3. The 

group is devoted to shopping and contains much of advertising (Check in Fin-

land – the best holiday in Finland). Subgroup 4. The group is devoted to enter-

tainment and is unfocused (To conquer Finland, Fuck yeah Finland). 
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Table 1. Groups in VK connected to tourism to Finland: vk.ru 

 
 

The most popular topics were analysed inside the groups connected to tour-

ism in Finland (Table 2). Data was gathered in April-May 2013. Groups from 

the table 2 were analysed and the most popular topics were chosen based on 

the number of comments per topic, only those topics with over 20 comments 

got in the list. One topic often consisted of several discussions around it.  

All the discussions were created by the moderators of the groups. Russian 

members of the groups (from Finland or Russia) answered and asked ques-

tions, continued discussions.The topics which gathered more than 20 com-

ments were analysed. Discussions were found on such topics as health care in 

Finland, shopping, things that surprised tourists in Finland, questions and an-
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swers about Finland, traffic, accommodation. Examples of group member’s 

comments on the discussion topics are presented in the table 4. 

The most popular topic that gathered 98 comments is shopping. People give 

the addresses of good shops with cheap prices, high-level brands. Out of all 

shopping products the biggest attention was paid to swan’s down coats, wed-

ding dresses and sport equipment. More information people need on the tax 

free and invoice systems. Health care in Finland gathered 22 comments; people 

were interested in prices, possibilities to give birth in Finland, different kind of 

surgeries. The level of proficiency of Finnish doctors didn’t get much positive 

attention. Despite the situation with the Finnish doctors, Russians are satisfied 

with the level of technical equipment in Finnish hospitals. Things that sur-

prised tourists in Finland were aspects connected to traffic culture: good roads, 

drivers obeying the rules, reindeers walking down the streets. Clean and clear 

nature, tap water that everyone can drink, peacefulness and friendliness of 

people in Finland, all this was discussed under the topic “what did surprise 

you in Finland?”. Questions and answers about Finland consists of discussion 

on such issues as visas, accommodation, traffic, sales, tickets, parking rules, 

holiday activities. Group members give advices to each other and compare how 

differently things are organized in Finland and Russia. Other topics connected 

to transport also existed: getting to Finland by car and public transport in Hel-

sinki. 
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Table 2. Discussions in VK about tourism to Finland: vk.ru 

 
 
 
CONCLUSION AND IMPLICATIONS 
 

According to the data analysed Finnish companies and organisations use VK as 

a marketing tool for promotional and information purposes. Finnish groups 

mostly used as a promotional tool for the webpage or an online client commu-

nication tool. Discussions in the groups created by moderator or by a group 

member. Topics for the discussions about Finland consists of comments con-
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nected to shopping and environment in Finland, visa and boarder regimes, pri-

ces and people are very different from each other. Here are the tips for entrep-

reneurs how to succeed in the Russian most popular social media channel VK, 

attention is paid especially on those who offer services for tourists: 

 

- Name of the group should consist the main idea of a group. 

- Group should be moderated and well-organised. This means that there 

should be a moderator who answer the questions, update the informa-

tion and delete inappropriate comments. 

- Too much selling took the enthusiasm away from the group members, 

people more likely participate in the discussion, not in straight adverti-

sing. 

- VK is a Russian-speaking channel; there is no reason to create a group 

in English or other languages. All the groups that were found for this 

study use were completely in Russian language. 

Groups in social media channel Vkontakte are used for interacting with po-

tential and real consumers. It is used as an additional tool that supports a web-

page of a company or organisa-tion. Attention should be paid on the popular 

discussion topics in conversations. Positive issues as clear traffic, clean water, 

nature, shopping possibilities can be used as a marketing arguments for pro-

motion. More information is needed on tax free and VAT refund systems, he-

alth care and public transport. 

According to Gretzel (2006) the technological marketing tool potential sho-

uld be used by organisations. Users interact with each other, they create and 

share content and the tourism service provider cannot ignore this. 
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INTRODUCTION 

In Spain, the tourism subsector of Wellness consists in more than 700 estab-

lishments, which are divided into Health resort, Urban Spa, Spa and Thalasso, 

reaching a turnover of more than 3,000 million euros. Health tourism (wellness) 

is defined as those products, facilities and services that are designed to restore, 

improve and / or maintain health through a combination of rehabilitation, heal-

ing, leisure, recreation and / or education in a space away from the distractions 

of work and daily life. (Tourism Institute of Spain, 2009). 

In recent years there has been an evolution (think positive) on the concept of 

reference for this study, from more healing concept of "health" sector further 

preventative "wellness" sector, which includes more components and his ludic 

directly associated with the physical and psychic, an increasingly strong ten-

dency in the "experiences" the user can live in such establishments and services. 

Following a similar case in the hotel industry process, the online presence of 

these establishments is becoming more important, not only operationally but 

also strategic, because the key decisions of the company policy are incorpo-

rated. 

In this sense, we thought interesting to analyze your current online and mo-

bile presence in order to establish best practices and improvement elements to 

apply in this field of study, then share them with the sector and specific action 

plans can be established, as well as to serve as comparative information for 

benchmarking. 

Finally, this research continues to develop during 2014, considering the 

analysis of all establishments to get a "picture" 360 degrees on this subject of 
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study and be able to complete the transfer of this expertise to the entire tourism 

sector, so as to overcome the main limitation of this study, and also (in process) 

creating an Index of reference in the sector (comprising 10 key variables) and 

the identification of best practices. 

 
METHODOLOGY 

After review of the relevant literature, we designed a research on various stag-

es. In the first phase of this project will proceed to implement a research meth-

odology based on participant and non-participant observation of the websites 

and apps of each wellness accommodation in Spain. In a second step (currently 

in development), data obtained complement from interviews and surveys ad-

ministered online form contrasted. The overview of this research is:  

 

- Universe: more than 700 establishments in Spain Wellness  

- Sample: 200 establishments (spas and health resort) (first phase) 

- Timing: September-December 2013  

- Technique: participant and non participant observation record infor-

mation collection using a check list of more than 180 fields of analysis 

- Areas of analysis:  

- Website  

- Social Networks  

-  Web Positioning  

- Communication Online  

- Online Reputation  

- Marketing Online  

 
Objectives 

OBJECTIVE 1. Contextualizing online presence in wellness tourism in Spain. 

OBJECTIVE 2. Identify the online presence of wellness companies in the tour-

ism sector in Spain. 

OBJECTIVE 3. Meet pros - cons of this online presence of wellness organiza-

tions in the tourism sector in Spain. 

OBJECTIVE 4. Meet trends on this type of strategy in the online presence sub-

sector wellness nationwide. 

OBJECTIVE 5. Learn the proper use, design and content of the websites of the 

local wellness. 

OBJECTIVE 6. Identify social networks used by local wellness. 

OBJECTIVE 7. Analyse the positioning of each web online, both SEO and SEM. 
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OBJECTIVE 8. Knowing the online communication through websites advertis-

ing. 

OBJECTIVE 9. Identify the online reputation of the wellness facilities through 

feedback from users in certain OTAS. 

OBJECTIVE 10. Analyse the online marketing of wellness facilities through its 

distribution channels. 

These objectives are related to the different levels of analysis in which we 

divided the online and mobile presence that reflect the most important deci-

sions a wellness facility should take. Specifically, these areas and sub-areas of 

analysis (which will have a number of research questions / specific indicators) 

are: 

 
Field Analysis  Subdomains Analysis Indicators Analysis 

 (Only some of which are shown by way 
of example) 

Website Usability 

 

Charging time 

Booking Engine 

Menus 

Navigability View in different browsers 

Internal links 

Design Typography 

Colours 

Structure 

Videos 

General Content  

 

Writing 

Legal Policies 

Social Media Icons 

Languages 

Specific wellness Section Specific content  

Charter treatments 

Schedules / Children Information 

Usability in mobile and tablets Multi-device display 

Apps 

Android / iOS 

App transactional 

Social Media Facebook Number followers 

Number likes 

Own channel 

Circles 

Recommendations 

Promotions 

Number of testimonials 

Likes in photography 

Number of pins 

Instagram 

Foursquare 

Linkedin 

Google + 

YouTube 

Flickr-Picassa 

Pinterest 
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Twitter  

 SEM Campaigns 

Landing page campaign 

SEO Page Rank 

Tags 

Geolocation Google Maps 

Analytical Add GA Analytical visits (or similar) 

Online Communica-
tion 

Newsletter Register online Steps 

Content 

Banners Numbers 

Content 

eMail Marketing Subjects 

Content: links, . 

Online Reputation Tripadvisor.com Ranking 

Number reviews 

Booking.com Overall score  

Number reviews 

Hoteles.com Overall score  

Number reviews 

Hotelopia.com Overall score  

Ratings 

Google Hotel Finder Overall score  

Number reviews 

Online Commerciali-
sation   

Own website Calendar Prices 

Payment systems 

Booking Engine 

OTAs Booking.com 

Expedia.com 

Atrapalo.com 

eDreams.com 

..... 

Specialized OTAs Balneariosyspa.com 

Dormirenbalenarios.com 

........ 

Flash sales Groupon 

LetsBonus 

..... 

 

 
RESULTS 

Through this research (first phase) we have been able to achieve this object of 

study:  

- Single value Info  

- More than 46,000 questionnaires 
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[Apps in Health resorts and Spa] 
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[Social Media in Health resorts and Spa] 

 
CONCLUSION AND IMPLICATIONS 

After analysing the results of the 200 sites about wellness establishments have 

taken general and specific conclusions from the previously defined objectives 

and hypotheses fieldwork. The following are some of the most important objec-

tives of this work: The majority of establishments in the sample analysed are 

independent with a conservative mind and somehow have distrust and lack of 

knowledge when jumping into the online world. As aspect to highlight estab-

lishments that work with hotel chains maintain an overall basic communication 

and marketing in relation to the websites of the same chain, which do not de-

velop a specific strategy for your target audience. It can be deduced that in 

comparison to other sectors in tourism, are a step backwards in terms of online 

marketing and communication, as most have not yet been able to adapt to the 

new consumer. Most wellness facilities need an upgrade in the correct use and 

content of their websites and mobile. It is confirmed that the presence in social 
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networks focuses on Facebook and Twitter. Slight activity in SEO and SEM 

strategies.  This is to certify that according to the results obtained in each of the 

online agencies, other establishments of both types have a good image and 

evaluation by users, with consequent positive online reputation. It is confirmed 

that the vast majority of establishments communicate and market their prod-

ucts and / or services through the most popular travel agencies. The most im-

portant implications obtained so far we can highlight the following: 

 Strategies vs Action. For our part, as researchers in the field of 

online presence of organizations in the tourism sector, we must 

again stress the importance of developing strategies to provide the 

necessary coherence to the various action plans to implement in the 

field online and mobile. 

 Innovation - Control. We also propose a total bet on the constant 

incorporation of innovations and tools control all key processes. 

Moreover, from this study and as a consequence of the scientific process, we 

can also indicate some of the trends that undoubtedly this sector should con-

sider to optimize your online presence and "mobile": 

 Designs or "responsive" to all elements of communication and 

marketing. 

 Achievement or "big data" as a key tool in enhancing the online 

and mobile presence as "input" ecommerce. 

 Online and mobile marketing "dynamic packages" loose and ser-

vices linked to the wellness industry. 
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INTRODUCTION  

A triathlon is a unique endurance sport that combines the three disciplines, 

swimming, cycling and running over a variety of distances (Smith, 2010; La-

mont & Kennelly, 2012; Lepers, Knechtle & Stapley, 2013). Triathlons first ap-

peared at the end of the 1970’s and in only one quarter of a century has develo-

ped into a well organised sport with participation taking place around the 

world (Lepers et al., 2013). The Ironman distance is the most popular long dis-

tance triathlon. Since the event began, participation has increased and these 

days thousands of triathletes compete in about 28 Ironman races all over the 

world (Knechtle, Knechtle & Lepers, 2011). An Ironman triathlon consists out 

of three legs in the following order: a 3.8km ocean swim, 180km bike ride and a 

42.2km marathon. This triathlon format was developed out of a discussion 

between different athletes concerning who was the fittest: runners, swimmers, 

cyclists or other athletes (Sowell & Stewart Mounts JR, 2005). No conclusion 

was reached seeing that each discipline (swimming, cycling and running) requ-

ired its own unique skill and talent (Sowell & Stewart Mounts JR, 2005). There-

after is was realised that the combination of swimming, running and cycling 
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could control the comparative advantage and the winner would be seen as the 

most fit; the Ironman (Sowell & Stewart Mounts JR, 2005). Ironman triathletes 

are unique seeing that these are the athletes that are the most efficient in tur-

ning effort into output (Sowell & Stewart Mounts JR, 2005) A triathlon requires 

extremely high training volumes and intensities (Lepers et al., 2013) and becau-

se of the nature of a triathlon event most of the athletes will perform to their 

maximal capacity, from both a mental and physical perspective (Lepers & Maf-

fiuletti, 2011). With the intense characteristics of a triathlon in mind it is often 

assumed that fitness declines with age, but it is possible that many triathletes 

may actually get better with age; as Lobby (2012) eloquently puts it: “Whether 

you’re racing the finish clock or the calendar, in triathlons the podium does not 

discriminate when it comes to age”. 

Myburgh, Kruger and Saayman (2013) found that triathletes are older than 

participants participating in the individual sports e.g. swimming, running and 

cycling. The average age of a triathlete was found the be older than the age of 

open-water swimmers, road-cyclists, marathon runners, mountain bikers and 

canoe participants (Streicher & Saayman, 2010; Kruger, Saayman & Ellis, 2011; 

Saayman & Kruger, 2012; Kruger & Saayman, 2013a; Kruger & Saayman, 

2013b; Kruger & Saayman, 2013c). Hunter, Stevens, Magennis, Skelton and 

Fauth (2011) found that the peak performance age of swimmers was 20 years or 

age, while marathon runners peaked at approximately 28-30 years of age. The 

afore mentioned studies show an important finding since it implies that an en-

durance athlete could easily extend their competitive age, if they want to do so, 

by competing in triathlons such as the Ironman competition (Myburgh et al., 

2013). Segmenting triathletes based on age or their age category they participa-

te in will therefore give an indication if level of experience influences partici-

pants (Myburgh et al., 2013). It is found that using age as segmentation variable 

can be used with other demographic and/or psychographic methods in seg-

menting markets that will lead to the most effective results (Reisenwitz & Iyer, 

2007). Lepers, Sultana, Bernard, Hausswirth & Brisswalter (2010) stress that 

studies that examine the chances in training volume and physiological charac-

teristics of older triathletes are required in order to better understand age-

associated changes in triathlon performance and also give vital information in 

order to understand the way to maintain physical capacity and performance 

with advanced age. Therefore research should focus on segmenting partici-

pants according to different age groups seeing that age was found to be a signi-

ficant factor in level of commitment, motivational and loyalty segmentation 

used in previous research (Myburgh et al., 2013). The purpose of this research is 
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thus to segment triathletes participating in the only Ironman event held on the 

African continent, Ironman South Africa based on their age. This will help 

Ironman South Africa gain continued participation from different age groups 

of triathlete’s and sustain the event in a competitive sport tourism industry 

(Mullin, Hardy & Sutton, 2007; Casper & Stellino, 2008).  

 
LITERATURE REVIEW 

  

Research in market segmentation is needed in order to develop standard met-

hods and accurate experiments that will help event marketers identify which 

segmentation variable is most suited and which ones are not suitable for a spe-

cific sport event (Howell, 2012; Bowen, Kotler & Makens, 1996). Therefore dif-

ferent variables need to be evaluated in order to identify the appropriate seg-

ments and develop strategies suited to these segments as it is found that seg-

mentation used in one market may not be effective in another (Howell, 2012; 

McDaniel, Lamb & Hair, 2013; Baines, Fill & Page, 2013). In order to achieve 

success through market segmentation the most significant segmentation vari-

able must correlate for the product or service, therefore various variables must 

be tested in each individual market in order to determine the most successful 

correlate for the product or service (Howell, 2012). Overall the theory behind 

segmentation states that “once a segment has been identified which fulfils the 

requirements of measurability, accessibility, sustainability and action-ability” it 

becomes possible to develop a product or service to meet the needs of the seg-

ment (Howell, 2012).  

Previous segmentation studies were based on an array of consumer charac-

teristics and include demographic information, geographic locations, behaviou-

ral patterns, personality characteristics, spending, seasonality and motives 

(Slabbert, 2006). Demographic segmentation is the most general segmentation 

variable, which is relatively inexpensive to do and helps identify profiling cha-

racteristics that is associated with the consumer in each segment (McDonald & 

Dunbar, 2010). A market can be segmented in groups of people who exhibit 

similar demographic characteristics such as gender, age, household composi-

tion, ethnicity and educational level (Perreaults Jr & McCarthy, 1999; Walker & 

Walker, 2011:81). These demographic details are then applied to define markets 

for example predicting that people in the age group 30 to 35 years, will respond 

to the same proposition (McDonald & Dunbar, 2010; McDaniel et al., 2013). This 

information is crucial to sport marketing in identifying consumers who are 

most likely to consume the product or service that is being presented (Arnott, 
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2008:6). A person’s age has been use in many ways in economic decisions due 

to the belief that it is a low cost proxy for ability (Sowell & Steward, Mounts JR, 

2005). In a sport context age as a demographic segmentation variable consist of 

segmenting participants that fall into the same age groups and tend to have 

similar interests and experiences; this will influence their behaviour and parti-

cipation patterns (Howell, 2012; Solomon, 2010). Specifically for triathlons, age 

can be seen as an important segmenting tool as it will help underline the relati-

onship between age and a triathlete’s performance and behaviour (Sowell & 

Steward, Mount Jr, 2005). Seeing that triathlons involve successive swimming, 

cycling and running sessions, it will help in examining age-related changes in 

endurance performance in different locomotion modes (Lepers et al., 2010). It 

therefore becomes important to profile the triathlon consumer by their age as 

this will give an idea of the implications involved both in marketing and deli-

very of the sport event (Arnott, 2008). 

 

It is clear from previous research that age has a significant collectively influ-

ence on triathletes, the findings of these studies reveal the following: 

 

 There is a relationship between age and performance, commitment, 

gender and the type of endurance sport (Sowell & Stewart Mounts JR, 

2005). 

 Performance is dependent from age, although significant decreases in 

performance only start after the age of 50 years (Tanaka & Seals, 2008). 

 Triathlons give athletes an opportunity to extend their endurance par-

ticipation into their late 60’s and event into their 70’s (Sowell & Stewart 

Mounts JR, 2005). 

 The peak age of triathletes is older than the peak age of other endur-

ance athletes (Hunter et al., 2011). 

 The shorter the triathlon distance, the less of an age-related decline oc-

curs with performance (Lepers et al., 2013). 

 Elite triathletes are on average older than the elite triathletes in other 

endurance sports (Lobby, 2012). 

 The longer a triathlete has participated (earlier exposure) the greater 

the experience and the more improved performance (Villaroel, Mora & 

González-Parra, 2011; Frimmel, 2012). 

 Male triathletes always have a slight improved performance than fe-

male triathletes although after the age of 70 years males have a large 

advantage on performance compared to females (Lepers & Maffiuletti, 

2011; Lepers et al., 2013). 
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 The type of discipline (swimming, cycling and running) influences the 

age-related decline in performance (Lepers et al., 2010; Lepers et al., 

2013).  

 Cycling has less of an age-related decline in performance compared 

running and swimming (Lepers et al., 2010; Lepers et al., 2013). 

 The distance of a triathlon does not have an influence on swimming 

performance decline with age (Lepers et al., 2010). 

 Shorter triathlons participants show less of an age-related decline than 

longer distance triathlons such as Ironman (Lepers et al., 2013). 

 The type of triathlon (road vs. mountain cycling and road vs. trail run-

ning) influences age-related declines in performance (Lepers et al., 

2013). 

 Commitment of triathletes increases with age (Casper & Stellino, 2008). 

 

It is clear from the afore-mentioned synthesis that age is a valuable segmen-

tation variable as it has an influence on different aspects of a triathletes perfor-

mance, characteristics and attitudes. Age as a segmentation variable has 

however to the best of the authors knowledge not been applied in a South Afri-

can triathlete context. If marketers of triathlon events understand the different 

age groups it will lead to effective marketing, because marketers can determine 

what appeals to the majority of these participants and narrow down the target 

market drastically (Howell, 2012). 

Greater triathlon satisfaction will lead to more participation and if marke-

ters can identify what motivates older consumers to participate in leisure and 

successfully communicates the perceived benefits and reduce perceived const-

raints, this will then lead to consumer satisfaction and participation will increa-

se. However the recruitment of new participants to endurance sport is not only 

of importance, but also the retention of existing older participants (Casper, 

2005). When younger participants start participating in triathlons, efforts must 

increase commitment as this will help with retention later on. Marketers must 

therefore look at the importance of psychological commitment and how it de-

fers based on age and thus develop marketing efforts that focus in how to inc-

rease commitment of younger participants (Casper, 2005).  

 
METHODOLOGY 

 

This research was of a quantitative nature. Self-administered questionnaires 

were distributed at the Boardwalk Convention Centre and Spa throughout the 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

174 

registration period (11 to 13 April 2013). A destination based survey was im-

plemented. Seven field workers were trained to ensure that they understood 

the aim of the study as well as the questionnaire content and design. The field 

workers were grouped in pairs and each group had to work a two-hour shift 

each of the three days. They had to hand out as many questionnaires as possi-

ble. The field workers approached participants after they have registered for 

the event to brief them on the purpose of the survey. This was done to ensure 

that the registered event participants contribute willingly to the survey. The 

field workers had to approach participants from different genders, ages and 

nationalities to ensure a representative sample. Availability or convenience 

sampling was applied and a total of 450 questionnaires were distributed over a 

period of three days. A total of 425 fully completed questionnaires were admin-

istered. In order to effectively apply age as a segmentation base, only question-

naires that completed this question along with complete motivational infor-

mation were included in further analysis. This resulted in 410 fully completed 

questionnaires. Microsoft Excel was used for data capturing while SPSS (SPSS 

Inc, 2013) was utilized to analyze the data. The analysis comprised two differ-

ent stages, namely a factor analysis (to determine the motives of the respond-

ents) and the analysis of differences based on the age of the athletes participat-

ing in Ironman South Africa (ANOVAs and Tukey’s multiple comparisons). 

 
RESULTS 

Respondents were segmented into four age categories and labeled according to 

their level of experience in the sport: <= 30 years (Young triathletes), 31-40 years 

(Adept triathletes), 41-50 years (Mature triathletes) and 51+ years (Senior triath-

letes). These four clusters differ statistically and practically significant in terms 

of their spending behavior, their sport participation behavior and their motives 

for competing.  This finding emphasizes that although triathletes should not be 

regarded as a homogeneous sport participant market.  

 
CONCLUSION AND IMPLICATIONS  

 

The study had the following main implications: 

Four clusters of Ironman South Africa triathletes were identified based on 

their age: Young triathletes (<= 30 years), Adept triathletes (31-40 years), Mature 

triathletes (41-50 years) and Senior triathletes (51+ years). These four clusters dif-

fer statistically and practically significant in terms of their spending behaviour, 

their sport participation behaviour and their motives for competing. (2) The 
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study supports the notion that most endurance athletes peak at 35 years of age, 

but seeing that a seeing that a triathlon is a life-span sport and that previous 

experience place a role in performance and commitment, older participants can 

extend their participation in to their late 60s and early 70s. (3) It was found that 

the Young triathlete segment is an interesting cluster and that these participants 

can be attracted to the event, by emphasising the role of friends either as spec-

tators or as someone to compete with. (4) Mature along with Adept triathletes are 

lucrative markets to attract from an economic point of view and in order to inc-

rease the spending of each of the four clusters marketers should focus on the 

Ironman expo as well as convincing triathletes to travel in larger groups or ha-

ve a longer length of stay. (5) Each of the four clusters are a viable markets due 

to their unique characteristics and must be attracted, retained and expanded. 

This can be done by making triathletes aware that triathlons is the ideal sport to 

extend their endurance sport participation. (6) In terms of sport participation 

behaviour it was interesting to note that the four clusters preferences for a cer-

tain discipline is reflected in the number of cycling, running and swimming 

events they participate in per year. Adept triathletes are in the peak age of their 

triathlon career and therefore competes in the most events annually, showing 

that most triathletes are “naturally” good in one event, but should learn the 

other events in order to become a better triathlete. (7) Each of the four clusters 

had a unique combination of motives, which will contribute in developing dis-

tinctive marketing messages for participants in the different clusters. 

It is clear that age as segmentation variable is a successful way to segment 

triathletes, seeing that different age groups leads to distinctive segments each 

with different sport behaviour, spending behaviour and motives to participate. 

These findings can be used not only to sustain Ironman South Africa, but also 

expand the event in the future. The study can also be used as basis for other 

triathlon studies in order to grow the sport in the country, by targeting specific 

participants in specific age-groups.  
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INTRODUCTION 

The aim of this paper is to propose a methodology to conduct a massive com-

puterized quantitative content analysis of blogs and reviews concerning a spe-

cific tourist destination. This should serve both researchers and destination 

managers to unveil multiple aspects of a destination’s image online (Pan et al., 

2007; Pühringer & Taylor, 2008; Wenger, 2008; Jones & Alony, 2008; Bosangit et 

al., 2009; Carson, 2008; Marine-Roig, 2013; Banyai & Glover, 2011).  

This methodology is relevant in a context where “the Internet has become 

the main channel for seeking and disseminating information” (Lin & Huang, 

2006), notably in travel and tourism where it has become a major source of in-

formation for travellers, a platform for business transactions (Pan et al., 2007) 

and a continuously growing communication tool. Today, knowing what is said 

by users-tourists in the web 2.0 becomes of major importance for destinations. 

As has been stated, “future research needs to explore other frameworks that 

will be appropriate in maximizing the usefulness of travel blogs to the academe 

and the industry” (Pan et al., 2007), which should include data systematization 

and computerization.  

 
 

mailto:estela.marine@urv.cat
mailto:salvador.anton@urv.cat


Research Papers 

 

179 

TRAVEL BLOGS AND REVIEWS 

Travel 2.0, travel blogs or “blogs of travel experiences” (Bosangit et al., 2009) 

have rapidly expanded in recent years (Pan et al., 2007; Jones & Alony, 2008; 

Bosangit et al., 2009; Marine-Roig, 2013) becoming one of the most popular top-

ics in the blogosphere (Technorati.com). Travel blogs created by tourists are 

frequently up-dated, ordered and classified geographically and chronological-

ly. Many authors acknowledge their great potential for researchers and destina-

tion managers as rich and meaningful sources giving insights into destination 

image and tourists’ perceptions. Some types of travel reviews about destination 

with very similar characteristics and content to travel blogs are also interesting.  

 
METHODOLOGY 

 

Before starting the methodological process, researchers should select the desti-

nation/s of study (country-region-city-several towns, etc.) and collect statistical 

data about it/them (origin of foreign tourists, most touristy cities) to compare 

results. In this case the methodology was applied to the case of Catalonia (Ma-

rine-Roig, 2013).  
 
DATABASE 

 

The first big step to be able to deal with large quantities of information in a 

computerized manner is to create a consistent and suitable database.  

 

Data source selection:  

Several authors manifest difficulties in locating travel blogs in relation to a case 

study (among others Carson, 2008). Here we propose searching for destination 

blogs and reviews in specialized websites due to their clear advantages for blog 

mining, data-download and analysis as they concentrate hundreds of travel 

blogs and reviews about a destination in a single space.  

However, most studies targeting information within specialized travel blog 

and review websites do not justify objectively why they choose certain websites 

or others in relation to their case studies. Therefore, here we propose to check 

former works, consult bibliographical sources, subject guides, blog search en-

gines, and standard search and metasearch engines using keywords (e.g. travel 

blog, travel review, travel journal, etc.). After the exploration of specialized 

websites a selection criterion should be applied: the presence of blogs or re-

views concerning the case study should be significant (more than 100 entries on 
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the same website). In the case of Catalonia, this process led to the choice of: 

GetJealous.com, MyTripJournal.com, RealTravel.com, TravBuddy.com, Trav-

elBlog.org, TravellersPoint.com, TravelPod.com, TripAdvisor.com, and Virtu-

alTourist.com. 

 

Data collection and download: 

Most studies gather very small samples of blogs and reviews usually not ex-

ceeding a few dozen entries. For example, Choi et al. (2007) studied 14 travel 

blogs, Carson (2008) 25, Bosangit et al. (2009) 30, Pan et al. (2007) 40, Wenger 

(2008) 188, Chen et al. (2008) 232, Koerte (2009) 364 blogs. Some travel review 

samples are bigger:  Dickinger et al. (2011) gathered 1976 travel blogs and re-

views, and Miguéns et al. (2008) 6112 reviews.  

Ideally, to conduct massive quantitative analyses, samples should be as broad 

as possible. Manual or semi-manual collection of data is not feasible with large 

datasets. Therefore, all the relevant blogs and reviews should be downloaded 

into the computer through offline browsers as it is the best option to gather and 

be able to process large numbers of entries. A manual exploration of the web-

sites should be undertaken to view their structure and locate the html files rela-

tive to the case study. In the case of Catalonia more than 100,000 files were re-

trieved.  

 

 Data arrangement, cleaning and debugging: 

Then we suggest arranging data following the format below through a batch 

programme: root-website-brand-town-entrydate-pagename-ending. 

Online sources are often full of ‘noise’ (Carson, 2008) and should be cleaned 

prior to analysis. In the case of Catalonia the main problems addressed were 

character encoding problems, needless content (identified with a WYSIWYG 

interface and erased using a mass removal utility), and non-significant words 

(a black list was created using existing stop-lists and this project’s local black 

list, adding forty frequent non-significant words). 

Then the data should be debugged through the implementation of a prelimi-

nary frequency count and the identification of misspelled keywords. Misspell-

ings, especially of proper nouns, should be corrected.  

 

Language detection, data mining and dissemination: 

Language of blog and review entries should detected through a LanguageDe-

tect programme based on the naive Bayes classifier. For most parts of the case 

http://en.wikipedia.org/wiki/WYSIWYG
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study analysis only entries in English remained (about 25,000 blog and review 

entries).  

Then data mining should be conducted in order to extract useful infor-

mation from the html structure of tags such as the titles of the entries or the 

hometown of bloggers and reviewers. We also recommend conducting data 

dissemination measurements to assess the capacity these sources have to 

transmit their information (visibility, usage and size).  

 
CONTENT ANALYSIS 

 

Banyai and Glover (2011) emphasized that researchers are still trying to ascer-

tain the ‘what’ and ‘how’ of analysing travel blogs. In this case content analysis 

was found to be the most suitable technique to perform massive analyses of 

blogs and reviews. “What makes the technique particularly rich and meaning-

ful is its reliance on coding and categorizing of the data” (Stemler, 2001) and it 

presents several advantages for the analysis of travel blogs and reviews (Pan et 

al., 2007).  

 

Receptacle: 

We propose analysing the text within travel blogs and reviews. “By far, the 

largest body of data on the planet is text. Unlike numerical or categorical scales, 

text allows people to express themselves in any way they wish” (CATPAC 

website). 

 

Approach: 

The approach to address content analysis is quantitative as it is the best method 

to analyse massive data sets and to be able to summarize results in a way they 

can be rendered useful for researchers and destinations. This approach is objec-

tive, systematic and relies on scientific methods (Neuendorf, 2002) and usually 

deals with the number of appearances of a subject, how it is distributed, and its 

relation to other subjects.  

 

Selection of the categories of analysis: 

As explained by Neuendorf (2002), in content analysis many words are classi-

fied into much fewer categories, consisting of one, several, or many words. 

Such categorization is crucial since without a good structure, content analysis 
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ends up being ineffective. To be useful, categories should be very well defined 

and mutually exclusive (Stemler, 2001).  

We propose using a thematic approach and following the substitution (We-

ber, 1983) or a priori (deductive) (Stemler, 2001) model to create categories, ac-

cording to certain theoretical backgrounds or established frameworks (Banyai 

& Glover, 2011). However, Stepchenkova et al. (2009) acknowledge the possi-

bility of combining deductive and inductive reasoning for category creation, 

and in the application to Catalonia, some inductive adjustments were made.  

After an extensive review in the literature of categories used by other stud-

ies (Carson, 2008; Volo, 2010; Choi et al., 2007; Baloglu & McCleary; 1999, etc.) 

and adhering to the research goals, the general topics conforming tourist image 

were grouped into: geography (region and sub-regions), attraction factors 

(general and specific), feelings and dichotomies (e.g. good vs. bad feelings), 

and cultural identity (territorial identity reference and cultural/ethnic identity 

elements). Each of these general topics conveys categories and subcategories 

(some are unique to the case study) formed by related keywords.  

 

Analysis units and counting/measuring system: 

The smaller analysis units are keywords within categories. The process of in-

cluding keywords within categories should follow two complementary criteria: 

inductive, by including significant words with a minimum density (e.g. the first 

20,000 words) and deductive, by consulting different tourist documents about 

the destination and including words with special relevance or belonging to 

closed lists that had not been included.  

Researchers encountered many keyword-related difficulties in content ana-

lysing user-generated texts such as misspellings, synonyms, multiword con-

cepts, singular/plural forms (Stepchenkova et al., 2009), homographs and nega-

tive forms. In our methodology most of these problems are solved through the 

system of categorization by including or excluding certain words. Multiword 

problems are solved through the creation of a list of composite words.  

The most basic counting system is word frequency counts that are then ac-

cumulated for categories and sub-categories. “The assumption made is that the 

words that are mentioned most often are the words that reflect the greatest 

concerns” (Stemler, 2001).  
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Selection of analysis software: 

Site Content Analyzer software was selected to conduct keyword counts. This 

software generates a CSV file for each blog entry conveying all the words ap-

pearing in that entry-file, their count, weight and density. It was chosen be-

cause it provides CATA software advantages for text analysis but is especially 

designed for web analysis enabling the processing of html information (no 

need to “copy-paste”) maintaining html hierarchy. It can process thousands of 

files at the same time. This software enables working with composite words 

and providing a black list.  

Then a Java language utility to process strings should be used to export 

these CSV files (one file per entry) into a general CSV file (general matrix with 

all word counts per blog entry) and total counts. From this matrix, other 

measures to reveal further information are applied: descriptive statistics, clus-

ter analysis, Pearson correlation.  

 
CONCLUDING REMARKS 

This methodology allows dealing with massive datasets of travel blogs and re-

views about a destination and giving insights into its image. It also provides a 

method that prepares data for analysis and systematizes procedures so that the 

data can become useful for destinations. The proposed methodology consists 

first of the creation of a suitable database for analysis, which is relevant for the 

specific case study, and then the implementation of a computerized quantita-

tive content analysis of said database. The system of categories and subcatego-

ries is suitable to reveal and give insights into tourists’ general image of a des-

tination and to overcome recurring keyword problems in computerized anal-

yses. Finally, Site Content Analyzer software is effective to perform the basic 

counts and measurements upon which further developments can be built. In 

this case, more than 25,000 relevant blog and review entries about Catalonia 

were identified. 
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INTRODUCTION 

The world economy finds itself on a path of rapid globalisation (Nel, Van Dyk, 

Haasbroek, Schultz, Sono & Werner, 2004).  The new world economic environ-

ment is changing the constitution of labour markets, increasing the intensity of 

competitiveness and thereby creating a need for improved labour output and a 

more flexible workforce.  Education, training and development of human reso-

urces have become the driving force for meeting the demand for highly skilled 

employees (Nel, et al., 2004). 

Tourism has developed from within the more long-established disciplines 

such as geography, sociology and linguistics, which have often provided opti-

onal specialisation in tourism (Cooper, Shepard & Westlake, 1994).  As tourism 

education has grown, the general nature of the provision of tourism courses 

has remained strongly vocational and business oriented, as noted by Airey 

(2005), while the depth and breadth of the knowledge base, together with the 

vocational relevance, continues to make contributions to both the knowledge 

and the future employees of the tourism sector. 
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Consequently, the rapid growth of job opportunities in the tourism sector 

has uncovered various challenges, including the gaps in the areas of education, 

training and development.  Many tourism employers have voiced concern over 

the quality, performance and deliverables that learners hold when they enter 

the experiential learning employment programmes in their workplaces (SAN-

BI, 2010).  According to Baum (1995), the industry depends upon the external 

education and training systems as the main source for its new recruits, yet it 

contributes very little to the education and training process and is not consul-

ted by education and training providers in terms of the curriculum and teac-

hing methods, for example.   

 
LITERATURE REVIEW 

 

Training in the tourism industry was historically not a priority because of high 

staff turnover and organisations fearing that trained employees will be poac-

hed by competitors (Baum, 1995; Kusluvan, 2003; Zagonari, 2009; Lee-Ross & 

Pryce, 2010).  However the focus has since changed with training becoming 

more important to the majority of individuals and tourism organisations beca-

use it is able to attract and retain employees by improving their dedication as 

well as a high levels of productivity and the provision of quality service to gu-

ests, employees and the organisation (Baum, 1995; Jerris, 1999; Riley, Ladkin & 

Szivas, 2002; Kusluvan, 2003).   

Education and the creation of employment are among the key priorities of 

the South African government.  This process can be successful only if compa-

nies raise performance and productivity standards through the enhancement 

and development of skills.  To succeed in the rebuilding process, it is imperati-

ve that the various stakeholders interact to establish the composition of the re-

levant skills and qualifications required. Consequently, the growth of job op-

portunities in the tourism sector has uncovered various challenges, including 

gaps in the areas of education, training and development.  These gaps have re-

sulted in low levels of productivity and are currently creating unsatisfied 

expectations for students and job providers.  Hence, it is a priority of govern-

ment to develop quality Learnerships and Internships in South Africa to imp-

rove skills and the qualifications of the tourism workforce.  Employers are inc-

reasingly conscious of the value for money from their investments in training 

and are demanding that training be more deliberately aligned with the strategic 

needs of their organisations.  However, the tourism industry is still complai-

ning that learners are not adequately prepared for the workplace and the lear-
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ners believe that they have sufficient knowledge to meet the needs of the in-

dustry. 

The purpose of this research was to analyse the skills expectations of lear-

ners versus employers: the case of the Culture, Arts, Tourism, Hospitality and 

Sport SETA (CATHSSETA). To achieve this aim, the following objectives were 

set: to analyse literature concerning human resource management with the 

main focus falling on training, to contextualise the current tourism education 

environment in South Africa, to compare the differences in skills expectations 

between learners and employers in the tourism industry and, lastly, to draw 

conclusions and make recommendations regarding the skills expectations in 

tourism education.   

 
METHODOLOGY 

 

The aim of the study was achieved by conducting quantitative research by me-

ans of a structured questionnaire that was distributed to 202 employers and 

1023 learners on the CATHSSETA database.  The statistical analysis consisted 

of two stages. Firstly, descriptive statistics were used to analyse the socio-

demographic profile of respondents and their involvement in the CATHSSETA 

programme.  Secondly, t-tests were used to determine differences between the 

skill expectations of industry and skills presented by employees in the tourism 

workplace. 

 
RESULTS 

 

This discussion aims to analyse the skills expected by the employers and the 

skills presented as perceived by the learners that participated in the CATHS-

SETA programmes.  An independent-sample t-test was thus conducted to de-

termine whether differences exist regarding skills expected by employers and 

skills presented by learners in the workplace that formed part of the CATHS-

SETA training programmes.   
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Table 1: t-test for comparison of skills expected by employers and presented by learners 

SKILL FACTORS EMPLOYERS 

(N=141) 

MEAN VALUE & STAN-
DARD DEVIATION 

LEARNERS 

(N=380) 

MEAN VALUE & 
STANDARD 
DEVIATION 

P-VALUE 

Self-reliant 

Self-aware, realistic, focused and purpo-
seful 

2.95 (±.76) 4.27 (±.75) 0.000* 

Proactive 2.70 (±.94) 4.31 (±.76) 0.000* 

Willing to learn 3.41(±.86) 4.58 (±.64) 0.000* 

Able to network, resourceful and an 
initiator 

2.76 (±.86) 4.15 (±.86) 0.000* 

Good at planning, organising and priori-
tising 

2.74 (±.89) 4.20 (±.85) 0.000* 

People skills 

The ability to work in a team 3.45 (±.81) 4.51 (±.72) 0.000* 

Effective written communication skills 3.02 (±.78) 4.35 (±.78) 0.000* 

Effective verbal communication skills 3.02 (±.83) 4.39 (±.72) 0.000* 

Leadership and management 2.39 (±.93) 3.91 (±.90) 0.000* 

Customer orientation – friendly and 
caring 

3.15 (±.89) 4.51 (±.71) 0.000* 

Ability to speak a foreign language 1.60 (±.95) 2.33 (±.1.21) 0.000* 

General employment skills 

The ability to solve problems 2.89 (±.85) 4.06 (±.82) 0.000* 

Flexibility 3.00 (±.83) 4.36 (±.76) 0.000* 

Business acumen – entrepreneurial 2.30 (±.77) 3.61 (±1.03) 0.000* 

Numeracy 2.96 (±.75) 3.91 (±.94) 0.000* 

Commitment 3.21 (±.86) 4.49 (±.73) 0.000* 

Professionalism 3.11 (±.88) 4.46 (±.77) 0.000* 

Specialist skills 

Technical and computer skills 2.82 (±.90) 3.92 (±.93) 0.000* 

Tourism knowledge 2.58 (±.96) 4.10 (±.99) 0.000* 

      
p<0.05                          Source: Own compilation 
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Table 1 shows significant statistical differences (p<0.05) between skills expected 

by employers and skills presented by the learners on the programme on all fac-

tors.  In all instances, learners thought they were better skilled than employers 

perceived their skills to be.  This finding therefore confirms that there is a per-

ception gap between skills expected and skills presented in the tourism training 

and skills environment of CATHSSETA. 

The largest differences between skills expected and skills presented were 

found in the ability to speak a foreign language and business acumen (entrep-

reneurial skills).  Employers considered learners’ ability to speak a foreign lan-

guage less important (M=1.60, SD=±.95) than learners (M=2.33, SD=±.1.21) 

themselves.  The variance in language, according to Earle-Malleson (2009) the 

tourism industry in South Africa does not regard a foreign language as a subs-

tantial requirement.   

Employers also regarded business acumen skills as less important (M=2.30; 

SD=±.77) than learners (M=3.61, SD=±.1.03). The highest skills gap is presented 

on pro-activeness where employers considered this to be less important 

(M=2.70, SD=±.94) than learners (M=4.31; SD=±.76), this therefore means that 

employers perceive the learners as not proactive enough whilst the learners 

think they are.   

The second skill gap is that of tourism knowledge, where employers consi-

dered tourism knowledge less important (M=2.58, SD=±.96) than learners 

(M=4.10, SD= ±.99).  Significant differences are visible on the learners’ ability to 

plan, organise and prioritising skills with employers (M=2.74, SD=±.89) and le-

arners (M=4.20, SD=±.85).  Their ability to network, resourcefulness and initia-

tive with employers (M=2.76, SD=±.86) and learners (M=4.15, SD=±.86) were 

also lacking and lastly they were regarded as not being self-aware, realistic, 

and focused and purposefulness skills were lacking.   

It is evident from the current study that there are major gaps between the 

employers’ expectations and the skills learners feel they have.  The skill gaps 

highlighted form core to fundamental skills and will not only enrich the lear-

ner’s ability to cope with the tourism industry but it will also assist them to co-

pe in other industries whilst enriching the economic status of the country. This 

therefore creates a concern of the future workforce in South Africa and call for 

an urgent review of skills attainment. 
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CONCLUSION AND IMPLICATION 

The expectations of the employers are much higher than that which learners 

can deliver, and this creates frustration between the two parties and very im-

portantly, also influences the growth of the tourism industry. Role-players in 

the South African tourism industry need to evaluate the current work place to 

determine how training programmes can be adapted to the needs of industry 

but also to evaluate the role of the industry in this process. This will have a di-

rect impact on the sustainability of the tourism industry and assist in impro-

ving the quality of tourism services in this country. This research indicated 

that, although government institutions such as CATHSSETA aim at providing 

the opportunity to young South Africans to obtain training and education in 

the tourism industry, learners are still not yet competent in the workplace.  

From the discussions above the following implications can be indicated: 

Firstly, it is clear that the industry and CATHSSETA should improve coopera-

tion and collaborate in developing appropriate training programmes that will 

equip learners with the required skills and knowledge. Secondly, the lack of 

people skills, which is one of the core elements of the tourism industry, is prob-

lematic. These are considered to be the basic skills needed when entering the 

industry. In training programmes, more emphasis should therefore be placed 

on the development of learners’ ability to work in a group, their verbal as well 

as written communication skills and lastly, their leadership and management 

skills. Thirdly, it was an interesting finding, as tourism knowledge was not 

considered the most important aspect when working in the industry, which is 

debatable. Curriculum focusing on tourism knowledge should be updated and 

focused on the industry.  
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INTRODUCTION 

Both as a result of the size of the market with 133 million people (ITB, 2011) 

and of the support the countries provided for this market on the legal basis 

(Burnett & Baker, 2001), disabled tourism has significantly become one of the 

alternative types of tourism that has rapidly developed all over the world. 

Ranked as the 6th in 2013 out of international tourism figures, Turkey is one of 

the countries that is eager to play an active role in this market, as a branch of 

health tourism (Research Report on Processes and Intermediation in Health 

Tourism, 2012). Disabled Tourism is a type of tourism that has its own charac-

teristics. Varying disabilities of the disabled individuals cause them to have 

different needs and requests from the beginning of their vacations to the end 

(Buhalis & Michopouloub, 2010). 

The academic research on disabled tourism mainly focuses on those obstac-

les that the disabled individuals encounter on their travels, and the body of re-

lated research underlines the necessity of eliminating such obstacles in order to 

increase the disabled individuals’ participation in tourism activities (Israeli, 

2002; McKercher, Packer, Yau & Lam, 2003). One of these obstacles is the servi-

ce staff who constitutes the subject of tourism. Just as in other types of health 

tourism, a difference in competition through disabled tourism depends on hu-

man resources as well. The ability of Turkey to accomplish the objective in res-

pect to disabled tourism will only be possible by means of training, supplied 

for the service staff working in the tourism business, in order to understand the 

needs and problems of disabled visitors, and to help them in accordance with 

different types of obstacles they have (Artar & Karabacakoğlu, 2003). As a con-
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sequence, this study aims to underline those challenges the disabled customers 

are mainly likely to face and to consult them and tourism authorities so as to 

determine what types of training programs need to be developed for emplo-

yees providing services for this cluster. 

 
CONCEPTUAL FRAMEWORK 

 

A significant proportion of disabled people within the world's population has 

directed countries and organizations to become more sensitive about the travel 

rights of these people (Burnett & Baker, 2001). The Manila Declaration released 

by the World Tourism Organization in 1980 indicates "the ultimate aim of tou-

rism is to improve the quality of life, and to create better living conditions for 

all people." (World Tourism Organisation, 1980). The European Commission 

has similarly adopted a sensitive sector approach in 1996 with its slogan “tou-

rism for all” and attracted the attention to meeting the needs of disabled tou-

rists and their families and noted the economic potential of the market in the 

manual it published (Var, Yeşiltaş, Yaylı & Öztürk, 2011). Some other countries 

have tended to release their own legislations on this issue. While the United 

States of America puts "the Law for Americans with Disabilities Act” (ADA) 

into effect in 1990, followed by England that put “the Law of the Disability 

Discrimination Act” (DDA) into practice in 1995. Both codes also play an im-

portant role for the tourism industry (Miller & Kirk, 2002). Chen (2004) states 

that it is the responsibility of the government to ensure barrier-free tourism for 

disabled people (Poria, Reichel & Brandt, 2010). 

Despite a quantitative increase in the movements of disabled people, a qua-

litative increase that will facilitate the movements of disabled people also cons-

titutes a great significance for the development and continuity of this type of 

tourism because for a disabled individual, accommodation is not an action as 

simple as buying a ticket, booking or paying for a package tour (Yau, McKerc-

her & Packer, 2004). There are many practical and social barriers preventing the 

full participation of disabled individuals and accompanying people (Yau et al. 

2004). In earlier research conducted on disabled people, the researchers have 

focused on identifying the most significant obstacles that the disabled indivi-

duals encountered while traveling. It is frequently described that there is a di-

rect negative relationship between travel barriers and disabled individuals’ in-

tention to participate in a travel. The body of earlier research suggests the need 

to eliminate such obstacles so as to increase the participation of disabled people 

in tourism movements (Israeli, 2002; McKercher, Packer, Yau & Lam, 2003). 
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Tourism barriers consist of factors that reduce the participation in such activi-

ties, and that impede the enjoyment of participants. 

Having been increasingly important in the world, disabled tourism is consi-

dered to be a part of health tourism (Gonzales, Brenzel & Sancho 2001). While 

understanding the needs and expectations of tourists is important in all types 

of tourism, it becomes more important in health tourism (Zattan & Gül, 2012). 

The distinct importance of disabled tourism from other parts of health tourism 

(e.g. medical tourism, thermal tourism and elderly tourism) is that disabled 

individuals have a more heterogeneous structure. The disabled can be catego-

rized in four distinct groups: individuals with hearing-impaired, visually-

impaired, physically-impaired, and mentally-impaired (Daniels, Rodgers & 

Wiggins, 2005). Although each group has their own distinct needs, in a more 

general manner, the disabled should not be considered as a homogenous group 

with similar needs (Buhalis & Michopouloub, 2010). Just as in other parts of 

health tourism, it only depends on human resources that destinations offering 

similar products in such a rapidly evolving competitive environment can make 

a difference in a competition in disabled tourism, as well. 

In a survey conducted in Antalya in 2012 with the purpose of investigating 

the demand and supply for the development of disabled tourism, items such as 

"guidance, and knowledge and education level of the supporting staff " are in-

dicated among products and services that disabled tourists are less pleased 

with (http://apgem.akdeniz.edu.tr). In the same survey, among the expectations 

of disabled tourists with hearing-impaired, visually-impaired, physically-

impaired, and mentally-impaired, the average value of the proposition of "the 

staff need to be informed sufficiently", concerning the adjustments in accom-

modation facilities, was "4.81" out of 5.00, and this indicates an important issue. 

As far as seen, in Turkey aiming to become a regionally attractive destination in 

health tourism (Research Report on Processes and Intermediation in Health 

Tourism, 2012), the staff working in tourism businesses and in tourism-related 

services should be trained according to the distinct types of disabilities that di-

sabled tourists have, in a way that they understand their needs and problems, 

and that they can help them with their disabilities. The staff should receive 

adequate training concerning the implementation and the control of these ser-

vices provided for their clients. The staff should be trained in a way to inform 

their disabled visitors about services and facilities, and in a way to provide ne-

cessary assistance for their disabled visitors about the challenges they may face 

(Artar & Karabacakoğlu, 2003). 

http://apgem.akdeniz.edu.tr/
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In a survey, conducted in 2012 by the European Network for Accessible To-

urism, which is one of the major organizations for the development and the 

increased accessibility of disabled tourism all over the world, disabled tourists 

are likely to demand, at the highest rate, the helpfulness and hospitality of ser-

vice providers (ENAT, 2012). This important organization, on behalf of the de-

velopment of the disabled tourism all over Europe, has started the project on 

improving accessibility through training in tourism. The main objective of the 

project emphasizing the importance of staff training is to carry out the training 

and practices for tourism employees so as to improve the accessibility to servi-

ces in tourism for disabled tourists (http://www.accessibletourism.org).  

 
METHODOLOGY 

 

This study aims to carry out the overall evaluation of disabled tourism, and to 

determine and identify the content of the education-based requirement in di-

sabled tourism. For this purpose, the study employed a semi-structured inter-

view method. Through a literature review and opinions of expert academics, 

we aimed to search for answers as response to a list of 10 specific questions that 

were formulated on thoughts and views of senior executives of tourism busi-

nesses and organisations,.The executives were directed questions related to 

their general opinions about disabled tourism, evaluation of Kusadası as a des-

tination in terms of disabled tourism, marketing and promotional activities for 

this type of tourism, and questions related to the challanges that disabled tou-

rists have faced. Moreover, the executives were directed questions related to 

the knowledge and education level of the tourism staff about disabled tourism, 

the content of training to be provided on disabled tourism, the types of chal-

langes that training should cover and whom this training should be given. 

Interviews were carried out between 13 and 20 April 2014 with eight senior 

executives working in those businesses and organizations operating in Kuşada-

sı (four general managers at five-star hotels, one president of a tourism associa-

tion, one president of a tourism union, one senior local government administra-

tor, one senior executive responsible of room division). Each interview took 45-

60 minutes on average. The interviews started with brief information about the 

purpose of research. The responses were recorded in the form of short notes, 

and later were detailed in order to prevent wasting time and avoiding distrac-

tion. Considering the possibility of having the necessary equipment and feasi-

bility of disabled tourism, the hotel businesses selected for interviews were li-

mited only to five stars. The organisations selected for interviews were limited 
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to the unions and associations that dominate the current states of hotel busines-

ses and travel opportunities in tourism, and those who dominate the local go-

vernment and the economy, and those who can give direction to disabled tou-

rism in Kuşadası.  

 
RESULTS 

 

From the results of interviews, primarily an overall evaluation was carried out 

considering disabled tourism and its conditions in Kuşadası. When the respon-

ses are considered in the context that disabled tourism is an important type of 

tourism, is both a profitable market and a type of tourism which creates social 

benefits and a positive image, and moreover is an important market when con-

sidered in the contex of health tourism. It seems that there is unlikely to have a 

special marketing effort for disabled tourism in Kuşadası, and that the general 

profile of tourists visiting Kuşadası is mostly composed of those whose disabi-

lities stem from their old ages (physical, visual, hearing, allergic and diabetic 

disabilities), physical disabilities, visual and hearing impaired, and very rarely 

with mental disabilities. The general condition of disabled tourism is conside-

red mediocre, and awareness is considered to be low by both tourism busines-

ses and organisations. Physical conditions of the city are emphasised to be un-

suitable for the disabled, and the substructure and upper structure facilities are 

especially inadequate. It is indicated that professional service is provided for 

the disabled at the airport, but right after leaving the airport and starting their 

vacations, disabled tourists start to face problems with transportation, uncons-

cious attitudes and behaviours of the local people and other tourists, the resort 

itself, the lack of facilities they need in the city and in hotels, the lack of experts 

and security. 

A participant, the president of a union and serving as an active person in 

the industry for 30 years, expresses his opinion about disabled tourism in Ku-

şadası as follows: 

 

 “…Kuşadası has inadequate physical facilities, and has problems that 

can cause troubles for even healthy tourists. There are some negative 

conditions that may be listed as such sidewalks, never ending road works, 

narrow and congested roads and traffic problems as a result of unplanned 

housing and unconsciousness of the local people, in particular. I think an 

awareness should initially be achieved covering the nongovernmental ci-
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vic organizations and the administrative institutions in the city (Tou-

rism Union, 53, Male, 30 years). 

 

In this regard, a participant who is the general manager of a five-star hotel 

and has served for 11 years in the industry, articulates his views on the prob-

lems of disabled tourists as follows: 

 

… There are times that disabled tourists do not even get out of hotels du-

ring their vacations due to the problems they face... They want to join the 

culture tours, but what they hear is that the conditions are not suitable 

for them. If they join these tours despite warnings, the result is an un-

happy ending. It is not right to blame anyone. It is a must to constitute a 

collective consciousness in oder to work for this market. Our efforts alone 

will be insufficient or if an agency wants to move into this market, it will 

not find available hotels, and will divest itself of the market. I think we 

need to act collectively for the sake of disabled tourism in particular, 

which is a type of tourism requiring the creation of surplus values (Gene-

ral manager, 35, Male, 9 years). 

 

In the survey, the first question for the determination of any training needs 

and for identifying its content concerning disabled tourism was about: 

"knowledge and training level of staffs about disabled tourism". In general, it 

was noticed that the service staff have a low level of knowledge and training. 

There are serious problems not only about disabled tourism as a specific type 

of tourism, but also about tourism in general; the employees focus on quantity 

rather than quality due to the fact that Kuşadası mainly operates in mass tou-

rism. The response to this question of the participant, vice-president of the local 

administration in Kuşadası, was as follows:  

 

... We think that the education level is low in general. The staff first sho-

uld be provided with the general tourism training, and then training on 

disabled tourism should be given. The level of awareness and education of 

both the local community and the staff should be improved. We do never 

think that success can be achieved without training and awareness (Vice-

president of the local administration, 61, Male, 24 years). 
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Considering the responses to the questions in order to determine the con-

tent of training about disabled tourism, training should be the one that will 

constitude awareness about disabled visitors; that will enable us to clarify the 

needs according to the different types of disabilities; that will inform us about 

the psychology of disabled visitors; that will instruct us how to act about secu-

rity and emergency cases; that will include information about promotion, mar-

keting and current conditions of this type of tourism, and relevant laws. The 

response to this question by the general manager of a five-star hotel is as fol-

lows: 

 

Training needs to provide us with the recognition of different types of di-

sabilities and learning their needs. Disabled visitors are much more sen-

sitive than our other guests, and their expectations about their vacations 

are too high. Therefore, it is very important to learn and understand their 

psychology. Security is a very significant issue. There emerge some prob-

lems we face especially with physically disabled visitors from time to ti-

me. the staff need to be trained to know how to cope with such emergency 

cases (Hotel general manager, 61,  Male, 35 years). 

 

Similar responses, but in different expressions, were received to the ques-

tion of “on the basis of destination and hotel, which departments, and who the 

training program should cover”, “all the service staff from top to bottom sho-

uld receive training”. The response provided by the head of a tourism associa-

tion to this question was as follows: 

 

... a holistic integrated training should be given to all staff in hotels, but 

relevant units in the institutions as well may be subject to such a trai-

ning in this regard. In cities, on the other hand, the awareness of local 

community about the disabled may be increased through associations and 

NGOs, and those who wish may be provided with training (Hotel general 

manager, 61, Male, 35 years). 

The response to the question by a vice-president of the local government 

administration in Kuşadası is as follows: 

 

Each agency and organization must approach to this issue sensitively. 

Even if training is free, businesses often provide tepid welcome to such 

training activities as they are consuming the labor force. Thus, firstly se-

nior executives should be trained about the importance of this training 
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and then every employer should make their own staff to participate in 

this training (Vice-president of the local administration, 61i Male, 24 ye-

ars). 

 

The last question posed about training was “which organisation or institu-

tion they want to provide them with training on disabled tourism.” The res-

ponses received indicate that the Ministry of Culture and Tourism is the most 

highly prefered institution for training issues about the tourism industry. Besi-

de the Ministry of Culture and Tourism which is the mostly prefered one, the 

Ministry of Health, Universities and NGOs are also thought to take part in trai-

ning. The response to this question by the general manager of a five star-hotel 

was as follows: 

 

... I think that the Ministry of Culture and Tourism will be the most aut-

horitative and most influential institution in this regard, and a commis-

sion of experts may be constituted on this subject. Organizations of pa-

ramedics, academics and the disabed can provide training collectively 

(Hotel general manager, 61, Male, 35 years). 

 
CONCLUSION AND IMPLICATIONS 

 

In this paper, as the example of Kuşadası that is one of the key destinations in 

Turkey, we aimed to determine priorities and contents of a training program 

that will be provided for the development of disabled tourism. As a result of 

the interviews carried out with the executives of businesses and institutions in 

Kuşadası, disabled tourism appears to be as an important type of tourism, but 

further and detailed research on this segment is lacking due to various reasons, 

e.g. the lack of infrastructure and superstructure, lack of awareness and educa-

tion etc. Only a limited number of projects have been conducted on disabled 

tourism, yet they are not sufficient to have a voice in the market. One of the 

significant results obtained is that all organizations and businesses need to be 

in a cooperation for the development of disabled tourism, and that especially 

the projects led by the Ministry of Culture and Tourism and the Ministry of 

Health will be supported. 

Findings claim that related to disabled tourism, both the local community 

and the service staff should be provided with training; Training should be co-

vering the whole destination in order to increase the awareness and knowledge 

on distinct types of disabilities. In light of the results obtained, it is possible to 
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suggest that a significant progress will be achieved by the administration of 

training programs and projects related to disabled tourism. The research is en-

visaged to cover different destinations and participants in the future and allow 

to make comparisons between them. It also seems to become important to 

examine certain destinations abroad that are considered as best practices in the 

application of disabled tourism practices and conduct comparative studies in 

Turkey. 
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INTRODUCTION 

4th edition of my monographic tourism textbook “The comprehensive tourism 

product – Vol. 1 Introduction” was published in 2011 - in Norwegian 

(Kamfjord 2011). The book is currently being used in 10-12 colleges around 

Norway. A previous edition was translated into Swedish. 

Through the number of editions since 1994 I have worked out and devel-

oped my own figurative model for the holistic tourism product which also can 

be said to be a model of a destination. 

 

 

 

 

 

 

 

 

 

I have not got room in this abstract to explain the model in its totally, but 

there are several original elements and perspectives built in this model com-

pared to the model presented in “The Competitive Destination” (Ritchie and 

mailto:georg.kamfjord@bi.no
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Crouch 2003), “Marketing and managing tourism destinations” (Morrison 

2013) and other comprehensive models. 

The comprehensive model, with all its elements, can be applied to destina-

tions on various geographical levels from smaller destinations within a munic-

ipality up to regional and national level.  

So fare the basic theoretical and conceptual background for my present 

work.  

“The comprehensive tourism product – Vol. 2 Destination management” is 

now under way.  The book will use the model and the perspectives presented 

in vol. 1 as a platform.   

The aim with volume 2 is to present a set of generic principles for destina-

tion management on top of the original model of the destination. I want to con-

tinue to the perspective where the destination management principles can be 

applied to whatever kind and size of a destination.  

The model for destination management and the outline of the second book will 

accordingly be presented like this: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
METHODOLOGY 

This is a theoretical work based on my work and project experience, project 

reports, consulting, academic program and course developments and teaching. 
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My research background for both volume 1, The introduction, and now 

volume 2, Destination management, is action oriented. Besides my work as sen-

ior lecturer in Lillehammer University College (1984-1990) and BI Norwegian 

Business School (1994- ) I have been working on several projects throughout 

the country on various geographical levels. The period (1990-94) I worked with 

the Winter Olympics in Lillehammer 1994, responsible for tourism develop-

ment as a regional spin-off. 

I started to work on my understanding of the comprehensive tourism prod-

uct related to the Winter Olympics. The reason for the Norwegian government 

to grant the application and the handling of the games was to support tourism 

and other industries in the inland of Norway which at that time started to feel 

the consequences of been in the “oil shadow”. It was crucial to put a perspec-

tive on tourism development that contained more than the city of Lillehammer. 

I could find no such easy understandable concept for regional tourism devel-

opment, and therefor started to develop a new.  This is also why it was im-

portant for me to develop a model for tourism understanding and development 

that could be applied to different destination levels geographically.  

Being in the privileged position to constantly bring my experiences and my 

professional reflection into class and discuss with students, built the solid base 

for my models and my books.  I was head of the tourism program at BI Nor-

wegian Business School from 1994-2007, developing and teaching several 

courses in general tourism, service marketing, tourism marketing and destina-

tion management. 

 
RESULTS 

 

The first part of my presentation in Istanbul I will be a brief overview of my 

models and the outline of my upcoming book “The comprehensive tourism 

product – Vol. 2 Destination management”, which at the present state look like 

this: 

Part 1 Introduction to destination management 

 The destination – a model 

 Destination management – a model 

 Tasks in destination management – from public goods to service 

supply 

 Stakeholders, actors and participants in destination management 

 Destination management in a value chain perspective 



Research Papers 

 

205 

 The value-adding network 

 Tourism policy in a destination perspective 

Part 2  Practicing destination management 

 Planning model – an introduction 

 The process – who is the owner and what is the content? 

 Setting the geographic boundaries for the destination 

 Analysis 

 The strategic foundation 

 Organizing 

 Prioritize tasks and projects  

 Putting it to work 

The second part of my presentation will focus on the chapter “Destination 

management in a value chain perspective”.  The perspective presented builds 

upon M Porters original model of the value chain (Porter and Millar 1985). I 

also give some comments connected to value chain developed into value shops 

and value networks (Stabell and Fjeldstad 1998).  

In my use of the model it is in the first place revised to suit “experience pro-

duction” on an industry level. From there I bring the value chain perspective 

on to the destination level.  

In a destination perspective Porters “support activities” must be seen as a 

combination of “internal” and “external” (or cooperative) support activities. The 

external or cooperative support activities are then pointing back to business 

areas in the destination management system.  The main objective with this 

chapter in the book is to highlight value creation and increased profit margins 

as fundamental goals in all destination management functions. 
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INTRODUCTION 

Transition from the primary production to the tertiary one and in particular on 

the dynamic growth of tourist sector constitutes one of the most important the-

ories. It is a widely accepted fact that tourism has worked as an “accelerator” of 

social and financial changes in combination with other means such as MME, 

urbanization, etc. Within that scope feel on may find the view that tourism act-

ed as “catalyst” of the change procedure in the areas where it has developed. 

Tourist development shape a new way of life and social relation in every field. 

Consequently, many researchers have dealt with the survey of the social 

changes which have been presented in the social and economic structure of 

those areas which have met intense tourist development. 
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In this manuscript is being examined the professional mobility as one of the 

social impacts of tourism development. The research was contacted in the ho-

tels of Chios Island. The essence of this research is the relationship between 

employment and market deriving from the tourist development of Chios. 

 
THE EVOLUTION OF TOURISM IN SOCIAL AND ECONOMIC   
DEVELOPMENT 

 

Nowadays unemployment consists one of the most important social and finan-

cial problems in Greece. Nevertheless the persisting economic crisis hanging 

over Greece intensifies the problem. Tourism could be considered as a solution 

to confront the economic crisis (Iakovidou, 1991; Papadaki-Tzedaki, 1999; Tsar-

tas, 2003) 

As financial venture tourism is classified according to the category of “pro-

fession intensity”, it obviously creates new posts of employment; posts of em-

ployment with high and low specialization, for youngsters and women, posts 

for employment in rural areas, posts of employment that are not influenced or 

endangered by policies of human relocation. Tourism offers a fundamental 

competitive advantage, simultaneously facilitating valuable opportunities both 

for men and women, through the creation of new posts of employment sup-

porting the financial development and social prosperity Greece (Thanopoulou, 

2003; Kasimati, Thanopoulou, Tsartas, 1995). 

The most positive contribution of tourist development, as mentioned before, 

is located in the section of occupation. It has been demonstrated that not only 

the posts of employment created in the same field, but also other fields are ben-

efited, like construction, transportation, agriculture and trade. The aforemen-

tioned facts are valid since the local needs are satisfied by the use of the local 

resources and local labor without any capital loss, so that the income created 

could increase and create employment and economic activity. The negative el-

ements of tourist profession is on the one hand seasonality and on the other 

hand the deserting of other fundamental branches of financial venture (mainly 

agriculture and industry) and strive towards tourism that offers big salaries 

and better working conditions. Especially in specific island economies (specifi-

cally in developing countries and regions) tourism is tending gradually preoc-

cupy the biggest part of the population. (Galani – Moutafi, 1993; Tsartas, 2003; 

Iakovidou, 1988). 

Seasonal employment in tourism constitutes the fundamental characteristic 

of tourist venture in Greece and simultaneously the main reason for the short-
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age of significant professional interest towards this field. However it should be 

notified that the ones employed in tourism, satisfying the conditions (120 wag-

es) are entitled to an unemployed benefit during the out of season tourist peri-

od. All Greek policy efforts as well as those of the seasonal institutions result in 

the extension of tourist season.   

Keeping this in mind, in this manuscript, the reasons leading the decision of 

those questioned to eventually work in the field of tourism are about to be 

studied. The interest in this research originates from the formulation of two 

absolutely accepted claims. The first one concerns the improvement of educa-

tional level and working conditions while the second one refers to the ascer-

tainment that the development of tourism leads to a turn of preoccupation to-

wards the field of tourism (Tsartas, 1991; Tsartas, 1996; Kasimati, 1991). Thus 

the main objectives of this manuscript are both the listing of motives of work-

ing in the field of tourism and the examination of how this occupation will 

profit the financial and social recession. 

Due to the intense development of tourism the local society could have var-

iable characteristics which are linked to the dynamic procedure of “touris-

titing”, which concludes to the formation type of social structure, where the 

factors of development of tourism ventures are dominant (Tsartas, 1989).  

 
METHODOLOGY AND PLANNING 

 

The Island of Chios, characterized by an intense recent development in tour-

ism, has been selected for the survey of motives which promote tourist occupa-

tion; thus it is speculated the existence of mobility with the direction towards 

the tourist occupation which could contribute both the economic and social re-

cession. The selection of the particular Island as an area in order to accomplish 

the local survey arose due to the special social, financial and geographical char-

acteristics. The area has hosted a great number of refugees, although the 

movement of internal refugees has been a continuous phenomenon because of 

the employment opportunities offering regional tourist development. 

Taking into consideration that the development of tourism in Chios Island 

the last twenty years results in the growing occupation of the locals in tourist 

industry, we assume the existence of profession mobility with the tourist occu-

pation as its main direction. Consequently, the relationship between labor mar-

ket and the mobility observed towards tourist occupation is located in the epi-

center of this survey. 
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In this survey of occupation with tourism it is applied a multiscientific 

methodological approach, adopting the combination of quantitative and quali-

tative elements. The technique used to gather the quantity elements was that of 

the questionnaire which was common for all groups questioned. The latter has 

been formed based on the aims and basic search fields which have been posed 

to cover the main points of the issue. The questionnaire is consisted of 36 mul-

tiple-choice questions. The structure of the questionnaire is as follows. The first 

unit includes questions regarding economic performance of the business. The 

second unit includes questions that have to do with socioeconomic and demo-

graphic features of the subject. The third unit includes questions that concern 

the family status of the subject. The final unit is about the professional status of 

the subject. The completion of the questionnaires took place by direct and 

phone contact. The time of completion was the same for all subjects and varied 

from 15 to 20 minutes. 

Afterwards statistic processing of the information gathered during the stage 

of local survey took place by using the SPSS statistical package. The quantity 

elements were coded and listed in the e-base which created. Where necessary, 

either based on the aims of the survey or because of the functional restrictions 

of the SPSS, we forwarded the merging and categorization of information. 

Throughout the survey’s results which listed in association with professional 

occupation with tourism will be listed in association with professional mobility 

that has been observed both with the characteristics of those questioned and 

the rate of influence by other external factors. 

 
RESULTS - CONCLUSIONS 
 

Transition from the primary production to the tertiary one and in particular on 

dynamic growth of tourist industry constitutes one of the most important theo-

ries. On the contrary, the majority of those theories receive the industrialization 

as the only means of growth. In other words most theories support this transi-

tion from the primary sector to the secondary one as prerequisite for the devel-

opment of society. 

Mobility which is caused by tourist development leads to a series of social 

changes and reclassification in social structure, shape at the same time the base 

of new professions in the next stages of tourism development. As a result of 

this a tendency of increasing mobility arises along with a formation of social 

and economic bounds. 
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A case study was considered to be the most appropriate means of research 

for the exam of professional and social mobility in tourism. In particular Chios 

Island has been chosen as a sample because it has met a particular tourist de-

velopment. That leads us to the main base of the research concerning the al-

ways large occupation of locals in tourist industry. 

Chios Island is a tourist developing area and has no significant develop-

ment unlike other places in Greece. This leads the locals to create tourist busi-

nesses of hospitality which are mostly family businesses. What is concluded 

from this research is that there is a rising professional mobility in hospitality 

businesses which is relatively intense. The professional structure of Chios Is-

land in hospitality is complex because it is observed professional pluriactivity 

as the locals of Chios are involved in more than one occupations.  

The research leads to the conclusion that trends of professional mobility are 

appeared. These results are based to the data which came from the answers of 

the subjects about their occupation in hospitality Businesses which may be 

main and exclusive even into a context of pluriactivity where the hospitality 

businesses can be main but not exclusive or secondary.  
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INTRODUCTION 

The aim of this research is analysing the construction of tourism reality made 

by the mass media system, as the space where social imaginaries takes place for 

tourists, based on the information featured in media. In order to explain such 

construction, we consider every program of the mass media system: advertis-

ing, entertainment, news and In-depth reporting, and the way that information 

production and selection produces mental pictures. Particulary we place em-

phasis on function analysis of visual semantics of tourism and the way these 

contributes to sense making. This paper examinates schematisms and represen-

tation of social interactions that constitutes those visual semantics, basically in 

advertising and its relationship with expectations featured in mass media. Thus 

we analyse the correspondence of significants and signifiers in communication 

tourism sense making based on the elements of tourism images and its visual 

semantics. We consider as working hipothesis that social interactions are fre-

quently presented in tourism advertising as a result of a systematic use of sche-

matisms as scripts and frames in order to create sense making and stimulate tour-

ism demand. Findings of this work has been already published recently in two 

academic magazines (see Estudios y perspectivas del Turismo, Vol. 21 No. 6. 

Argentina, 2012, and Investigaciones Turísticas, No. 6 jul-dic.  Spain, 2013). 

APPROACH 

This analytical proposal studies tourism image destination and particulary 

tourism advertising within the context of Niklas Luhmann social system theo-
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ry, particulary the Mass Media and Intimacy as functional systems. Deeply, 

Erwin Goffman´s social psychology theory helps as an analytical frame to de-

scribe and explain how advertisers uses images of people (performers, front, 

teams, roles) and activities on stages (settings, regions), considering traveling as a 

social activity in which is possible to give impressions to others. Therefore this 

research focuses on social interactions and its representations in tourism adver-

tising. Interactions, according to Luhmann and Goffman, understood as social 

system based in face-face communication or even influence over others action.  

KEY ARGUMENTS AND FINDINGS 

We argue from this sociological point of view that visual semantics observed in 

tourism advertising has been formed as a result of a systematic and schema-

tized use of iconographies. We make emphasis in social interactions represent-

ed in advertising. Even when these images acts as causal factors asociated with 

trips and holiday experiences in specific destinations, is notorious how some of 

these scenes are also repeated and frequently used in different countries or 

times.  

Thus, tourism and its visual representations can be analysed as social de-

scription, in wich advertising observes interactions as a promise of what desti-

nation can offer. Tourism spaces becomes in sign-equipments where perfomers 

acts and manages social impressions. We argue that visual semantics that rep-

resent interactions in advertising not only creates expectations, but guides ac-

tivities, featuring hospitality industry and destinations as places in wich inti-

mate interactions are highly possible. In this way, Tourism Image destination 

becomes a sociological description in a theatrical frame in Goffman´s terms. 

 Therefore, this proposal underlines the use of certain visual semantics in 

tourism advertising and its function in sense making, visual semantics under-

stood as those communications oriented to motivate in specific contexts. 

Our findings guides us to discuss that besides landscape, nature atributes and 

other elements asociated to tourism image destination, social interactions be-

comes a significantly influential in avertising design. People performing activi-

ties as capacity to give impressions has become a substantial component in vis-

ual semantics of tourism and it has been present in tourism history from XIX 

century to actual days. Several examples as pictures, drawings, posters and 

other tourism promotion material can be showed.  
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INTRODUCTION 

According with services literature, hotel services are characterized by intangi-

bility,   heterogeneity, inseparability, perishability, simultaneous production 

and consumption and customer’s participation in the service production pro-

cess. All this unique characteristics of hotel services couple with the intrinsic 

nature of the hotel industry (e.g seasonality and high labour tournover), make 

difficult to consistently deliver high quality experiences (Jiang, Gretzel & Law, 

2010) and it raises the marketing stress level for hospitality managers and staff 

(Rao & Singhapakdi, 1997).  

Prior research mainly supported the idea that negative experiences cause 

the dissatisfaction of consumers (Reichel, Lowengart & Milman, 2000). Jacoby 

and Jaccard (1981: 6) defined complaining behaviour as “an action taken by an 

individual that involves communicating something negative regarding a prod-

uct or service”. However, little research still exists aimed at analyzing the case 

of consumers reporting to be satisfied despite encountering negative experi-

ences (Jiang et al., 2010). User Generated Content (UGC) has introduced a new 

venue for both positive and negative word-of-mouth, thus resulting in the so 

called electronic word-of-mouth (eWOM). It could be argued that the attitudes 
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and expectations formed based on eWOM are particularly strong as consumers 

perceive it as particularly trustworthy and credible (Gretzel & Yoo, 2008). Hav-

ing said this, online consumer feedback is essential for recovering and improv-

ing services (Sparks & Browning, 2010). The aim of this paper is to deeper in-

vestigate if and how specific positive and negative experiences about the fea-

tures of hotel services influence the overall satisfaction of guests. To achieve 

this aim the study will examine the positive and negative content of 731 online 

hotel reviews and the respective overall satisfaction uploaded by guest who 

spent their holiday in a sample of 18 hotels in Taormina, a famous tourism des-

tination in Sicily (Italy).  

LITERATURE REVIEW 

Several conceptual models have been developed to explain consumer satisfac-

tion with services. Reviewing the literature on this topic, Tsiotsou and Wirtz 

(2012) refer to the expectancy-disconfirmation paradigm, the perceived per-

formance model, as well as attribution models, affective models and equity 

models. Among these the prevailing approaches are the expectancy-

disconfirmation paradigm and the attribution model of satisfaction. According 

with the former, consumers evaluate the service performance they have experi-

enced and compare it to their prior expectations. That said, the consumer is 

said to be satisfied when his/her perceived performance approaches or exceeds 

his/her prior expectations (Parasuraman, Zeuthaml & Berry, 1985). The attrib-

ute-based perspectives can be considered a complement of the expectancy–

disconfirmation paradigm (Busacca & Padula, 2005). According to Singh (1991) 

this approach suggests that consumer satisfaction can be considered a collec-

tion of multiple satisfactions with various attributes of the service experience. 

Specifically, based on the idea that that the evaluation of different service at-

tributes significantly influence the overall satisfaction (Akhter, 2010),  the at-

tribute-based approach argues that the consumer satistaction formation process 

should be studied considering both cognitive (expectations) and affective (de-

sires-motives associated with personal objectives) elements (Bassi & Guido 

2006). However, the relationship between attribute-level performance and 

overall satisfaction is more complex than initially thought. Evidence has shown 

that there is a nonlinear and asymmetric relationship between service attribute 

importance and attribute level performance evaluations (Busacca & Padula, 

2005). According to prior research on consumer delight it could be argued that 

this is probably due to the role affect plays in consumer satisfaction judgments 

as opposed to the weighting/ importance consumers assign to a particular at-
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tribute only (Bowden, 2009). Further other research showed that negative at-

tribute performance generally exert a greater influence on overall satisfaction 

than does positive attribute performance (Mittal, Ross & Baldasare, 1998). Fur-

thermore, research shows that attribute weights do not remain stable but 

change over time due to modified consumer goals (Mittal et al., 1998). Finally, 

accordingly to attribution theory (Folkes, 1988), whether guest will be satisfied 

or not after exposure to negative  experiences could also depend also on the 

fact that the consumer attribute or not the cause of negative experience to the 

service provider or not. 

METHODOLOGY 

For the purpose of this study, 731 online reviews were sourced from Book-

ing.com. A selection was made of 18 hotels of different sizes located in a fa-

mous Italian tourism destination (Taormina – Sicily). On booking.com, users 

can assess their overall satisfaction with the hotel services by using a 10-point 

Likert Scale applied to a list of six attributes (cleanliness, comfort, location, ser-

vices, staff and value for money). For the purpose of the study, the overall as-

sessment was classified as negative (1-|5), intermediate (5-|8) and positive (8|-

|10). However, for each review, booking.com only allows viewers to see the 

overall assessment, calculated as the medium of the rating that consumers gave 

for each hotel attribute. Additionally, people are allowed to post both positive 

and negative comments on the site. Each review was read and basic open-

coding was carried out (Charmaz, 2006). It emerged that all the negative com-

ments were trigged by, or targeted at, specific features internal or external to 

the hotel. In particular we considered the following: “rating and promises”, 

“location and surroundings”, “access and parking”, “design, look and feel”, 

“staff”, “organization”, “room experience”, “bathroom”, “breakfast”, “food 

and drink”, “facilities and services” and, lastly, “price and quality-price ratio”. 

The reviews were coded manually to extract the negative feelings expressed in 

each of them. It was then possible to calculate the number of negative com-

ments and corresponding percentage for each of the 12 features above. 

RESULTS 

Table 1 shows the frequencies by which positive and negative sentiment was 

reported being cited in guests’ comments/reviews by score class. The overall 

negative score (0-|5) was found often to be related with comments and reviews 

which includes positive sentiment.  
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Table 1 – Positive and negative sentiment: frequency by score class (%) 

 

Cited elements 

Negative (1-|5) 
(N=84; 11%) 

Intermediate (5-|8) 
(N=284; 39%) 

Positive (8|-|10) 
(n=363, 50%) 

N % N % N % 

No element 9 11 42 15 48 13 

Only negative  13 15 10 4 4 1 

Both positive and negative 58 69 186 65 152 42 

Only positive element 4 5 46 16 159 44 

Positive sentiment about features of hotel services 

Features 
Score class 

Negative 1 -| 5 Intermediate 5 - 8 Positive 8 |-| 10 

Location & Surroundings            .417             .489             .507  

Staff            .119             .246             .416  

Room experience            .024             .229             .275  

Facilities & Services            .202             .239             .223  

Design, Look & Feel            .095             .137             .201  

Breakfast            .095             .102             .152  

F&B experience            .083             .049             .094  

Price-Q/P            .048             .049             .088  

Access & Parking            .024             .081             .063  

Organization            .012             .042             .050  

Rating & Promises            .012             .004             .008  

Bathroom                 -               .007             .008  

Negative sentiment about features of hotel services 

Features  
Score class 

Negative 1 -| 5 Intermediate 5 - 8 Positive 8 |-| 10 

Room experience            .369             .211             .094  

Organization            .357             .165             .066  

Breakfast            .143             .141             .074  

Access & Parking            .190             .116             .052  

Facilities & Services            .107             .088             .072  

Location & Surroundings            .083             .113             .052  

Staff            .226             .099             .025  

Bathroom            .131             .095             .036  

Design, Look & Feel            .143             .088             .022  

Rating & Promises            .190             .056             .014  

Price-Q/P            .107             .046             .019  

F&B experience            .048             .046             .030  
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Specifically, table 1 shows how frequently each features of hotel services are 

cited, by score class.  A series of regression analysis were then conducted to 

assess the influence of each features (independent variable) on the overall satis-

faction (dependent variable). To this purpose the overall assessment was trans-

formed into a dichotomous variable as follow: High (1 = 8|-|10; 0 = 1-|8); Low 

(1 = 1-|5; 0 = 5|-|8). Table 2 show that the features that are able to significantly 

influence the satisfaction/dissatisfaction of guests. 

 

Table 2  – Relationship between features of hotel services and overall satisfaction 

Outcome 

Features 

High (8|-|10) Low (1-|5) 

 Sig.  Sig. 

Rating & Promises 
  

1.653 .000 

Location & Surroundings 
    

Access & Parking 
  

1.179 .002 

Design, Look & Feel .532 .020 
  

Staff .956 .000 1.116 .008 

Organization 
  

1.135 .001 

Room experience .363 .078 1.299 .000 

Bathroom 
    

Breakfast 
    

F&B experience 
    

Included Facilities & Services 
    

Price-Q/P 
  

1.317 .015 

No opposite factors cited1 1.723 .000 
  

Intercept -1.117 .000 -3.242 .000 

Share of correct classification .703 .888 

1 No negative factors cited, in the High model; No positive factors cited, in the Low model 

 

Tables 1-2 show that the most positively (negatively) cited features are not nec-

essarily those which significantly influence the customer satisfaction (dissatis-

faction). 

CONCLUSION AND IMPLICATIONS 

Huge research supports the idea that a negative experience lead to consumers 

dissatisfaction. Little research still exist discussing the circumstances in which 

consumers are reported being satisfied despite encountering unex-
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pected/adverse occurrences and service failures. Our findings show that re-

views connected to satisfaction (dissatisfaction) of consumers often include 

negative (positive) sentiment, thus confirming prior research (Jiang et al., 2010). 

Findings suggest that the non existence of negative (positive) sentiment do not 

lead necessarily lead to consumer dissatisfaction (satisfaction). These conclu-

sions are relevant both for researchers and hospitality managers. From a theo-

retical perspective, findings challenge the understanding that researchers and 

practitioners have about what should drive satisfaction ratings of consumers. 

On the other hand, our results are pivotal for hoteliers who are increasingly 

relying on e-rating and e-complaints as performance measure and as a tool to 

monitor their brand reputation over the internet. Firstly, these findings will 

help hotel managers to direct their limited resources on the features of the hotel 

and the services they provide that are able to significantly influence the con-

sumer satisfaction. Hence, according to importance-performance modeling it 

could be argued that a relatively high number of complaints for a relatively 

non-significant hotel feature would not be a priority for hotel managers 

(Zainol, Lockwood & Kutsch, 2010). The study does have some limitations due 

to its sample size and future research trough analysis of data sourced from dif-

ferent online travel agencies and/or different tourism destinations are needed.  
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INTRODUCTION 

Recently, the idea of weddings acting as a motivator of tourism flows is genera-

ting a new strand of research in the context of event management and event 

tourism (Getz, 2008). According with the Fairchild Bridal group (cited in Dani-

els & Loveless, 2007), 86% of couples would be willing to celebrate a destina-

tion wedding 16% of which opted for this solution. Some researchers have 

analysed tourism and honeymoons (e.g: Kim & Agrusa, 2005), but very little 

research exists on wedding-based tourism, despite its growing importance in 

many destinations. Given the almost complete lack of research on the topic, 

further studies are needed to extend investigation into the wedding tourism 

phenomenon adopting both supply-side and demand-side perspectives (Del 

Chiappa, 2014). The present study aims to fill this gap adopting a demand-side 

perspective. Specifically, it presents and discuss the findings of a qualitative 

research we carried out by realizing 27 in-depth interviews with couples who 

opted to celebrate the wedding ceremony outside their hometown. 

LITERATURE REVIEW 

A destination wedding is a wedding ceremony celebrated outside the bride 

and groom’s hometown (Daniels & Loveless 2007). Wedding-based tourism can 

mailto:gdelchiappa@uniss.it
mailto:fulvio.fortezza@unife.it
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be defined as tourist flows arising from participation in weddings that are held 

at a different location from where the bride and groom, or just one of them, live 

(Daniels & Loveless 2007; Del Chiappa, 2014; Fortezza & Del Chiappa, 2012). 

Another type of wedding flow is when the event takes place in a bride and 

groom's hometown and guests arrive from other places (Del Chiappa, 2014). 

There are several key factors that help explain the growth of destination wed-

dings. Del Chiappa and Fortezza (2014) categorized them into: cost-related fac-

tors, socio-cultural factors, supply-side and demand-side characteristics (Del 

Chiappa and Fortezza, 2014). Based on demand-side characteristics, the main 

motivations that push couples to celebrate a destination wedding are related to 

the possibility to seek for an experience that is more affordable, exotic, intimate, 

unique, experiential and memorable (Major and McLeay 2010); something that 

is intrinsic to the needs of couples getting married (Chadiha et al., 1998). Furt-

her, they can allow couples to escape any social and family obligations that are 

a latent part of the wedding as well as the couple's triangulation with wedding 

officials and state, such as those that do not allow gay marriages (Freeman, 

2002; Johnston, 2006; Schumann & Amado, 2010). Further, destination wed-

dings usually save on coss due to the smaller number of people who are willing 

to travel to participate in the ceremony and/or the possibility of couples combi-

ning their wedding with their honeymoon (Shumann & Amado, 2010). Finally, 

they may allow the bride and the groom to enjoy their experience with partici-

pants, thus avoiding the anxiety or detachment that the couple could experien-

ce when leaving for their honeymoon (Ingraham, 1999) 

METHODOLOGY 

For the purpose of this study we interviewed, via a semi-structured question-

naire, couples who celebrated a destination wedding. The survey instruments 

where divided in two parts. The first aimed at collecting some information 

about the socio-demographic characteristics of respondents. The second, in-

cluded some open-ended questions aimed at investigating the main motiva-

tions for celebrating a destination wedding, for relying on a wedding planner 

(if any was used), and the main characteristics that a destination needs to be 

attractive as a wedding destination. The semi-structured questionnaire was 

sent out via email with the collaboration with some Italian and International 

wedding planners who accepted to support our research project. On the whole, 

100 couples were invited to give their answers and 27 complete questionnaire 

were returned, thus counting a response rate of 27%. The text of the question-
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naire was analyzed by the research team with the aim to extract the main moti-

vations/themes to celebrate a destination wedding. 

RESULTS 

Analyzing the text and the transcribed narrative of our in-depth interviews it 

seems that several motivations can drive couples to celebrate a destination 

wedding. The most common motivation is the possibility to save money. 

"...we would have had to invite a lot of kin and friends...getting married 

abroad helped us to cut expenses. Indeed we get married alone. None of 

them were with us, not even our parents who were unable to join us...the 

chance to cut costs was crucial for us" (an Italian couple celebrating the 

wedding in Seychelles) 

"We aimed at keeping expenses low...if we had been married in Italy we 

would have probably been forced to respect some traditional rules such as 

invitations or fancy wedding favors" (an Italian couple celebrating their 

wedding in Seychelles) 

Another main motivation is to experience a dream, something which is 

unique and unforgettable for the couple (ego-driven motivation) and for parti-

cipants (altruistic-driven motivation), as the following quotes show: 

" we wanted to male our wedding and honeymoon memories as much 

magical as possible" (a Russian couple celebrating the wedding in Pra-

gue) 

"the possibility to have an extraordinary and magic place, like NY, was 

exciting...especially at Christmas...the Christmas tree at Rockfeller Cen-

ter is something special and unforgettable" (an Italian couple celebrating 

their wedding in New York) 

"we wanted to celebrate our wedding somewhere special...that no one 

would never forget" (an English couple celebrating the wedding in Pra-

gue) 

Further, destination weddings were reported be used to allow people to 

make the decision to participate to the wedding easier (another example of alt-

ruistic-driven motivation) 
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"our aim was to gain the maximum satisfaction and joy from a very in-

timate wedding experience without forcing anybody to participate, giving 

those people not liking the idea to take part in the wedding to have an 

excuse for not coming...have you have seen somebody feeling happy for 

getting a wedding invitation? (an Italian couple celebrating their wed-

ding in Seychelles) 

"We had guest from all over the world and to make them to travel we ne-

eded a beautiful location, a valuable place and the promise of a small va-

cation (a Swiss couple celebrating the wedding in Positano, Amalfi Coast 

- Campania, Italy) 

Another main motivation is to escape from social norms, routines and ha-

ving something different and fun; this was particularly evident from couples 

living in countries (such as Italy and Japan) where couples need to cope with 

several social rules. 

"we wanted to have our wedding our way, and remember it as a happy 

moment...without stress out about family and relatives" (a Russian coup-

le celebrating the wedding in Prague) 

"we were disliking the idea of a traditional wedding. We wanted to be 

free to experience something special just for us, stressless and wild " (an 

Italian couple celebrating the wedding in La Digue - Seychelles) 

"...marriages in Japan are very traditional and with a lot of rules to cope 

with and to respect....in Japan you must strictly respect many specific ru-

les. For example it is necessary to involve the family of both the spouses 

in the organization of the event....and when the families have different vi-

ews, wishes and priorities this create a huge problem. To avoid this issue, 

so that we could make our life easier and have the freedom to enjoy our 

wedding experience we decided to get married abroad" (A Japanese coup-

le celebrating the wedding in Italy) 

"...my outfit was very casual, with an unsophisticated trouser, a white 

shirt and flip-flops as shoes. My wife dressed very simple as well, with a 

white dress which seemed to be a short sunset" (an Italian couple celebra-

ting the wedding in Seychelles) 

Further couples reported preferring a destination wedding as a way to have 

more intimacy. 
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"the most important reason to get married far from the place where we 

were living was mainly to have privacy and a more intimate wedding 

experience, discouraging our acquaintances that would have otherwise 

been forced to invite" (an Italian couple celebrating their wedding in an 

Italian Region which is different from where they live)  

Finally, the destination wedding is often considered as the way to conscio-

usly feel/live the spirituality of the moment and to experience something which 

is authentic.  

"to be in the moment, to feel it...in our opinion people have to experience 

the real sense of the wedding, the magic of the feelings between those who 

are getting married... " (an Italian couple celebrating their wedding in 

Cook Island) 

"we didn't like the idea of feeling obliged to manage our wedding only 

aim to magnify every single details just with the aim of appearing to ot-

hers, to express status symbol to neighbors and residents of the village 

who often come to the wedding ceremony just to poke around...this would 

not have allowed us to focus on the real and most important meaning of 

the wedding... the intimacy, the authenticity and the spirituality of it... 

he desperate search for status which is implicit in the most part of wed-

dings would have entrapped just in a commercial driven wedding" (an 

Italian Couple celebrating their wedding in an Italian region  that is dif-

ferent from the one where they do live) 

CONCLUSION AND IMPLICATIONS 

Our findings show that the decision to experience a destination wedding is 

driven by both ego-centric and altruistic reasons and, broadly, that the main 

motivations can be categorized in functional (save money, to help people to 

make easier the decision to participate to escape social rules) and experiential 

(have fun, experience something unique and unforgettable, experience inti-

macy, authenticity and spirituality). Our findings are useful for both academia 

and the industry. On the one had they contribute to deepen the scientific deba-

te around the topic of wedding-based tourism adopting a demand-side pers-

pective and discussing a research based on primary data. Specifically, findings 

seem to suggest the possibility to adopt the "value consumer approach" when 

investigating decision of couples to celebrate a destination wedding. Such an 

approach argue that the major types of value that drive the consumers decision 
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making (both prior, during and after their buying) are: efficiency, excellence, 

status, esteem, play, aesthetics, ethics, and spirituality (Holbrook, 1999). Future 

research could investigate the extent to which such an approach can help to 

investigate the topic. On the other hand, findings provide useful information 

for policy makers, destination marketers and wedding agencies all together 

working to make bigger the market size of the destination weddings. Indeed, 

findings suggest the main dimensions/themes that could be "stressed" when 

managing the copy strategy for marketing and promotion activities. 
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INTRODUCTION 

In the last three decades the development of the Internet and e-commerce tech-

nologies has increased dramatically and has significantly changed the role of 

traditional tourism intermediaries (Tsai, Huang & Lin, 2005). According to In-

ternet World Stats (2012), there were 17,530,000 internet users in Taiwan at 

mid-year 2012. In this context, Generation Y has been considered as a new siza-

ble market that is changing, and will change even more in the near future due 

to the fast changing landscape of the internet. The global travel spending of 

Generation Y is worth $136 billion a year, thus corresponding to 18% of 

worldwide international receipts (WTO, 2008). Hence, Generation Y represents 

a lucrative market for both online travel companies and more traditional travel 

agents. In Taiwan, the debate on disintermediation and re-intermediation is 

rather common, and has nowadays become a hot issue for scholars and practi-

tioners alike. When the Taiwan market is considered some research exist aimed 

at investigating the impact of the Internet and e-commerce technologies on tra-

ditional tourism intermediaries (e.g: Tsai, Huang & Lin, 2005). However, online 

behavior with respect to accommodation purchase is comparatively under re-

searched in Taiwan. The main purpose of this study is to investigate the extent 

to which young Taiwanese travelers’ are in favor of or against the disinterme-
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diation of hotel reservations, the extent to which they trust UGC, and use UGC 

when making hotel reservation.  

LITERATURE REVIEW 

According to WTO (2008), youth travel would represent over 20% of the 160 

million of international tourist arrivals and it would account for almost 300 mil-

lion overnights stays annually. Currently, there is still little consensus about the 

age ranges used to define the young tourist (Seekings, 1995). For the purpose of 

our study, we defined Generation Y as those people born between 1978 and 

1994 (Sheahan, 2009; Prayag & Del Chiappa, 2014). The extent to which the in-

ternet allows consumers to make their hotel reservations online, including the 

possibility to change the accommodation suggested by a travel agency based 

upon UGC (Del Chiappa, 2013), raises questions about the future of travel 

agents. The disintermediation hypothesis, that is, the idea that the role of the 

middleman will be eliminated (Buhalis, 1998), has captured the attention of 

both researchers and practitioners also in the context of generation Y. Promi-

nent arguments exist in literature for and against disintermediation of the tour-

ism distribution channel (Buhalis, 1998; Law, 2009). Further, huge research has 

been developed (e.g: Morrison et al., 2001)  in order to investigate the main var-

iable that distinguish those who only wish to acquire information (“lookers”) 

and those who also use it to buy (“bookers”).  According to WTO (2008), 80% of 

young travelers use internet to search for information before their trip and the 

proportion of internet searching converted into booking grows from 10% in 

2002 to almost 50% in 2007. Lester et al. (2006) showed over 95% of the inter-

viewed university students used the Internet and over 91% of them had online 

purchase experience. Recently, the most significant development in Internet 

applications has been in the area of User Generated Content (UGC) and peer-

to-peer applications. The electronic word-of-mouth, exert a great influence in 

stimulating travel, both in the real planning process and even after travel deci-

sions have been taken (Del Chiappa, 2013).  

METHODOLOGY 

For the purpose of this study we adopted the survey instrument used in previ-

ous studies (Del Chiappa, 2013; Prayag and Del Chiappa, 2014).The question-

naire was administered using a self-completion method to Taiwanese young 

travelers between the ages of 18 to 35, at one of the largest private universities 

in Taiwan (I-Shou University). A total of 700 questionnaires were distributed, 
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of which 514 were returned; 466 were complete and usable for data analysis 

(response rate: 90.67%).   

RESULTS 

The most part of respondents were female (57.1%), belonging to the age bracket 

18-25 (94.6%), having a university degrees (90.7%) or high school (5.1%); 10.5% 

of respondents described their average monthly income as less than 1000 NTD.  

 

 

Table 1 - Results of factor analysis 

Disintermediation Items M. S.D. F1 F2 F3 F4 

A. Technology, particularly the internet, allows 
consumers to perform most hotel searching and 
purchasing conveniently  

3.49 .891 .766 .165 .140 .101 

B . When choosing hotels I search for information 
through the internet and I check reviews, com-
ments, photo and video uploaded online by tour-
ists 

4.23 .957 .733 .147 .277 .025 

C. Web sites (e.g. electronic intermediaries such 
as booking.com) are more flexible and can offer 
many more choices than travel agencies for hotel 
rooms  

3.44 .886 .716 .190 .142 .092 

D. I trust the tourism information available online 
through reviews & comments posted online in 
blogs, social network and online travel agencies  

3.17 .975 .686 .215 .090 .198 

E. Internet allows people to use their time in a 
very productive way as they can search for infor-
mation and make reservations whenever they 
want  

3.55 .897 .671 .118 .514 .068 

F. Travel agencies are able to understand the 
need and desires of their customers and recom-
mend the most suitable hotel accommodations 

3.48 .886 .052 .745 .336 .030 

G. It is more convenient to seek advice from trav-
el agencies on hotel reservations than from using 
online technology only 

3.78 .902 .080 .729 -.002 .174 

H. Travel agencies are professional counselors for 
hotel rooms and offer valuable service and advice  

3.33 .929 .254 .711 -.002 -.010 

I. Travel agencies are able to personalize the 
products/services they provide to their customers 

4.04 .992 .209 .697 .244 .151 

L. Travel agencies offer a human touch and inter-
face with the hotel industry  

3.72 .940 .447 .482 .060 .021 

M. Internet allows to save money when making 3.45 .779 .265 .048 .801 .086 
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hotel reservations 

N. The internet provides tourist information in 
such a way that it is easy to choose hotels and 
spend free time online 

3.37 .822 .068 .276 .627 .294 

O. Internet allows people to save a lot of time in 
making hotel rooms reservations compare to the 
use of traditional travel agencies 

3.83 .968 .485 .119 .592 -.070 

P. Consumers ultimately have to bear the cost of 
commissions to travel agencies for their hotel 
rooms  

4.00 .945 -.055 .219 .131 .783 

Q. Travel agencies are usually in favor of compa-
nies who offer more attractive commissions or 
partners, and thus make biased recommenda-
tions for hotels  

3.51 .921 .469 -.135 .118 .656 

R. Travel agencies can reduce booking insecurity 
as they are responsible for all arrangements  

3.51 .848 .378 .385 .023 .458 

Eigenvalues     5.828 1.748 1.129 1.057 

% of explained variance     22.193 17.257 12.379 9.188 

Cronbach’s alpha     .814 .772 .557 .697 

 

 

To better examine the dimensions underlying the perceptions of disinter-

mediation of young travelers, a principal component factor analysis with vari-

max rotation was undertaken. Prior to that the KMO measure of sampling ade-

quacy (0.892) and the significant Bartlett’s test of sphericity (χ2=2507.48, 

p<0.001) confirmed the suitability of the data for factorization. The 16 factor 

items yielded four factors with eigenvalues greater than one (Table 1). The four 

factors explained 61% of the variance and were labeled: F1- Benefits of Online 

Reservation; F2- Benefits of Travel Agency; F3- Transaction Costs of Travel 

Agency; and F4- Online Trust & Search Behavior. In order to investigate if sig-

nificant differences do exist based on sociodemographic characteristics on the 

four factor, T-Test and Anova test were applied. Results did not reveal any sig-

nificant influence on the investigated factors. In order to go deeper with our 

analysis, T-Test and Anova tests were run also considering the list of the 16 

items.  Results revealed that all the socio-demographics characteristics are sig-

nificantly influencing 11 out of 16 items used to assess the respondents' views 

for and against the topic of disintermediation (table 2). For example, significant 

differences based on gender exist on how respondent search for information 

through the internet and how they check reviews, comments, photo and video 

uploaded online (t=-2.418, p<0.05), with female (M=4.13, SD=0.963) expressing a 

more positive view than male (M=3.90, SD=1.019).  
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Table 2 - Disintermediation items results of ANOVA and independent t-tests 

Disintermediation Items M. S.D 
Gender  

T  
Age 
T 

Education 
F 

Income 
F 

Factor 1 
3.6
4 

.71
1 

-1.916 .496 .225 1.584 

A. 
3.4
9 

.89
1 

-0.678 -0.618 0.615 1.748 

B. 
4.2
3 

.95
7 

-2.418* 0.611 0.852 1.724 

C. 
3.4
4 

.88
6 

-0.841 0.201 0.390 0.779 

D. 
3.1
7 

.97
5 

-1.309 -0.998 1.030 2.005* 

E. 
3.5
5 

.89
7 

-1.041 1.846 0.427 0.952 

Factor 2 
3.3
8 

.65
7 

-1.431 1.040 1.089 1.401 

F. 
3.4
8 

.88
6 

-1.257 1.410 0.345 0.625 

G. 
3.7
8 

.90
2 

0.009 0.772 2.968* 1.789 

H. 
3.3
3 

.92
9 

-0.1073 -0.569 1.870 0.646 

I. 
4.0
4 

.99
2 

-0.765 2.804** 0.567 0.852 

L. 
3.7
2 

.94
0 

-2.512* -0.508 0.889 1.301 

Factor 3 
3.4
0 

.61
2 

-.314 -.592 .638 1.329 

M. 
3.4
5 

.77
9 

0.413 -1.674 1.063 1.090 

N. 
3.3
7 

.82
2 

-0.548 -1.318 4.442** 1.986* 

O 
3.8
3 

.96
8 

-1.034 -0.023 0.657 2.143* 

Factor 4 
3.8
7 

.72
9 

-.713 -1.069 1.202 1.777 

P. 
4.0
0 

.94
5 

-1.712 0.238 1.377 1.606* 

Q. 
3.5
1 

.92
1 

1.596 -2.008* 1.197 2.125 

R. 
3.5
1 

.84
8 

-0.169 0.229 3.622* 0.757 

* Significant at 0.05% level. ** Significant at 0.01% level. 

 

Significant differences based on age do exist in the way youth travelers 

think travel agencies are able to personalize the products/services (t=2.804, 

p<0,01), with travelers aged less than 25 years old (M=3.47, SD=0.758) support-

ing this view more than older travelers 26 – 35 years old (M=3.00, SD=1.024).  
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Significant differences do exist also based on education as it happens, for ex-

ample, in the way respondents think the internet provides tourist information 

in such a way that it is easy to choose hotels and spend free time online 

(F=4.442, p<0,01). Specifically, young travelers with university degree have 

lower mean scores (M=3.46, S.D=0.820) than secondary graduates (M=4.00, 

SD=0.853).  

CONCLUSION AND IMPLICATIONS 

Findings revealed that young Taiwanese travelers express, even if slightly, a 

positive feeling toward the role of travel agencies. However, their attitude to-

ward the internet and UGC as a tool to make reservation is stronger, thus con-

firming the relevant role of the internet as a holiday planning tool for Gen Y. 

Four underlying dimensions of perceptions of disintermediation and UGC 

were found, namely: “Benefits of Online Reservation”, “Benefits of Travel 

Agency”, “Online Trust & Search Behavior” and “Transaction Costs of Travel 

Agency”. Sociodemographic characteristics were found not being able to exert 

any significant influence on the aforementioned dimensions. Contrariwise, sig-

nificant differences were found when the analysis was carried out on each item, 

specifically they were found for 11 out of the 16 considered items. In some way, 

these findings confirm previous studies (e.g: Del Chiappa, 2013) that de-

mographics have some influence on perceptions but country based differences 

may exist.  
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INTRODUCTION 

Wine tourism has been considered as a lever to promote the economic, social 

and environmentally sustainable development of rural regions (Alonso and 

Liu, 2012) leveraging its culture, identity and authenthicity (e.g. Hall and 

Mitchell, 2000; Presenza and Del Chiappa, 2013), thus contributing to affirm a 

unique destination branding (Brower and Johnson, 2010). Despite their im-

portance as an example of network organisations able to enhance and exploit 

wine tourism development, wine routes can be still considered an underinves-

tigated area of tourism research (e.g: Brás et al., 2010). This study was therefore 

carried out to contribute in filling this gap by adopting a multi-prong ap-

proach; said in other words we consider production, hospitality and tourism 

connections (Alonso and Liu, 2010). A case study approach has been adopted 

carrying out 12 semi-structured interviews with some key stakeholders in-

volved in the Cannonau wine route, Sardinia (Italy) with the aim of investigat-

ing the factors that can facilitate or hinder the collaboration between stakehold-

ers and of analysing whether and to what extent wine routes are used as a des-

tination marketing tool.  

LITERATURE REVIEW 

Brás et al., (2010, p. 1) define wine routes as “network of agents in a wine re-

gion, whose purpose is to promote regional development by employing strate-

gies that lead to the development of an inclusive regional network which en-

compasses public and private agents from both sector of activity (wine and 

tourism)”. Getz (2000) argues that alliances and networking among different 
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stakeholders (both public and private) are a precondition for a region being 

successful as a wine tourism destination. Wine routes are usually characterised 

by a portfolio of different itineraries and tourism experiences which can be de-

livered to visitors together with other promotional materials providing infor-

mation about wineries, surroundings and any other attraction, service and fa-

cility that allow them to fully experience the destination (Correia, et al., 2004). 

According to Martin and Williams (2003), factors affecting wine tourism devel-

opment can be categorised as internal and external. The internal factors refer to 

the capability and commitment of local stakeholders to engage in tourism ven-

tures (education, financial resources, competences, networking capability, etc). 

The external factors refer to policy and macroeconomic forces that create a fa-

vorable environment for wine tourism to succeed (regional infrastructure, 

training local stakeholders to guarantee appropriate level of professionalism, 

etc). Public and political support is seen to be pivotal for the success of wine 

routes, especially in the early stage of their development. In order to make sure 

that collaboration and relationships develop, it is essential that internal market-

ing operations are run (Bregoli and Del Chiappa, 2013) and that on-line and off-

line communication among network members spreads (Baggio and Del 

Chiappa, 2013). However several barriers to networking in wine routes can be 

considered (Hall, 2003). Among these we could cite the wineries' poor percep-

tions of the benefits that tourism can produce for the wine industry and the 

poor skills, abilities and experience in tourism marketing and tourism product 

development. Further, wine tourism development could have been negatively 

affected by the administrative separation and the existence of multiple public 

administrative agencies within a region (Hall, 2003).  

METHODOLOGY 

This study is based on 12 semi-structured interviews with key stakeholders 

representing different organisations involved in the Cannonau wine route in 

Sardinia, Italy (wine route managers, wine producers, accommodation 

providers, visitor attractions managers, food farms, etc). The wine route was 

created in 2009 and can be still considered in its early stage of development. 

Each interview lasted from thirty minutes to one hour and half. The interviews 

were tape recorded, transcribed verbatim and analysed. 

RESULTS 

The idea that the wine route is a tool to promote the local identity and authen-

ticity is quite well established and people complain that some businesses (such 
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as wineries, food farm, restaurants, etc) do not manage their atmospherics in 

effectively in order to be able to deliver such an identity and authenticity.  

Given the fact that the wine route is at its early stage of development, it is not 

surprising that the respondents reported a still poor level of networking among 

local stakeholders, especially because they do not express a strong collabora-

tion-oriented culture. 

"personally, I think that our problems are related to the fact that such a 

type of association are new for us...we do not have a networking oriented 

culture...we tend to see each other in a quite suspicious way...I mean the 

trustworthiness towards each other is not something that can be created 

in one day" (the owner of a winery) 

 " collaboration is something that exists on the paper, in reality it does 

not exist, especially when the geographical area of the Ogliastra Province 

is considered...in Nuoro province the networking is starting to emerge" 

(hotel owner and manager, Ogliastra province) 

Further the most part of times the collaboration is confined just to the fact that 

the stakeholders tend to drive their guests and customers to visit other busi-

nesses and to buy their product and services. 

"...we tend to drive our guest to visit other stakeholders and/or to buy 

their products...let me make an example....when the winery in Jerzu has 

some visitors who would like to visit a cheese factory or experience some 

local and typical foods...well, the staff in the winery tend to incentivize 

visitors to come and visit me (A cheese factory)  

The administrative separation and the existence of multiple public administra-

tive agencies (provinces and municipalities) within the area are considered to 

be a problem, especially because each area tend to have a different culture and 

commitment.  

Several type of stakeholders are involved in the wine routes. For example, the 

wine routes involves food farm and has special partnerships with some agricul-

tural associations, universities and with the regional government with the aim 

of organising training and seminars for their members. Despite this, level of 

stakeholder engagement and involvement is quite low. 

"the wine routes has not started to work effectively yet, I mean I'm the 

only representative from the South and we should be 25" (hotel owner 

and manager in Ogliastra) 
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A further effort need to be done to better facilitate the networking among wine 

businesses, tourism businesses, food businesses and all the other attractions of 

areas. 

"I think that one weakness is the poor involvement of different types of 

local stakeholders, we should use wine as the main motivator/attraction 

leveraging also other experiences... for example, there is still a lot to do to 

better integrate and promote the wine and food sector together" (the own-

er of an equestrian club) 

There is a quite wide consensus about the different benefits that the wine route 

can generate for its member and for the area as a whole. Specifically, the wine 

routes are seen as an effective tool to facilitate networking and knowledge shar-

ing and development, to run collective promotion, to favour commercial 

agreements among members. Recently the stakeholders started to think about 

the possibility to use the wine route to manage collectively the buying process 

of specific products and services so that a higher bargaining power toward the 

service providers can allow them to obtain lower prices. However there are still 

some stakeholders who tend to underestimate the benefit that an effective and 

successful wine route can generate.  

"the main problem is that sometimes some stakeholders do not believe 

that the project can have an economic value" (a restaurant owner and 

manager) 

Another problem is that the wine route is not considered to be a stable organi-

sation and network of stakeholders which support the destination marketing 

activities of the area, but something that can be dissolved once the area will be 

effectively positioned as a wine tourism destination. 

"personally, the wine route is the tool to make networking and let the 

wine and food tourism destination emerges, then when our area will be 

positioned as such the wine route could also be dissolve" (the president of 

the wine route) 

Among the main mechanisms that are used to coordinate the local stakehold-

ers, seminars and education tours within the area are the most appreciated. Re-

spondents do realize that they do not just represent a tool to learn something 

new, but also a way to make networking among stakeholders who very often 

neither know each other), to share experiences, to develop knowledge and to 

co-create the services and experiences to be delivered to visitors. 
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"seminars and meetings are useful because they allow us to know each 

other, to share our experience and to understand what can be done to face 

some challenges...how the wine route should be managed before trying to 

run external marketing operations to attract the market interest" (the 

owner of a wine shop) 

"currently we are participating in some educationals in which we experi-

ence the tourism offer of our area..this helps us to better know what we 

are and can offer and to be fully aware about the experience that our 

guests could have when we drive them to visit some local stakeholders" (a 

restaurant owner and manager) 

The internal communication is managed in a quite traditional way (email, 

phone calls, etc) and there is not an effective usage of social media (Facebook or 

a forum in the official web-site of the wine route) to make the local stakehold-

ers informed about, and involved in, the wine route strategy.  

CONCLUSION AND IMPLICATIONS 

Findings confirm that during initial stages some difficulties typically exist in 

terms of lack of confidence, lack of leadership, lack of resources, project dis-

credit and marketing myopia in involving a large number of stakeholders; thus 

resulting in lack of ability to involve and effectively commit a sufficient number 

of stakeholders. Findings suggest that the wine routes should consider the op-

portunity to reinforce the set of mechanisms and media that they currently use 

to coordinate the local stakeholders and to communicate with them. Specifical-

ly, it appear to be strong the need to use the internet and the social media as 

internal marketing media to be used to make the local stakeholders informed 

about, and involved in, the wine route strategy. 
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INTRODUCTION 

Revenue management (RM) has been widely adopted in the marketing and op-

erations departments of many businesses, with few companies now failing to 

consider the true effect of their yield management decisions on the bottom line 

(Burgess & Bryant, 2001). Airlines, in particular, have what most industry ex-

perts consider to be highly successful RM approaches that generate significant 

revenue (Yeoman & Ingold, 1997). The current study differs from previous re-

search in that it will evaluate the possibility of applying RM in the travel agen-

cy sector. Existing studies focus solely on the successful application of RM by 

hospitality businesses, ignoring travel agencies (Kimes, 2011; Jancey, Mitchell & 

Slamet, 1995). 

 
Developing RM for travel agencies: Revenue per available tour product 
(RevPATP)  

With a formal RM system in place, travel agencies need a solid base of infor-

mation in order to optimize revenue for each product. The hotel industry uses 

price offers to increase “revenue per available room” (RevPAR) on the basis of 

yield management analysis. The key factors in determining room revenue are 

average room rate and occupancy. Travel agencies could similarly calculate a 

performance metric by dividing customer revenue across different tourism 

products in different periods. Travel agencies should therefore focus on defin-

mailto:gracechansh@hotmail.com
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ing and measuring RevPATP to maximize the profit opportunities of each 

product. The key factors in determining tour product revenue are average ex-

penditure per customer in a group and the occupancy level of preset group siz-

es within the overall product. In order to manage seat availability, RevPATP is 

a better indicator of the revenue generated by each product, and the sales per-

formance of the travel agency, than simply the total number of customers. 

RevPATP indicates the rate at which revenue is generated and captures the 

tradeoff between expenditure and seat availability for a product or offering. If 

the number of customers signing up to a tour product or group increases as the 

average expenditure per customer decreases, for instance, a travel agency will 

achieve lower or identical RevPATP. Conversely, if an agency can increase the 

average expenditure per customer (that is, improve upon regular brochure 

pricing when selling to a price-elastic or -insensitive customer), it can maintain 

a similar RevPATP with slightly lower headcount. This leaves more seats 

which can then be offered at various prices (such as “early bird” or special dis-

counts) to capture price-inelastic or -sensitive customers. 

Pricing strategies may vary according to the time of a reservation or the 

number of days booked. Once travel agencies understand their RevPATP pat-

terns, they can develop strategies for dealing with their high- and low-

RevPATP periods. When RevPATP is low, tour managers can either try to at-

tract more customers by increasing the number of purchases or upselling in 

order to increase expenditure (such as charging extra for upgrading rooms, ex-

tending the duration of stay, or selling optional tours). During high-RevPATP 

periods, a tour manager might consider offering limited discount products or 

charging premium prices to maximize yield. 

This paper describes an exploratory study to be carried out to examine 

whether RM can be implemented in travel agencies. The study has three main 

objectives:  

 

1. To examine the extent and nature of the use of RM practices by selected 

travel agencies in Hong Kong; 

2. To examine travel agents’ perceptions of RM; 

3. To identify the barriers to, and facilitators of, RM implementation by 

Hong Kong travel agencies. 

 

The guiding aim of this study will be to gather knowledge of RM as a primary 

goal in this sector, and present recommendations for Hong Kong travel agen-

cies. 
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LITERATURE REVIEW 

Numerous hotels already use RM techniques to improve their competitive ad-

vantage and increase overall profitability (Donaghy, McMahon, & McDowell, 

1995). Kimes (1989) suggests that RM practices are applicable where the follow-

ing conditions are present:  

 

a) Capacity is relatively fixed (limited capacity); 

b) Demand can be separated into distinct market segments (segmen-

tation); 

c) Inventory is perishable (perishable inventory);  

d) The product is sold well in advance of consumption (reservation 

system); 

e) Demand substantially fluctuates (shifting demand); and 

f) Marginal sales costs are low and marginal production costs high 

(pricing policy). 

 

The value of RM systems is that they have the potential to increase profit 

through the production of analytical and systemized intelligence on the cus-

tomer base, market characteristics, and capacity. This potential is realized 

through a detailed analysis of the internal and external functional parameters 

within which the business operates.   

 
RM Typology: Traditional and Nontraditional industries 

Practices in use in industries which have traditionally made use of RM, like 

airlines or hotels, can also be extended to nontraditional users such as restau-

rants, heritage sites, tourist attractions, ski resorts, golf clubs, cruise industries, 

resorts, casinos, theme parks, and healthcare facilities. All these sectors could 

potentially make use of RM as well. Travel agencies have characteristics similar 

to both traditional and nontraditional RM users. Table 1 presents a modified 

typology of RM-using industries according to capacity, duration of service use, 

physical constraints for identification by different service users, and different 

perspectives on pricing. 
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Table 1. Modified typology of RM industries 

Industry exam-
ples 

Industries tradi-
tionally using 

RM 
Industries not traditionally using RM 

Hotels and 
airlines 

Restaurant 

Gold Clubs 

Theme parks 
and tourism 
attractions 

Travel agencies 

Service capacity 
Fixed 

Relatively 

fixed 

Relatively flexi-
ble 

Relatively flexible 

Duration of 
service use 

Fixed Variable Variable Fixed 

Physical con-
straints  Very con-

strained 

Constrained 
but 

elastic 

No constraints 
and elastic 

The availability of prod-
ucts/services   

 

Pricing  Demand based  Cost based  

 

 

Traditional users of RM such as airlines or hotels are limited in terms of ser-

vice capacity. This is also true for some nontraditional users, such as golf club 

restaurants, while others, such as theme parks, tourism attractions, and travel 

agencies, are more flexible. 

In terms of duration of use, traditional industries are limited by their book-

ing periods and physical constraints, whereas travel agencies are limited only 

by booking periods. Duration of service use in the travel industry is more likely 

to be fixed during particular holidays. In contrast, the services of other nontra-

ditional RM industries, such as theme parks, tourism attractions, restaurants, 

and golf clubs, can be purchased at any time and are not limited to any season 

or holiday. 

Compared to those industries traditionally using RM, travel agencies have 

features similar to those of theme parks or tourist attractions, which offer flexi-

ble capacity. The physical constraints on travel agencies depend on seasonality. 

As agencies do not own their end products, they are constrained by availabil-

ity, which is controlled by service suppliers such as hotels and airlines. During 

high season, travel agencies will appear similar to traditional users of RM in 

this regard, as their capacity will be very constrained; during low season, when 

there is less demand, this constraint will ease. Restaurants, golf clubs, and simi-

lar establishments are also limited by physical constraints, and their pricing is 

considered to be elastic. Travel agencies, however, can sell various tourism 
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products according to their contracts with different suppliers. This provides an 

opportunity for them to extend their service capacity. 

Compared to both traditional and nontraditional users of RM, travel agen-

cies can provide special features in their pricing strategies, often using cost- 

rather than demand-based pricing. Travel agency pricing involves markup 

strategies and adjustment of sale prices. Other industries adjust price based on 

demand forecasting, using demand-based pricing, high-demand-high-price, 

and low-demand-low-price approaches to increase their revenue.  

Travel agencies may consider using demand-based pricing to design package 

prices or sell tours at the highest possible rates during periods of peak demand 

in order to increase profits. Using different pricing approaches helps improve 

market share and overall price advantage. Small and medium-sized enterprises 

such as Hong Kong travel agencies may encounter several barriers to success-

ful RM implementation, such as lack of resources, different pricing strategies, 

or the constraints of the intermediary role. The development of guanxi net-

works can free such businesses from relying strictly on contract-based agree-

ments (Standifird & Marshall, 2000). Although many uncertainties remain, 

travel agencies could usefully adopt some of the ideas and concepts of RM. 

This study has implications for all travel agencies in Hong Kong. 

 
METHODOLOGY 

A descriptive research design will be adopted, using a qualitative approach 

and a single case study. Hong Kong has been chosen as the research site and 

industry professionals as the target respondents. The target sample size will be 

10-12, a point at which information saturation is expected to be reached (Web-

ber & Huxley, 2007). Respondents will be drawn from different organizations 

including wholesalers, retail travel agencies, ticketing agencies, and multina-

tional firms. Each interview is expected to last approximately one hour and will 

be audio recorded and fully transcribed.  

The interview questions will be based on Kimes’ (1989) theoretical frame-

work, with bilingual versions of the question list produced in English and tra-

ditional Chinese using the back-translation method. The agenda for the inter-

view and detailed list of questions will be given to participants about two 

weeks prior to the interview to allow them to reflect on the areas of concern to 

the study. Prior to the main data collection phase, a pilot test of the materials 

will be conducted using two informants with similar backgrounds to the main 

study respondents. 
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The in-depth, face-to-face interviews will be used to collect primary data. 

Secondary data will also be gathered to enable triangulation of the interview 

material. This is expected to involve collecting a variety of documents for anal-

ysis, such as textbooks, book chapters, journal articles, commercial publica-

tions, and company documents. The data will be summarized and organized 

according to the themes generated by the document review. Summaries of the 

interviews will be prepared to highlight the main concepts emerging and to set 

the context for quotes to be selected and used as examples in the research re-

port. 

The audio recording of each interview will firstly be transcribed into tradi-

tional Chinese and then translated to English. A summary form will be written 

up after each interview to record the information given to every participant, 

summarize the interview content, and provide a reference point for the next 

interview. The information collected will be numbered and recorded in a 

summary document. Notes and memos will also be written up from the begin-

ning of the data collection period.  

The data analysis and coding will be carried out in several stages. The codes 

generated will be displayed in different categories (such as different types of 

travel professionals) in themed charts. Domain analysis will be used to describe 

and analyze each theme separately. The findings at different levels will then be 

synthesized, and the coding results at different levels compared to explore dif-

ferences in opinions and suggestions. The resulting explanations and discus-

sion will then be compared with those emerging from previous research to re-

fine the conceptual framework of the study and determine the feasibility of ap-

plying RM in Hong Kong travel agencies. 

 
CONCLUSION AND IMPLICATIONS 

Few researchers have yet explored the potential of implementing RM in travel 

agencies. The literature highlights the importance of RM operations and the 

successful adoption of RM systems in many hospitality sectors and presents 

findings about the development and implementation of different pricing prac-

tices (Kimes & Wirtz, 2003). However, there has been limited discussion of the 

RM challenges facing travel agencies as a particular type of business. While 

two Canadian studies (Marcus & Anderson, 2007; Anderson & Xie, 2009) have 

discussed the implementation of RM in a travel agency context, this work does 

not fully address the issues facing the sector in Hong Kong rather than in 

Western countries. Since this is the beginning stage of the research, it is hoped 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

246 

that the results of this study will help Hong Kong travel agencies to implement 

RM successfully. The absence of research on RM practices in Hong Kong travel 

agencies reinforces the need for this study. 
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INTRODUCTION 

Multiple regression (MR) and structural equation modeling (SEM) are both ef-

fectual statistical techniques which have been referred by numerous researc-

hers as MR, a first generation technique, used over a hundred year, while SEM 

is a relatively new analytical tool with its roots extend back to the first half of 

the twentieth century (Hair, Anderson, Tatham, & Black, 2006; Nusair & Hua, 

2010). As a multivariate statistical technique, MR analysis is used to examine 

the relationship between a simple dependent variable (DV) and a set of inde-

pendent variables (IV). On the other hand, SEM, as a combination of both MR 

and factor analyses, estimates a series of separate, but interdependent MR equ-

ations simultaneously (Hair et al., 2006). This study aims to help the researcher 

to decide whether SEM or MR to adopt in his studies. 

 
LITERATURE REVIEW 

 
MR versus SEM  

SEM is the only multivariate technique that allows the simultaneous estimation 

of multiple equations (Hair et al., 2006). This means, in structural model, an IV 

in one relationship may become a DV in another relationship. Another advan-

tage of SEM is that SEM has the ability to incorporate latent variables. This not 

only improves statistical estimation and represents theoretical concepts better, 

but also directly accounts for measurement error (Hair et al., 2006; Ho, 2006). 

When the observed variables are used, there will be a measurement error with 

the observation (True score = observed score + error). In MR, all variables are 

assumed to be observable and have no measurement error (i.e. perfect measu-
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rement of variables) (Musil, Jones, & Warner, 1998). In social sciences perfect 

measurement is very rarely met, and some constructs cannot be often observed 

directly.  

 
Food Tourism and Theory of Reasoned Action (TRA) 

Food tourism describes the journeys themed by foods and drinks, specials or 

simply savory meals, foods’ preparation process and festivals. According to 

TRA, there are two different determinants of behavioral intention (BI): (1) Atti-

tude toward behavior (AtB), representing the sum of the assessments in favor or 

against the behaviour in question; and (2) subjective norms (SN), known as the 

social pressure determining the behaviour’s practicability.  

Just as BI can be estimated by means of AtB and SN, it can also assayed by 

beliefs, which can be defined as the antecedents of these factors. In this case, it 

is possible to evaluate AtB according to the individual’s behavioural beliefs 

(BB) and outcome evaluation (OE); SN, according to the normative beliefs (NB) 

that reflect the judgment of the surrounding people, and his motivation to 

comply to these beliefs (MC). So the hypotheses of the study can be listed be-

low: 

 

H1: AtB has a significant effect on BI. 

H2: SN has a significant effect on BI.  

H3: BBOE has a significant effect on AtB. 

H4: NBMC has a significant effect on SN. 

 
METHODOLOGY 

Scales have been developed after literature review, deep interview and item 

reviewing process by experts, and eventually 137 usable surveys have been ob-

tained in three months. Five point Likert type scale has been used in all measu-

rements except AtB. Expressions of “strongly disagree / strongly agree” and 

“not important at all / very important” have been used in BB and OE scales, 

respectively. There are ten items in both scales like “travelling for food is 

…exciting…” and “doing …exciting… things is not important / important for 

me”. AtB scale is measured by five point semantic differential scale and invol-

ves eight items like “travelling for food is …unuseful / useful...”. NB and MC 

have three items like “my family thinks that I should travel for food” and “I 

want to do whatever my family thinks that I should do”, whereas SN scale has 
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also three items like “most people that I consider think I should travel for 

food”. BI scale has three items including “I am planning to travel for food”. 

 
RESULTS 
 
MR 

After performing exploratory factor analysis (EFA) for the main construct to 

assess reliability and validity of the scale, three factors have been extracted na-

med AtB, BI and SN.1 Antecedents have been recalculated as ∑BBiOEi and  

∑NBjMCj, as Ajzen (1991) suggested. Cronbach alpha values which represent 

reliabilities of the factors have been found above 0.70.2 Validity of the scales has 

been evaluated with convergent3  (high loadings at the same factor) and disc-

riminant validity4 (low correlations with other factors). So reliability and vali-

dity have not been an issue. There has been no multicollinearity problem 

between IVs (TOI: 1.000, VIF: 1.000).5 

According to the MR results in Figure 1, 31% of variance on BI has been exp-

lained by AtB and SN.6 BBOE also explained 18% of variance on AtB, whereas 

NBMC explained 19% on SN.7  

 
SEM 

Before utilizing SEM analysis, BBOE has been split into two parcels.8 NBMC 

has been analysed through the multiplication of each item.9 SEM consists of 

two parts: the measurement model and the structural equation model. Measu-

rement model concerns if the indicators measure the latent factors reliably, be-

sides structural model considers if the predictor variables explain the variance 

in outcome variables adequately (Musil et al., 1998). Goodness-of-fit indices 

have been used to assess the overall model fit. After overall measurement mo-

del indices have been found acceptable (χ2 not significant, χ2 / df= 1.12, 

                                                                                 

1 Extraction Method: Maximum Likelihood,  Rotation: Promax. KMO: 0,788, Bartlett test significant, 

Total Explained Variance:  69.182%. 
2 AtB: 0.86; SN: 0.83; BI: 0.91; BBOE: 0.83; NBMC: 0.80. 
3 Factor loadings: 0.49 - 0.98. 
4 Values in the factor correlation matrix: 0.18 - 0.50. (threshold: 0.70). 
5 Threshold: TOI ≥0.10, VIF≤:10. (Hair et al., 2006). 
6 AtB SN -> BI: R2=0.31. 
7 BBOE -> AtB: R2=0.18; NBMC -> SN: R2= 0.19. 
8 P1: BBOE8, BBOE9, BBOE6, BBOE7, BBOE2;  P2: BBOE4, BBOE1, BBOE3, BBOE5. 
9 NBMC1, NBMC2, NBMC3. 
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RMSEA= 0.03, CFI= 0.99, IFI= 0.99, NFI= 0.92, GFI= 0.92)10, reliability and vali-

dity have been assessed. 

Reliability of the model has been measured by item and construct reliability 

(C.R.) on the other hand, convergent and discriminant validity have been emp-

loyed for the validity. Looking at the results in Table 1, reliability values ranged 

from 0.514 – 0.877 have represented good item reliability. Since all constructs 

have reliabilities ranged from 0.785 – 0.924, C.R. has been found high compared 

to the threshold.11 Average variance extracted (AVE) values ranged from 0.549 

– 0.803 have displayed convergent validity.12 To assess discriminant validity, 

AVE for each construct must be greater than the squared correlations between 

the construct and all other constructs in the model (Nusair & Hua, 2010). Va-

lues obtained from measurement model have indicated high discriminant vali-

dity.13  

 
Table 1. Measurement Model Results 

Construct Variables Standardized 
Loadings 

Item Relia-
bility 

C.R.a AVEb 

BBOE Parcel 1 0.84* 0.710 0.827 0.705 

 Parcel 2 0.84* 0.710   

NBMC NBMC1 0.78* 0.628 0.785 0.549 

 NBMC2 0.65* 0.598   

 NBMC3 0.79* 0.688   

AtB AtB02 0.76* 0.680 0.848 0.588 

 AtB03 0.88* 0.780   

 AtB04 0.81* 0.813   

 AtB05 0.58* 0.575   

SN SN01 0.96* 0.790 0.853 0.669 

 SN02 0.88* 0.762   

 SN03 0.56* 0.514   

BI BI01 0.96* 0.877 0.924 0.803 

 BI02 0.92* 0.838   

 BI03 0.80* 0.739   

 * p<0.05  

                                                                                 

10  Threshold for data n<250 and 12<m<30 (Hair et al., 2006):  χ2 / df ≤ 3, RMSEA< 0.08, CFI≥ 0.95 (n: 

sample size, m: number of observed variables). 
11 Threshold: 0.70 (Hair et al., 2006). 
12 Threshold: 0.50 (Hair et al., 2006). 
13 BBOE: 0.70> 0.12 – 0.44; NBMC: 0.55> 0.02 – 0.30; AtB: 0.59 > 0.02 – 0.37; SN: 0.67> 0.05 – 0.30; BI: 

0.80> 0.03 – 0.44.  
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AtB 

SN 

BI 

 

0,47* 

  0,58** BBOE 

NBMC 

0,43* 

  0,62** 

 

 

 

 

 
0,45* 

  0,57** 

 

R2=0,18* 

R2 =0,39** 
 

R2=0,19* 

R2 =0,33** 

R2 =0,31* 

R2 =0,33** 
 

 

0,24* 

0,14**(p>0.05) 

* MR results 

  ** SEM results 

a CR= (∑ Standardized loadings)2 / [(∑ Standardized loadings)2  + ∑ϵj], ∑ϵj: Measurement error 
b AVE= (∑ Standardized loadings2) / [(∑ Standardized loadings2) + ∑ϵj] 

 

 

In the second stage, structural model has been evaluated by goodness-of-fit 

indices. The overall model has a good model fit to the data (χ2 not significant, 

χ2 / df= 1.31, RMSEA= 0.05, CFI= 0.97, IFI= 0.97, NFI= 0.90, GFI= 0.90). 

However, the path from SN to BI hasn’t been significant in the structural mo-

del. After this path has been excluded, path analysis has been repeated (χ2 / df= 

1.36, RMSEA= 0.05, CFI= 0.97, IFI= 0.97, NFI= 0.90, GFI= 0.90). As Figure 1 

shows, only AtB has explained 33% of the variance on BI, whereas BBOE has 

explained 39% for AtB and NBMC explained 33% for SN.14 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1. Results of MR and SEM Analyses 

 

 
CONCLUSION AND IMPLICATIONS 

In this study, MR and SEM analyses have been compared in the context of food 

tourism. Intention of travelling for food has been tried to be explained by TRA, 

the theory Fishbein and Ajzen (1975) have introduced. MR has successfully 

                                                                                 

14 AtB -> BI: R2= 0.33. 
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explained BI through TRA, although SEM hasn’t. SEM has explained antece-

dents successfully, but not the main construct. The path from SN to BI hasn’t 

been significant. However, ratios obtained from SEM have been much higher 

than those of MR.  

In the literature, there are very few studies which compare and contrast MR 

and SEM (Musil et al., 1998; Gefen, Straub, & Boudreau, 2000; Dursun & Koca-

göz, 2010; Nusair & Nua, 2010). Most important point in these studies, SEM is 

more flexible and has higher R2 ratios than MR. For example; Musil et al. (1998) 

have utilized MR, path with regression and SEM to explain depression. In 

conclusion, all paths have been significant in SEM and R2  has been almost two 

times more than MR.15 According to the authors, SEM is more challenging than 

MR both conceptually and operationally. 

Investigating two different SEM and MR analyses, Gefen et al. (2000) have 

also reported that Lisrel, as a covariance-based SEM technique, have similar 

results with MR, nonetheless revealed higher R2 ratio. But the authors warn 

that these results shouldn’t be generalized. In their very detailed and useful 

study, they mention about some of SEM’s advantages: (1) its usefulness for 

complex processes, (2) how it provides fuller information about the extent to 

which the research model has been supported by the data. They also emphasize 

research objectives and limitations are crucial when choosing an analysis. 

Nusair and Hua (2010), have also found that one path is not significant in 

MR and path coefficients are higher in SEM. So they have agreed with Musil et 

al. (1998) and concluded this is just because MR assumes perfect measurement. 

They also suggest when there are latent variables, SEM is probably be a good 

choice, however, when censored, truncated, time-series or panel data are invol-

ved, MR is likely to be preferred.  

Dursun and Kocagöz (2010), as consistent above, have higher ratios in SEM, 

even some paths aren’t significant in MR. Authors note down the reason of ha-

ving low ratios is the fact that MR doesn’t account for indirect effects, and sug-

gest using several analyses simultaneously. 

This study has similar results with the studies abovementioned. However, 

MR has calculated all paths significantly, while SEM hasn’t. This might stem 

from latent variables SEM utilized. SEM is much more advantageous over MR, 

especially when latent constructs are to be measured. Beliefs, attitudes, norms 

                                                                                 

15 Regression: R2= 0.18; SEM: R2= 0.32. 
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and intentions, are all latent in essence. SEM is the right technique to adopt 

when latent variables are the subject matter in social sciences. 
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INTRODUCTION 

Categorization of economic sectors dates back more than 80 years. Since then, 

several models have been developed and adapted to real life changes. In the 

meanwhile, development of service sector (SS) together with technological 

changes has necessitated the diversification of these categories and the estab-

lishment of international standards to be used for economic and political issues. 

On the other hand, quality works started in 1950s in the Far East to improve 

productivity and first spread among the manufacturing companies. In the fol-

lowing years, quality works and awards have advanced in other parts of the 

world and the dimensions have been widened to the areas other than producti-

vity. EFQM Excellence Award (EFQM EA) has been among these models with 

its concepts and criteria covering any organization with all stakeholders.   

In this context, this study aims to bring up a matter about the situation of SS 

organizations which have won EFQM EA from the beginning. In order to achi-

eve the aim, the paper is structured as follows: 1) the history of economic sector 

categorization in order to establish a framework for the best classification, 2) 

brief introduction of EFQM EA with its evolution up to today, 3) identification 

of award winning SS organizations. In addition, the situation of tourism has 

been analysed. Award winners in Turkey have also been studied in the same 

flow.  

LITERATURE REVIEW 

Very first categorizations of economic sectors included three basic groups have 

been defined in different terms (Katouzian 1970; Singelmann 1978): primary, 
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secondary and tertiary or agricultural, manufacturing and service or extractive, 

transformative and services.    Due to inadequacy of three-factor model (Sin-

gelmann 1978) along the development of services in the economies, the need to 

classify SS in sub-categories for more purposeful definitions has arisen. This 

necessity has occurred also due to developments in technology and innovations 

since the distinction between different sectors has been ambiguous according to 

their principal or subordinate productions. Therefore new classification sets 

with more items were have been developed in order to cover all types of pro-

ductions or organizations (Pavitt 1984; Miozzo and Soete 2001; Castellacci 2008; 

Castaldi 2009). As for the categorization of services, the very first identification 

has been made by Fisher (1933) as covering “facilities for travel, amusements of 

various kinds, governmental and other personal and intangible services, flowers, music, 

art, literature, education, science, philosophy and the like”. Later some other classifi-

cations have also been made depending on the distinctive features of services 

such as new, complementary and old (Katouzian 1970) or distributive, produ-

cer, social, personal (Singelmann 1978).  

The concern of comparing economic data and situations on international le-

vel has resulted in the production of an international reference as a standardi-

zed tool of statistics. In order to provide a set of activities to be utilized while 

collecting and reporting economic data, United Nations launched the very first 

classification set on international standardization of industry activities in 1948 

(United Nations Statistics Division 2008). Since then this reference set has been 

revised four times up to the fourth revision in 2008. Being named as the Inter-

national Standard Industrial Classification of All Economic Activities (ISIC), 

this reference has been used by the majority of the countries. ISIC has been a 

recognized reference for international classifications and widely used for inter-

national reports and statistics (Mannetje and Kromhout, 2003). Some countries 

have developed their national classifications derived from ISIC. The Statistical 

Classification of Economic Activities in the European Union (NACE) is one of 

those guided by the structure of ISIC. NACE has been  prepared by taking so-

me items identically or adding some sub-items in the ISIC categories (United 

Nations Statistics Division 2008). NACE has been adopted by the majority of 

European countries for the publication of statistics (Mannetje and Kromhout, 

2003). 

 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

256 

EFQM excellence model (EFQM EM) was launched in 1991 by European 

Foundation for Quality Management which had been founded in 1989 with the 

participation of 67 European countries. The model proposed a framework for 

the EFQM EA (European Quality Award) which was given first in 1992 (EFQM 

2014). Since then, the model has been revised every five years to adapt global 

changes in the world.  Today the final version of the model concentrates on 

sustainability, fulfilment of all stakeholders’ expectations and innovation. Be-

ing a premise of the award, EFQM EM can be used by organizations of all sec-

tors as a comprehensive tool for total quality management and self-assessment 

method by making use of information and experience shared on various media 

(Ghobadian & Woo 1994).  

METHODOLOGY 

In order to distinguish the sectors of EFQM EA winners, first a clear categoriza-

tion tool needs to be determined. NACE has been chosen as an appropriate 

classification set since both NACE and EFQM concern European countries. Af-

ter choosing the medium, the second step was to precise which articles of NA-

CE indicate SS. Veil (1990)  has identified the central and broadest SS grouping 

with articles indicated in ISIC as the ones between G – Q. At that time, the last 

group was Q in the ISIC and the grouping included articles coming after F. Sin-

ce ISIC and NACE are similar and after four revisions, today, the grouping is 

defined till the letter U, the content of the SS has been widened accordingly. 

Among those articles, the ones indicating the tourism activities have been selec-

ted by using the UNWTO terms. Table 1 shows NACE codes with those con-

cerning tourism.        

After determination of the NACE articles of SS and tourism, EFQM EA 

winners were scanned using EFQM database and history records. EFQM data-

base contain detailed information for the years 2003 – 2013 whereas history da-

ta provides some information about award and prize winners together with 

finalists from the beginning in 1992. Since the database is subject to be revised 

according to changes of the model and contains only the recent applications, 

history records have been taken into consideration upon advice from EFQM 

center (e-mail correspondence on 29.01.2014). Every year those with over 600 

points among the finalists are recognized as prize winners. The organizations 

with the highest points win the EFQM EA for the subject year and the award is 

given on the highest graded fundamental concept of the model (face to face in-

terview with EFQM representative of Turkish Society for Quality – KalDer on 

30.01.2014).  
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Table 1. Tourism products & services in NACE codes 

Code 

letter
Sectors

Tourism products & services as defined by 

UNWTO

A Agriculture, forestry and fishing -

B Mining and quarrying -

C Manufacturing -

D Electricity, gas, steam and air conditioning supply -

E
Water supply: sewerage, waste management and 

remediation activities 
-

F Construction -

G
Wholesale and retail trade; repair of motor vehicles 

and motorcycles 

Retail trade of country-specific tourism 

characteristic goods 

H Transportation and storage Railway, road, water and air transport services 

I Accommodation and food service activities
Accommodation, food & beverage services for 

visitors 

J Information and communication -

K Financial and insurance activities -

L Real estate activities -

M Professional, scientific and technical activities -

N Administrative and support service activities 
Transport equipment rental services; travel 

agencies and other reservation services activities

O
Public administration and defence; compulsory 

social security 
-

P Education -

Q Human health and social work activities -

R Arts, entertainment and recreation 
Cultural, sports and recreational activities; other 

country-specific tourism characteristic goods 

S Other service activities -

T

Activities of households as employers; 

undifferentiated goods- and services-producing 

activities of households for own use 

-

U
Activities of extraterritorial organizations and 

bodies
-

 
Source: European Commission Competition 2010; UNWTO 2007. 

In order to finalize the study, the list of award winning organizations 

between 1992 – 2013 was taken out from EFQM official website (EFQM 2014). 

The main activity of each organization was searched using internet. Depending 

on this information, the sectoral division of each organization was precised 

using classification of Veil (1990).  For Turkey, KalDer (2013) records were ta-

ken into account for EFQM EA winners and the same process as EFQM list was 

conducted.  

RESULTS 

According to the database (EFQM 2014), there have been so far 2,684 applicati-

ons for EFQM EM; sectoral divisions in SS are as follows: 32% educational, 10% 
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health, 10% social, 9% miscellaneous services and 5% administration of econo-

mic programs. The sectors indicated here are those determined by EFQM de-

pending on the organization’s area where the model is implemented; this secto-

ral division does not reflect the main economic or social activity of the subject 

organization. In respect of data about the hotels, 36 applications have been ma-

de to EFQM; 16 for recognition of excellence and 20 for commitment to excel-

lence. Countries (with number of applications) of recognition are Germany (5), 

Ireland (4), Turkey (2) and Austria (2) while 16 applications for commitment 

are from United Kingdom. As for tourism, 223 applications were ascertained on 

the database but this number is ambiguous since transportation is not divided 

for passenger or materials. Moreover, as stated before, this sectoral classifica-

tion on the database does not indicate the main activity but the EFQM-

implemented area of the organization. For instance, 2013 award winning orga-

nization was a hotel but its sector was indicated as administration of economic 

programs in the database. However, the figures provide a general overview of 

the applications. Finally, the database indicated that 99 applications out of 126 

from Turkey have been made for SS groups.  

Being a more reliable information source, EFQM history records (EFQM 

2014) state that 42 organizations won EFQM EA between the years 1992 – 2013. 

Table 2 shows number and sector of EFQM EA winners according to countries. 

These organizations were divided in various sectors as follows: 19 from manu-

facturing (45,2%) and 22 from service (52,4%); one organization belongs to the 

sector D. Within the SS, information & communication (J) and education (P) 

had the highest scores. Once the concepts of awards were investigated, the re-

cords indicated that eight organizations won EFQM EA for leadership-related 

concepts while five organizations won for customer- and another five organiza-

tions for people-related concepts. Tourism was represented by two hotels in 

Germany and Austria. No other tourism organization have won the EFQM EA 

so far.  
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Table 2. Sectors of EFQM EA winning organizations 

Country

                  

EFQM EA 

winners (#)

Sector with NACE codes & number of organizations 

for each sector

United Kingdom 16 C:3, H:2, J:3, K:1, M:1, N:1, P:4, Q:1

Turkey* 8 C:5, D:1, G:1, S:1 

Germany 4 C:2, H:1, I:1 

Belgium 2 C:2

Denmark 2 C:1, P:1

France 2 C:1, J:1

Italy 2 C:2 

Austria 1 I

Finland 1 C

Greece 1 C

Hungary 1 C

Spain 1 J

Switzerland 1 Q

TOTAL 42 C: 19, D:1, G:1, H:3, I:2, J: 5, K:1, M:1, N:1, P:5, Q:2, S:1  
*One manufacturing organization won EFQM EA twice. 

Source: EFQM (2014). 

 

Being the second country with the highest number of EFQM EA winners 

(Table 2), Turkey has also a national award system serving as a premise of 

EFQM EA. EFQM respects national awards so much since those necessitate a 

strict pursuit of the EFQM EM and national quality organizations are more se-

vere than EFQM center at the assessment process (interview at KalDer 

30.01.2014). In this country, there are two national awards: national quality and 

sustainability in quality. Three organizations shown in the figures of Table 2 

won sustainability and four organizations won national awards previously 

(KalDer 2013). In total, five organizations won sustainability while 27 gained 

national awards (seven from SS). Once tourism was tracked, KalDer (2013) rec-

ords stated that four air and one water transport, two food service organiza-

tions, two travel agencies and one hotel groups have reached the different stag-

es of EFQM. Except for a travel agency, the other organizations have slowed 

down with their process.  

CONCLUSION AND IMPLICATIONS 

This study makes a significant contribution to the literature by exposing the 

sectoral division of EFQM EA winner organizations. Consequently, the share of 
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SS organizations is higher than other sectors. Moreover, the study has shown 

that tourism is represented only by two hotels and EFQM or excellence models 

are not frequent in the tourism sector. Further studies can be conducted to ana-

lyze the reasons for this situation. Finally, the current research has been made 

to understand the relative share of SS according to main activity of the organi-

zations. In order to recover from this limitation, a more detailed research can be 

considered in terms of EFQM EM performing units.   
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INTRODUCTION 

Overall, the environmental education provides true information for understan-

ding the biophysical environment, to create motivations, to guide finding sui-

table solutions to biophysical environmental problems, and instil an effective 

role in involvement in the environmental movements as a social and political 

culture (Stapp et al, 2009; Hajer, 1995). Therefore:   

‘…those now being educated will have to do what the present gene-

ration has been unable or unwilling to do: stabilize world population, 

reduce the emission of greenhouse gases that threaten to change the 

climate…protect biological diversity, reverse the destruction of fo-

rests everywhere, and conserve soils. They must learn how to use 
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energy and materials with great efficiency. They must learn how to 

run civilization on sunlight. They must rebuild economies in order to 

eliminate waste and pollution. They must learn how to manage re-

newable resources for the long term (Orr, 1996: 7).  

LITERATURE REVIEW 

This study grounded upon the theory of ‘ecological modernization’, which has 

captured the attention of numerous scholars around the world.  More so in 

Western Europe, especially, Germany, the Netherlands, the UK, Denmark, 

Sweden, the USA, newly industrialized countries (NICs), and slowly progres-

sing in developing countries too (India, Costa Rica, and Vietnam). Neverthe-

less, the concept has shaped and molded into an epistemological/paradigmatic 

framework to overcome the environmental challenges of the new millennium 

(Giddens and Sutton, 2014; Mol et al, 2009; Hajer, 1996).  The focus of our study 

is the institutional transformation on the educational entities-Universities- 

where three areas of transformation targeted by ecological modernization 

school of thought through environmental education. They are:  

i. Transformations in the role of the nation-state, 

ii. Modifications in the position, role and ideology of social movements;  

iii. Changing discursive practices and emerging new ideologies. 

 

The role of educational institutions, regardless of the level of schooling,  proven 

to be highly effective in generating awareness and commitment / sensitivity to 

environmental issues (Cutter-Mackenzie and Edwards, 2013;  Ivy et al, 1998). 

The issue of environmental education well established in the context of  ‘the 

February 1997 Seminar on International Environmental Education Policies, at 

the University of Liineburg (Germany), organized in cooperation with the 

Commission of the European Communities’(Chaineux and Charlier, 1999: 896). 

The most cited theoretical model relevant to environmental education is the 

‘theory of planned behavior’ modeled by Ajzen and Fishbein which became a 

backdrop for Hines , Hungerford and Tomera’s  ‘Model of Responsible Environ-

mental Behavior (as cited in Kollmuss and Agymeman, 2002: 243). In the latter 

model, Hines and his colleagues found that certain variables are highly associa-

ted with responsible environmental behavior that are: ‘knowledge of issues, 

knowledge of action strategies, Locus of control, attitudes, verbal commitment, and in-

dividual sense of responsibility (Kollmuss and Agyeman, 2002).  
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METHODOLOGY  

In all, 600 questionnaires distributed among graduate and undergraduate level 

students majoring in different fields of study. For this purpose, an instrument 

of 51 items designed and tested. The instruments adapted from Ivy et al (1998) 

that applied to measure secondary students’ environmental knowledge. The 

breakdown of 51 questionnaires contained 16 items for the measurement of en-

vironmental knowledge of students, 13 items targeted their attitudes towards 

environmental concerns, and 13 items gauged their environmental behavior 

(i.e., four items on their green consumerism and nine items on their general 

environmental behavior). The remaining nine items assessed the EMU’s envi-

ronmentally relevant modules within the curricula (Table 1).  

 

 

 

A convenience method of sampling applied. However, in this study, the 

instruments readjusted to measure the EMU’s role in provision of environmen-

tal education through different modules within the curricula.  In   all, 277 ques-

tionnaires returned which 241 items were valid and usable. Thus, the response 

rate was 40 %. To ensure the clarity of the instruments, they were pilot tested 

on 20 respondents (12 undergraduates and 8 graduates) who were not included 

in the survey. The pilot study result indicated that questionnaires did not have 

serious threat regarding understandability and ambiguity of the items.  The 

reliability of the instruments measured by deriving Cronbach’s alpha; the reliabi-

lity coefficients for three dimensions-environmental knowledge, attitude, and 

behavior- met the acceptable cutoff indicating 0.61, 0.65, and 0.63 respectively. 

Therefore, the results indicate the internal consistency of the measurement 
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(Bryman, 2012). For the purpose of descriptive and inferential statistical analy-

sis, a one- way analysis of variance (ANOVA), and a t-test were applied using 

SPSS software.   

RESULTS 

To investigate objective of the study, the mean scores of environmental 

knowledge of the students have been calculated and presented as percentage in 

Table 1. Score means of environmental attitude and behavior of two groups of 

students by field of study, gender, and nationality (continent) have compared 

using t-test (Table 3). One-way analysis of variance (ANOVA) employed to 

compare means of environmental attitude and behavior of the respondents in 

the context of four modules within the curricula - towards dissemination of 

environmental education.  

General environmental knowledge 

Analysis of respondent’s knowledge regarding environmental facts, concepts, 

and global environmental issues showed 55% with accurate knowledge on the 

specific issue of ‘land’ related environmental issues (3 items).  The accuracy of 

the knowledge on issues of ‘air’ related environmental issues was 51% in total 6 

items). Respondent’s knowledge on ‘water’ related environmental issues was 

36% in total (2 items). However, the respondents’ knowledge and information 

on the issue of ‘noise’ was 10% in total (1 item). In relation to ‘global environmen-

tal issues’, respondents’ knowledge was 28% in total that measured by 4 times 

(Table 2). Overall, the average scores of the respondents in relation to their 

awareness and knowledge of environmental issues came to be 47.3 %. The re-

sults indicate that the general information and knowledge of students in EMU 

is below average (47.3%). In comparing to the study conducted by Ivy et al 

(1998), the consistency of our study is similar only in terms of knowledge to 

‘noise’ pollution as an environmental issue.  

Students’ learned attitude precedes their behavior where the latter is associated 

with taking action on the concerned issue-in this case environmental concern. 

As shown in Table 3, this dimension measured by 13 items in two categories 

(refer to Table 1) where the mean attitude and behavior scores with standard 

deviations for Engineering and social science students demonstrated. In addi-

tion, the mean and standard deviation scores based on gender and nationality 

(continent) shown in Table 3. 
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Environmental attitude and behavior 

The results of t-test for mean comparison of two groups of student revealed 

that there are a significant difference between environmental attitudes of Engi-

neering and Social Science students (t= -2.65, p<. 01). Environmental attitude of 

social science students (M=3. 22, SD=. 50) is stronger than Engineering students 

(M=3.04, SD=. 52). Meanwhile, score mean of the environmental behavior of 

engineering and social science students are not significantly different (t= -.02, 

ns.). Environmental attitude and behavior of students among male and female 

student are not statistically significant. Comparison of environmental attitude 

and behavior of African an Asian student revealed no significant differences 

between the groups t (241) = -.26, ns. (Table3). 

 

EMU’s environmentally relevant modules/ curricula 

 A one-way analysis of variance (ANOVA) test conducted to compare means of 

educational level of students in terms of their environmental attitude and be-

havior. The analysis revealed that there are not any significant differences in 
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terms of environmental attitude (F (3, 241) = .54, ns.) and behavior (F (3, 241) = 

1.2, ns.) of students through four means of education modules (i.e., courses, 

workshop, field trip, and campaigns) (Figure 1). Furthermore, there are not 

significant differences among various levels of schooling including 2-year 

programs, 4-year program, master program, and doctoral program. As depic-

ted in Figure 1, 39% of the respondents claimed that they have not taken any 

environmentally related/relevant modules, 59% stated that they have never 

participated in any workshop on environmental issue, 54% responded they ha-

ve never participated in any field trip for environmentally oriented educatio-

nal. Fifteen percentages of the students have never participated in any campa-

ign regarding environmental issue.  As depicted in the last column of Figure 1, 

only 2% of the students have taken more than three environmentally oriented 

courses, 5% have attended more than three workshops, 5% have taken more 

than three field trips, and 6% have taken part in campaigning more than three 

times. 

 

 

Figure 1- Level of environmental activities within the curricula at EMU. 

CONCLUSION AND IMPLICATIONS 

This research is contextualized within the ecological modernization theory as 

an alternative for and complementary to sustainable development paradigm, 

because ‘ecological modernization challenges the conventional wisdom that 

there is a zero-sum tradeoff between economic prosperity and environmental 

concern’ (Jackson and Roberts, 1999). Nevertheless, our study’s paradigmatic 

context and epistemological framework based on three fundamental constructs 
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of EMT, which ‘moves beyond apocalyptic orientations to see environmental 

problems as challenges for social, technical and economic reform, rather than as 

immutable consequences of industrialization. Second, emphasizing [transforma-

tion of core social institutions] of modernity… including science and technology, 

production and consumption, politics and governance, and the 'market', on 

multiple scales (local, national, and global). Third, [positioning in the academic 

field] distinct from counter-productivity/deindustrialization’ (Mol and Son-

nenfled, 2000). 

Eastern Mediterranean University, as an educational institution, empirically 

assessed for its role in providing environmental education. The study revealed 

that students at EMU scored poorly regarding their overall knowledge and 

awareness of environmental issues (47.3%). This is an indication of a student’s 

lack of exposing to the subject in question. Student’s responses to the issues of 

land, air, water, noise, and globally related environmental issues scored ‘55’, 

‘51’, ’36’, ‘10’, and ‘28’ respectively. This indicates that students, either prior to 

schooling at EMU or during their attendance, have not developed adequate 

knowledge on the subject.  
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INTRODUCTION 

With the development of internet, multiple leisure spaces that allow a variety 

of leisure activities have been provided, and interactional, spatial, and tem-

poral experience of leisure have been changed as well (Bryce, 2001). Leisure 

service is one of the major services on the Internet (Amichai-Hamburger & Ben-

Artzi, 2003). In recent years, the development of smartphone devices based on 

the Internet has brought about an unprecedented change in the society (Kwon 

et al., 2013). Online leisure activities are available on a smartphone with the 

function of Internet access (Ickin, Fiedler, Janowski, Hong & Dey, 2012). People 

use smartphones for entertainment and pleasure, and social-oriented activities 

are encouraged through smartphones as well (Chun, Lee & Kim, 2012). This is 

where the need for research on smartphone-based online leisure activities is 

required. The major topic in respect of online leisure activities is its relation 

with loneliness. However, most previous studies focusing on the relationship 

between leisure and loneliness were based on PC based online in particular. 

Thus, in this study, the relationship between smartphone-based online leisure 

activities and loneliness will be discussed. The purpose of the present study is 

to understand and clarify the relationship between smartphone-based online 

leisure activities and loneliness. 
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LITERATURE REVIEW 

Smartphone-based online leisure activities 

The multifunctional traits of online are now rising in smartphone generations 

with wireless connectivity (Zheng & Ni, 2006). A smartphone is basically a mo-

bile device with the functionality of a telephone plus a pocket PC (Derks, ten 

Brummelhuis, Zecic & Bakker, 2012). Smartphone-based online leisure activi-

ties refer to leisure activities based on the function of wireless network on 

smartphone. With a growing number of people using smartphones (Zheng & 

Ni, 2006), it is evident that many of online-oriented leisure activities are per-

formed through smartphones with wireless internet connections. 

 
Loneliness and online leisure activities 

Loneliness is a self-perceived state in which a person’s human relationship or 

network is either smaller or less satisfying than desired (Jones, 1981). Loneli-

ness is derived from an insufficient relationship, and low social contacts have 

been known as the major factor to cause loneliness in many studies (Steptoe, 

Shankar, Demakakos & Wardle, 2013). Participation in leisure activities can 

help to reduce perceived loneliness (Croezen et al., 2009). However, many stud-

ies have found that online activities are related to increased loneliness (Seeper-

sad, 2004). Online activities would displace time which can rather be used for 

offline social activities (Kraut, Patterson, Lundmark, Kiesler, Mukophadhyay & 

Scherlis, 1998), and cause loneliness and depression (Kraut et al., 1998). In con-

trast to these studies, other studies have found that the Internet can foster 

communication (Moody, 2001), and consequently decrease loneliness with a 

positive and anonymous relationship (McKenna & Bargh, 2000). Recently, for 

retired older adults, positive contribution was found to mental well-being in a 

longitudinal analysis(Cotton, Ford, Ford, & Hale, 2014). 

METHODOLOGY 

The relationship between online leisure activities and loneliness is still contro-

versial. When it comes to studies for smartphone-based online leisure activities, 

smartphone use for the purpose of entertainment is not related to reducing 

loneliness because offline social connections are restricted with using 

smartphone (B.-W. Park & Lee, 2011). Accordingly, the proposed model is con-

structed to test the hypothesized connections as below: 
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H1 : smartphone-based online leisure activities will have influences on lone-

liness 

 
MEASURES 
 
Loneliness 

To measure perceived loneliness, the UCLA Loneliness Scale version3 (Russell, 

1996) was employed in this study. This scale included a total of 20 items with 

11 negatively worded items (lonely) and 9 positively worded items (non-

lonely). The negatively worded items were calculated in reverse and combined 

with all positive items as total value of loneliness. The higher scores mean the 

less degrees of loneliness. 

 
Smartphone-based online leisure activities 

Online Entertainment Scale (Whitty & McLaughlin, 2007) includes three sub 

scales as online entertainment leisure activities which are Internet for comput-

er-based, Internet to facilitate offline entertainment, and Internet for infor-

mation about the entertainment world. These classifications were drawn upon 

to aid in selecting items for this study, and to examine the endemic properties 

of smartphone-based online leisure activities. Also, focus group interview was 

conducted for 8 people who use their smartphones for leisure purposes.  

RESULTS 

A total of 239 questionnaires out of 260 conducted were completed, resulting in 

a raw response rate of 88.8%. Respondents consisted of 125 females (52.3%), 

and 114 males (47.7%). The 20s respondents were the most common (71.7%), 

followed by 30s (24.7). According to Korea Internet and Security Agency (2012), 

the main generations who use smartphone for internet usage are 20s and 30s. 

So, in our study, 20s and 30s are focused to be analyzed. In the average using 

time for smartphone per day, 36.8% responded from an hour to two hours, and 

28% responded from two hours to three hours. 

Table 1 reveals differences in loneliness on each demographic factor. Using 

T-test, no significant differences existed on gender and marriage. Loneliness 

differences on hours of smartphone use, period of smartphone use and resi-

dence type are suggested using an ANOVA. The ANOVA shows that loneli-

ness was only significantly different on residence type. In residence type, ‘with 

family’, and ‘dormitory’ indicated relatively low loneliness compared to loneli-

ness on type of ‘alone’, and ‘with ‘friends’. 
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Table 1. Demographic factor and loneliness 

  Means(Standard deviation) T-value 

Loneli-
ness 

Gender Male Female  

.527 79.28(10.990) 78.56(10.155) 

Marriage Marriage Non-Marriage  

.314 78.43(10.483) 79.00(10.582) 

 F-value 

Hours of 
Smartphone 
use(hours) 

< 1 1 - 2 2 - 3 3 - 4 > 4  

.242 
78.3(9.569
) 

78.6(9.224) 79.3(12.12) 78.3(10.95) 80.6(11.25
) 

Period of 
Smartphone 
use(year) 

< 1 1 - 2 2 - 3 3 - 5 > 5  

1.436 
73.3(9.975
) 

79.2(11.54) 77.7(11/18) 80.0(8.655) 81.3(13.24
) 

Residence Type Alone With Family With Friends Dormitory  

2.988 *** 79.1(9.798) 78.4(10.523)ᵇ 88.0(9.849) 87.1 (11.357)ᵃ 

            ***p<.05, **p<.01, *p<.001 

ᵃMean>ᵇMean at p<0.05(Scheffe Test) 

 

 
Factor analysis of smartphone-based online leisure activities  

15 smartphone-based online leisure activities items were factor analyzed using 

the principal components method with varimax rotation. Three items with fac-

tor loading lower than 0.4 or inappropriate loading were removed and remain-

ing 12 items were analyzed again. All 4 factors were identified with eigenvalue 

greater than 1 and 66.073% of the total variance. These factors were named as 

Smartphone-based online social activities (e.g., social network, email checking 

and sending-not for business purpose, blog and private website), Smartphone-

based online hobby activities (e.g., download or listen to live music, download 

or watch live video, reading e-book or magazine), Smartphone-based online 

information searching activities (e.g., searching for current or entertainment 

news, searching for sports news, web-surfing), and Smartphone-based online 

to facilitate offline leisure activities (e.g., searching for information about hobby 

or interests, searching for information on leisure or travel).  
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Table 2. The relationship between smartphone-based online leisure activities and loneliness 

Depend-
ent vari-
able 

Independent Variable Unstandard-
ized Coeffi-
cients 

Standardized 
Coefficients 

T-
val-
ue 

P-
value 

B SE β 

Loneli-
ness 

(Constant) -.001 .06
3 

 -
.023 

.981 

Smartphone-based online social 
activities 

.254 .06
8 

.254 3.75
0 

.000*
** 

Smartphone-based online hobby 
activities 

.059 .06
7 

.059 .886 .376 

Smartphone-based online infor-
mation searching activities 

-.008 .06
9 

-.008 -
.117 

.907 

Smartphone-based online to facili-
tate offline leisure activities 

-.006 .07
0 

-.006 -
.085 

.932 

R²=.075, adj. R²=.060, F=4.754, p=.001** 

***p<.05, **p<.01, *p<.001 

 

The multiple regression model was found to be statistically significant at 

p<.01 between smartphone-based online leisure activities and loneliness 

(F=4.754, Adj. R²=.060). As shown in Table 2, one factor of smartphone-based 

online social activities was found to have significant positive effects on loneli-

ness. This result indicates that smartphone-based online social activities will 

reduce loneliness. The remaining three factors were found to have no effects on 

loneliness. 

 

CONCLUSION AND IMPLICATIONS 

This study investigated the relationship between smartphone-based online lei-

sure activities and loneliness. The smartphone-based online leisure activities 

were segmented as 4 factors. The regression analysis revealed that smartphone-

based online social activities will reduce loneliness. This result is in contradic-

tion to many study results that online activities would cause loneliness (Kraut 

et al., 1998; Nie & Erbring, 2000; Seepersad, 2004). However, the result in the 

study could support the idea that internet usage can decrease loneliness 

(McKenna & Bargh, 2000). Overall, this study adds an important contribution 

to the scant research on smartphone-based online leisure. Additionally, the re-

vealed relationship between smartphone-based online leisure activities and 

loneliness could provide basic information to understand smartphone and 

loneliness. More importantly, the revealed fact that the smartphone-based 
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online social leisure activities could reduce loneliness will be good information 

to deal with loneliness or some side effects from smartphone addictions. For 

the limitation of this study, the average age of sample could not reflect all the 

ages as most of samples were focused on 20s and 30s. In the future study, all 

limitations commented above should be considered to have more precise re-

sults. 

 
ACKNOWLEDGEMENT 

The author wishes to thank Professor Hoon Lee for his guidance during all re-

search. 

 

REFERENCES 

Amichai-Hamburger, Y., & Ben-Artzi, E. (2003). Loneliness and Internet use. Computers in Human 

Behavior, 19(1), 71-80.  

Bryce, J. (2001). The technological transformation of leisure. Social Science Computer Review, 19(1), 7-

16. 

Chun, H., Lee, H., & Kim, D. (2012). The integrated model of smartphone adoption: Hedonic and 

utilitarian value perceptions of smartphones among Korean college students. Cyberpsy-

chology, Behavior, and Social Networking, 15(9), 473-479.  

Cotten, S. R., Ford, G., Ford, S., & Hale, T. M. (2014). Internet Use and Depression Among Retired 

Older Adults in the United States: A Longitudinal Analysis. The Journals of Gerontology Se-

ries B: Psychological Sciences and Social Sciences, gbu018. 

Croezen, S., Haveman-Nies, A., Alvarado, V., Van’t Veer, P., & De Groot, C. (2009). Characteriza-

tion of different groups of elderly according to social engagement activity patterns. 

JNHA-The Journal of Nutrition, Health and Aging, 13(9), 776-781.  

Derks, D., ten Brummelhuis, L. L., Zecic, D., & Bakker, A. B. (2012). Switching on and off…: Does 

smartphone use obstruct the possibility to engage in recovery activities? European Journal 

of Work and Organizational Psychology(ahead-of-print), 1-11. 

Ickin, S., Wac, K., Fiedler, M., Janowski, L., Hong, J.-H., & Dey, A. K. (2012). Factors influencing 

quality of experience of commonly used mobile applications. Communications Magazine, 

IEEE, 50(4), 48-56.  

Jones, W. H. (1981). Loneliness and social contact. The Journal of Social Psychology, 113(2), 295-296.  

Korea Internet and Security Agency (2012). The research of Smartphone usage.  

Kraut, R., Patterson, M., Lundmark, V., Kiesler, S., Mukophadhyay, T., & Scherlis, W. (1998). Inter-

net paradox: A social technology that reduces social involvement and psychological well-

being? American psychologist, 53(9), 1017.  

Kwon, M., Lee, J.-Y., Won, W.-Y., Park, J.-W., Min, J.-A., Hahn, C., Kim, D.-J. (2013). Development 

and Validation of a Smartphone Addiction Scale (SAS). PloS one, 8(2), e56936.  

McKenna, K. Y., & Bargh, J. A. (2000). Plan 9 from cyberspace: The implications of the Internet for 

personality and social psychology. Personality and social psychology review, 4(1), 57-75.  



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

276 

Moody, E. J. (2001). Internet use and its relationship to loneliness. CyberPsychology & Behavior, 4(3), 

393-401.  

Nie, N. H., & Erbring, L. (2000). Internet and society. Stanford Institute for the Quantitative Study of 

Society.  

Park, B.-W., & Lee, K. C. (2011). The Effect of Users’ Characteristics and Experiential Factors on the 

Compulsive Usage of the Smartphone Ubiquitous Computing and Multimedia Applications 

(pp. 438-446): Springer. 

Russell, D. W. (1996). UCLA Loneliness Scale (Version 3): Reliability, validity, and factor structure. 

Journal of personality assessment, 66(1), 20-40.  

Seepersad, S. (2004). Coping with loneliness: adolescent online and offline behavior. CyberPsycholo-

gy & Behavior, 7(1), 35-39.  

Steptoe, A., Shankar, A., Demakakos, P., & Wardle, J. (2013). Social isolation, loneliness, and all-

cause mortality in older men and women. Proceedings of the National Academy of Sciences, 

110(15), 5797-5801.  

Whitty, M. T., & McLaughlin, D. (2007). Online recreation: The relationship between loneliness, 

Internet self-efficacy and the use of the Internet for entertainment purposes. Computers in 

Human Behavior, 23(3), 1435-1446.  

Zheng, P., & Ni, L. M. (2006). Spotlight: the rise of the smartphone. Distributed Systems Online, IEEE, 

7(3).  

 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 277-282,  
03 – 07 June 2014, Istanbul, Turkey 
Printed in Turkey. All rights reserved 

ISBN: 978-605-4940-25-7 

 

 
“We are not tourists. We fit in this Community”:  

Relationship between Volunteer Tourists and Residents  
in Puerto Viejo, Costa Rica 

 
 

Hanjung Lee 
Department of Kinesiology and Recreation Management 

University of Manitoba, Canada 
E-mail: umlee346@cc.umanitoba.ca   

 
 

Michael Campbell 
Natural Resources Institute 

University of Manitoba, Canada 
E-mail: Michael.Campbell@umanitoba.ca  

 

 
INTRODUCTION 

This study is intended to understand the social relations that are formed be-
tween residents and voluntourists in practice from the perspective of volunteer 
tourists by using emotional solidarity framework suggested by Woosnam 
(2008). By exploring volunteer tourists’ emotional solidarity with residents, the 
researcher aims to uncover how volunteer tourists feel about their relationships 
with residents. 

Voluntourism has been gaining in popularity around the world. Unlike 
mass tourism, which has been criticized partially due to engendering exploita-
tive, superficial, and stereotypical relationships between hosts and guests, vol-
untourism has been regarded to provide a creative, authentic and mutually 
beneficial relationship based on volunteering (McIntosh & Zahra, 2007). With 
these assumptions, it is believed that voluntourism will bring international sol-
idarity, and support the change of the unequal structure of the world (Conran, 
2011).   

Nevertheless, little research has been conducted in order to understand the 
reality of the relationships formed between volunteer tourists and residents. 
These positive benefits of volunteer tourism are often taken as granted. For this 
reason, this research asks, what are the social relations that are formed between 
residents and tourists in practice? This article contributes to the emerging tour-
ism research on humanitarianism and emotional experience, by exploring emo-
tional relationships between voluntourists and residents from the perspectives 
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of international volunteers in Puerto Viejo, Costa Rica. This is the first case of 
the study that emotional solidarity theory was applied to volunteer tourism 
where residents and tourists are from different cultural and language back-
ground.  

 
THEORETICAL FRAMEWORK 

 
This research explores the relationship between volunteer tourists and resi-
dents by adapting and applying the theory of Emotional Solidarity suggested 
by Woosnam (2008). Emotional solidarity can be interpreted as emotional 
closeness and sense of unity that binds individuals together as part of a group 
(Woosnam, 2008). Woosnam suggested that shared beliefs, shared behavior, 
and interaction strengthen emotional solidarity (Woosnam, 2008). An emotion-
al solidarity research framework could provide essential information, so that 
one might gain a better understanding of whether the relationships between 
volunteer tourists and residents are compatible with the ideal objectives sug-
gested by the voluntourism industry.  

 
 
RESEARCH OBJECTIVES 

 
The purpose of this study is to understand the social relations that are formed 
between residents and volunteer tourists in practice with respect to the volun-
teer tourists’ perspective. Three research questions were addressed in this 
study: 1) What are the social relations that are formed between residents and 
volunteer tourists? 2) How do volunteer tourists identify themselves within 
their relationship with residents while they are participating in a voluntourism 
program? 3) What are commonalities and differences that volunteer tourists 
believe they have with residents?  
 
METHODOLOGY 

 
This research adopted a qualitative case study approach for the following rea-
sons: First, it was considered that a qualitative research method would enable 
the study participants to feel comfortable and to freely express their ideas, 
without losing their perspectives through top-down research methods. Second, 
the number of international volunteer tourists working in Puerto Viejo, the 
study site, was relatively small. Third, case study approach enables the re-
searcher to gain the holistic and meaningful characteristics of a specific phe-
nomenon (Yin, 2009).  
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I conducted this research in the south part of Caribbean cost of Costa Rica in-
cluding Patina, Puerto Viejo de Talamanca, Punta Uva, and Manzanillo. In this 
research this region is named as Puerto Viejo. Semi-structured face-to-face in-
terviews, participant observation, and diary were collected in Puerto Viejo, 
from 29 November to 4 January. In total sixteen volunteer tourists participated 
in this study, ranging in age from 18 to 32. Nine study participants were Euro-
peans, six were from North America, and one was from Central America. In 
total, sixteen volunteer tourists participated in face-to-face interviews. I con-
ducted participant observations during and after official volunteer hours at 
each organization. I volunteered with thirteen study participants at five differ-
ent volunteer organizations and stayed with six study participants at the same 
hostel for between one and two weeks. I used a research journal as a resource 
for data collection. Five study participants out of sixteen returned their re-
search journals. Interviews, field notes, and research journals were used to ana-
lyze the data. Information drawn from the different sources was compared for 
consistency and cross-checked to triangulate the findings.  
 
RESULTS 

 

Identity: We are not Tourists.  

The efforts of study participants to distinguish themselves from tourists played 
an important role in their identity construction. Study participants recognized 
themselves as volunteers mainly because of their relationship with residents in 
Puerto Viejo. Study participants argued that they had genuine relationships 
with local residents, emphasizing that their relationships with residents go be-
yond money exchange. The feelings of relational closeness with residents were 
reported as an important part of the study subjects’ experience in Puerto Viejo. 
Volunteer tourists commented that their most memorable experiences were 
interactions with residents, and that they received many benefits from their 
genuine relationships.  

Study participants focused on feelings of closeness and sense of belonging 
with the community in comparison with tourists, saying that a tourist “doesn’t 
experience company with the residents but enjoys spending money”. Study 
participants perceived tourists as those who do not get along with or learn 
from local residents but instead are just having holidays for themselves. Volun-
teer tourists claimed their superiority to tourists saying that “Unlike tourists, 
volunteers experience company with residents”. 

At first glance, volunteer tourists seemed to have emotional solidarity with 
residents. However, it is important to note that these claims were based on the 
comparisons between themselves and tourists. Volunteer tourists’ relationships 
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with residents were limited to staff at their volunteer organizations, who were 
mostly from “The First World” such as European countries and the States. 
Their emotional closeness to Puerto Viejo was mostly the result of their rela-
tionships with other people from the same cultural and language areas, rather 
than their relationships with people from Puerto Viejo or other parts of Costa 
Rica.  
  
Perception toward Puerto Viejo (Otherness)  

According to emotional solidarity theory, as suggested in tourism studies by 
Woosnam, commonalities between volunteer tourists and residents could po-
tentially contribute to the development of close relationships. I researched what 
commonalities volunteer tourists express they have with residents in order to 
find volunteer tourists’ in-group identity with tourists. Results showed that 
study participants generally could not mention any similarities they think they 
have with residents. Study participants had constructed an “us-volunteers” 
versus “them-residents” mindset, rather than building in-group identity with 
residents, despite the fact that they showed shared beliefs with local staff, par-
ticipated in similar activities with residents, and interacted with residents dur-
ing their visit to Puerto Viejo. 

It seemed that study participants had difficulties finding commonalities due 
to their stereotypes. Many volunteer tourists found many residents to be indif-
ferent in their own community, unlike the volunteer tourists themselves and 
the residents involved with volunteer organizations who take responsibility for 
their own community. Despite the fact that volunteer tourists worked with res-
idents to accomplish the goals of their volunteer project, this does not influence 
the volunteer tourists’ perceptions toward residents. Even though volunteer 
tourists recognize the responsibility of residents, in regard to the improvement 
of their own community, the responsible local residents were simply “excep-
tions to the rule”.  

Another factor that hinders volunteer tourists from finding similarity was 
the cultural differences. Study participants paid attention to the apparent dif-
ferences such as the language and exterior of the town, which the study partic-
ipants referred to as “culture”. Study participants differentiated their own cul-
tures and the culture they experienced in the Caribbean region of Costa Rica. 
Study participants constructed the binary as “self versus others” speaking of 
the “simple lifestyle in Costa Rica versus the materialistic lifestyle in their own 
country(ies)”, and the “happy and easy-going life in Costa Rica versus the 
stressful life in [their] own country”.  
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Relationship 

The first section explained the perceived difference between volunteers and 
tourists because of their interactions with residents. However, despite study 
participants’ claims about their relationships with residents in contrast to tour-
ists, the majority of study participants stated that they do not have personal 
and intimate relationships with residents, when I asked them, “How do you 
want to build relationships with residents?”. The response was contradictory, 
considering the emphasis study participants placed on their good relationships 
with residents.  

Most of the volunteer tourists in this study have had little or no significant 
contact with members of different racial and ethnic groups in Puerto Viejo. On-
ly four out of sixteen study participants mentioned that they have “close rela-
tionship” with the residents working for their organization. Most of the study 
participants rarely experienced friendship with local residents who were work-
ing for volunteer organizations. Most of the interactions between volunteer 
tourists and local residents happened for a short time in traditionally consid-
ered tourist places such as shops, restaurants, bars and beaches. After a short 
encounter, volunteer tourists and residents did not keep in touch with one an-
other.  

The majority of meaningful interactions were with other tourists who stayed 
in the same hostel or the same volunteer organization. When volunteer tourists 
felt that it was hard to integrate with residents due to their cultural and lan-
guage barriers, most of the study subjects resorted to meeting others of their 
own kind, such as other volunteer tourists and tourists at their volunteer or-
ganizations and accommodations. Study participants explained that they didn’t 
feel like meeting the residents as long as they connected with the tourists. 
While staying in a hostel for three weeks with other study participants, I did 
not see any study participants who spent time with residents, even for a short 
time.  

 
CONCLUSION AND IMPLICATIONS 

 
This study found little to support Woosnam’s arguments. Viewing emotional 
solidarity theory as it relates to tourism studies by Woosnam (2009), common-
alities between volunteer tourists and residents, such as shared belief, and 
shared behavior could significantly contribute to the development of emotional 
solidarity. However, this research did not follow this pattern.  
Volunteer tourists did not build emotional solidarity with residents. Volunteer 
tourists constantly made distinctions between themselves and residents, de-
spite the fact that they participated in similar activities with residents, and in-
teracted with residents during their visit to Puerto Viejo.  
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Voluntourism industry and academy suggest that the increasing interac-
tions between voluntourists and host residents can facilitate the development 
of cross-cultural friendships, which can reduce tensions and foster global peace 
(McIntosh and Zahra, 2007). However, it is questionable whether voluntourism 
is superior to so-called “mass tourism” in terms of building harmonious rela-
tionships between volunteer tourists and residents. In this study, volunteer 
tourists and residents rarely had meaningful relationships. Their feelings of 
closeness were merely feelings which boosted the identity of volunteer tourists 
from “tourists” to “volunteers”. Volunteer tourists rarely developed cultural 
understandings, and were aware of differences between themselves and resi-
dents, mostly because of their stereotypes. Hence, the relationships between 
volunteer tourists and residents were in general no better than those of “mass 
tourists”, whom volunteer tourists themselves criticized.  
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INTRODUCTION 

The development of Information Communication Technologies, and particular-

ly the Internet, has dramatically  changed travellers’ behaviour (Buhalis & Law, 

2008) that now depend on the Internet to search for information and plan trips ( 

Lin, Jones, & Westwood, 2009). In this context, the main aim of this study is to 

examine travellers’ behaviour and how they make their travel decisions. More 

specifically, it examines what changed in travellers’ behaviour due to the de-

velopment of ICTs and travel related social media websites. 

 
LITERATURE REVIEW 

The information age is characterized by the growth of social media, in which 

individuals create news, entertainment and ideas at the same time that they 

consume them. The era of participation enables people to move from consum-

ers to Prosumers (Kotler, Kartajaya, & Setiawan, 2011). The Prosumer is a com-
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bination of a producer and consumer, a new category of consumers that are 

highly involved in creating and participating in the products that they want to 

consume. Famous for their enthusiasm with new products and the acceptance 

of new ideas, from the marketing point of view, they can be considered what 

Rogers (1962) terms as early adopters. The Prosumers are often the first to form 

an opinion on a product, deciding whether it is accepted or rejected, support-

ing their decision with facts. The Prosumers are a group of intelligent and ac-

tive consumers, who get their information through the digital media. They in-

terpret and influence the mass consumers in terms of choice of lifestyle and 

brands. Therefore, winning them is crucial for companies to succeed. 

Prosumers collaborate in the production of several products/services and wish 

to have greater autonomy and control over what they will purchase, including 

travel. Typically when a tourist spends his holidays in a destination, he con-

sumes several services from different suppliers (Kaspar, 1991). Currently, tour-

ism businesses that are available to consumers on online platforms enable them 

to select and create tour packages, such as reserving services and experiences 

one wants to use during the trip, such as accommodation, transport, attrac-

tions, and restaurants. Tourism is a type of service that drives interaction and, 

as a result, the tourist can be divided into several types depending on the con-

sumer behavior that takes place, before, during and after the consumption of 

the product or service. Thus, in Sobejano’s (2011) analysis “Tourism 2.0” for the 

online portal Hosteltur.com three types of characteristics for touristic consum-

ers are identified: Consumer 1.0, one that buys the standardized product 

through traditional travel agents; Touristic Prosumer, an individual that re-

searches information on blogs, social networks and forums, not relying entirely 

on the opinion of travel agents, to configure the product he will purchase and 

Adprosumer, a Prosumer that after consuming the purchased products, shares 

experiences online, becoming a source of credible information. 

 
METHODOLOGY 

The data were collected through a questionnaire distributed online to Portu-

guese Internet users, available since February 2012 till May 2012. Based on pre-

vious studies on consumers’ involvement (Park, Mothersbaugh and Feick, 

1994; Gursoy & Gavcar, 2003), Motivations to travel (Beard & Ragheb, 1983; 

Ryan & Glendon, 1998; Fodness, 1994; Crompton, 1979; Moutinho, 1987, Goos-

sens, 2000) and the use and participation in social media websites (Sobejano, 

2011; Li & Bernoff, 2008), a structured questionnaire was developed. All items 

were measured using a 5-point Likert scale. 
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First, an univariate analysis of the data was conducted. Second, an explora-

tory factor analysis was carried out, in which 12 factors were considered valid. 

Third, a regression analysis was conducted to explore the relationship of the 

dependent variable (Give online opinion about travel products/services pur-

chased) with the independent variables (Expressive Social Media usage; Online 

Writing Participation; Travelling to create and solidify relationships; Being an 

active consumer of new technologies). The analyses were performed using 

SPSS. 

 
RESULTS 

The results show that consumers are increasingly participating on online plat-

forms, either to create their products/services in order to travel, or to share their 

experiences and opinions about them, revealing that they have characteristics 

of tourism prosumers. Indeed, consumers buy fewer trips at travel agencies’ 

stores and tour operators, and these intermediaries no longer influence the 

choices of their tourist destinations. Individuals consider opinions on social 

media travel websites more important when planning trips. The respondents 

also showed some interest in creating their products/services based on their 

lifestyle, interests and needs. 

Although the results evidence the existence of prosumers, responses also 

revealed that there is a weak existence of adprosumers. Indeed, individuals 

rarely provide their opinion about their travel experience and do not give use-

ful feedback to companies after the trip. 

The results obtained through exploratory factor analysis and regression re-

vealed that individuals mostly give their opinion influenced by the: 

 Growing use of expressive social media such as Facebook™, blogs, 

Twitter™, Youtube™. Increasingly, individuals have active accounts 

on these networks and participation in them. 

 Increasing participation writing in blogs and forums; 

 Thanks to technological developments and reduced travel costs, con-

sumers began to travel a greater amount of time using the opportunity 

to build and strengthen relationships. 

 Emancipation of consumption of new technology, since consumers 

purchase a greater number of gadgets and technological innovations 

using them daily. 

The results revealed that the factors listed below do not significantly influence 

the participation on online platforms:  
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 Value assigned to the purchase of trips;  

  Travel acquisition in brick and mortar travel agencies;  

 Participation in targeted collaborative social media;  

 Level of knowledge of tourist destinations in relation to others;  

 Travelling for leisure and recreation;  

 Traveling for discovery and knowledge;  

 Difficulties in choosing the travel destination. 

 

This study demonstrates that prosumers are already manifesting in the tourism 

market, as traditional businesses have been losing “followers”, contrasting with 

the companies that have embraced the online market. According to the analysis 

conducted in this study, online information sharing provides consumers with a 

greater choice of travel information on destinations wishing to visit and travel 

products and services they intend to purchase. On social media websites, indi-

viduals have created a network of valuable information for both consumers 

and travel agents and other tourism businesses. This sharing of tourism infor-

mation is still growing, because some individuals have not yet realized the im-

portance of sharing their opinions about products and services about tourism, 

although they consult others’ opinions and have profiles on more than one so-

cial network. 

New technologies have always revolutionized the entire structure of the 

tourism sector and nowadays with the emancipation of travel, hotels and other 

travel products and low-cost services the tourist market has undergone major 

changes. Currently we are witnessing a certain abandonment in relation to 

brick and mortar travel agencies because many of the services provided by 

those are available on the Internet at a much lower price.  

According to the scale of tourist consumers drawn by Sobejano (2011), the 

respondents are prosumers and consumers 2.0 because they consume the in-

formation available on the internet from other consumers to create their desired 

product/service. However, they have not yet progressed to the stage called 

adprosumers because they are not yet aware of the importance of information 

creation and sharing. It is expected, nevertheless, that with ongoing technologi-

cal developments, prosumers will certainly evolve to adprosumers, i.e., indi-

viduals who use social networks for other purposes, including the search for 

touristic information, but will also begin to generate content, because they have 

interest in sharing information on other topics. 
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CONCLUSION AND IMPLICATIONS  

Since tourism is a business sector in constant change its institutions often have 

to reset the image they want to convey to their customers. With the emergence 

of Web 2.0 companies have been forced to exist virtually, otherwise they face 

extinction. Companies have to cultivate the "engagement” with their clients 

(Kotler et al., 2011), i.e., their relationship with users, in order to generate 

greater trust and affinity. This type of relationship can be fostered through so-

cial networks and other social media platforms. Indeed, tourism businesses 

should be positioned on the platforms where consumers already are in order to 

be in contact with them and with other potential customers. Companies can 

restructure their products and services in order to satisfy consumers’ needs and 

desires based on their opinions. If consumers are encouraged by companies, a 

products’ co-creation relationship can be established. 

Since prosumers are a result of Web 2.0, businesses that want to find 

Prosumers need to be active online and know how to look for them and reach 

them on the various social media networks, with specific campaigns.  

The growing trend of prosumers strongly affects the business sector. The 

companies now are competing with the combined power of consumers and 

should soon work with them. This collaboration begins when marketers listen 

to consumers’ opinions. These consumers are eager to participate in the crea-

tion of products that they will consume. This benefits companies as they can 

create new and competitive products (Kotler et al., 2011). 

This study evidences a new consumer trend, centering it and confronting it 

with the services sector, in particular with the travel industry.  Thus, the cur-

rent study can contribute to this industry by identifying a new consumer, seg-

menting the market with new types of consumers, suggesting new communica-

tion campaigns targeted to specific consumers and structuring the tourism 

market differently, based on prosumers. Furthermore, it evidences the im-

portance of online markets to traditional brick and mortar travel agencies and 

encourages travel agencies to define new business opportunities, based on ser-

vices and low-cost products that allow consumers to create the product them-

selves. 

One of the major limitations of this study is the fact of using a convenience 

sample and, therefore, generalizations cannot be made. Future research could 

conduct a similar study but adapted to other types of services and in other ge-

ographical areas. 
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INTRODUCTION 

Izmir is in excellent location for special tourism types like cruise, yachting, 

health, sports, medicine, MICE, religion, luxury, culinary, culture and such due 

to its unique resources and adequate infrastructure and superstructure facili-

ties. The potential to attract many tourists for these seems to be very promising, 

but Izmir as a destination and its hotels should communicate itself to potential 

segments. In this regard, it is very important to utilize social media which is a 

trendy communication tool. Thus, the aim of the study is to have a brief under-

standing and characteristics of the social media and its’ efficient application in 

hospitality marketing, since hotel visitors are becoming increasingly ignorant 

to traditional forms of communication. 

 
LITERATURE REVIEW 

 

Social media marketing is defined as the usage of trustworthy and popular so-

cial networks like Facebook, Twitter, FriendFeed, LinkedIn, Pinterest, Four-

square, Instagram, MySpace, WAYN, Flicker, Twaller, PhotoBucket, Picasa 

Web Albums, Youtube, Daily motion and  personal Web Blogs where online 

activities among a group of people who gather to create and exchange user 

generated content (information, knowledge, opinions) are used for marketing 

purposes (Thevenot, 2007; Safko, 2010; Chan & Guillet, 2011). People joining 

any of these social networks, first  create a personal profile and start building 

their network by connecting to friends and by inviting real-world contacts 

within the circle of the network (Nair& Subramaniam, 2012).  It is a trend be-

coming very popular recently, thus the hospitality firms which use it are gain-

ing a unique differential competitive advantage. Social media movement ena-
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bled by Web 2.0 and Web 3.0 technologies, engage visitors and hoteliers to col-

laboration, co-production and transparent activities since social media creates 

new communication pathways among all stakeholders (Wigand, 2012). Since 

nowadays, visitors tend to ignore mass communication and are effected mainly 

by reviews and WOM when purchasing, social media gains upmost im-

portance in hospitality marketing (Wright, et al., 2010). Trends in hotel market-

ing implies that (Thevenot, 2007; O’Connor2008 ; Wright, et al., 2010; Ayeh, et 

al., 2012; Nair& Subramaniam, 2012; Kwok & Yu, 2013); 

 

 Technology enhancements of the visitor experience through virtual and 

augmented reality is a mega trend which is expected to attract more 

and more hotel visitors. 

 The hotel marketing is going to be more strongly driven by technology 

where social networking/mobile technology will have a major impact 

on evolving analytical hospitality pricing, hotel marketing, CRM and 

yield management models.  

 Social media will keep on impacting the hotel adapted revenue man-

agement strategies. 

 Social networks, photo and video sharing web sites will continue to ex-

pand information for hotels located in faraway destinations. 

 Since new tourists with new demand profiles increase, understanding 

the dynamics of social media and internet focused new generation con-

sumers will become mandatory for hotel marketing activities.  

 Online media consumption and mobile hospitality apps will continue 

to increase.  

 Social media marketing and social commerce will become an integral 

part in hospitality marketing mix.  

 The need for “advanced analytics” to provide simulation, prediction 

and optimization for hotel marketing, as well as demand for the ser-

vices provided by mobile applications will increase 

 Overall global mobile usage and ownership of smartphones (conver-

gence of location-based and social-aware) will increase  

 Internet and supporting e-tourism services will dramatically change 

the role of traditional sales efforts of hotel sales departments  

 Hotel customers will keep on utilizing different social media platforms 

and enjoy sharing experiences, grading and rating hotel services and 

creating online content. 
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SUCCESS CRITERIA  

 

It is realized that social media is used by visitors before, during and after their 

trips. Findings on secondary research on the topic suggest that social media are 

predominantly used before holidays for information gathering from reviews on 

hotel, food, sight etc., for purchase decisions and after for sharing travel experi-

ence (Akar & Tupcu, 2011; Zhong, Yang, & Zhang, 2014). It is also shown that 

“there is a strong correlation between perceived level of influence from social 

media and changes made in holiday plans prior to final decisions and that us-

er-generated content is perceived as more trustworthy when compared with 

other mass media advertising” (Fotis, 2012). Also, research shows that social 

media provides competitiveness and differential advantage for hotels and 

“consumers see companies using social media as creative, willing to take risks, 

and forward thinking” (Postman, 2009;  Lanz, Fischhof & Lee, 2010; Noone, 

McGuire, & Rohlfs, 2011; Leung, et.al, 2013). 

 
METHODOLOGY 

 

This research is questioning; “whether Izmir’s hotels are optimizing and fully 

utilizing the social media for their competitive differentiation in sales and mar-

keting efforts” and if not “why. For the study interview technique with 7 open 

ended and semi-structured questions (available in appendix 1) is conducted 

with the population of 20 who are either hotel sales managers, directors or gen-

eral managers of 4 and 5 star hotels and 1st class holiday resorts of Izmir (re-

garding that they should be more professional in hotel sales). The interviewees 

were selected according to their expertise and competency in assessing “social 

media applications in hospitality” as “marketing their own hotels” aiming the 

results may provide innovative viewpoints and suggestions of hotel sales ex-

perts to the field.   
 
CONCLUSION AND IMPLICATIONS 

 

Replies to Q1 indicates 15% is not individually interested in social media and 

again only 55% owns a personal blog, though 85% uses it for getting info on 

general and industry news.  85% has personal Facebook and/or Twitter and/or 

LinkedIn accounts. Facebook was found to be more common. 55% shares or 

watches videos on internet, reads blogs every day, follows up podcast publica-

tions, reads RSS flows, follows and updates their personal profiles. When this 

interview was conducted at April-May2011 (Pirnar & Culha, 2011) the results 
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were like in brackets for consequent replies (28%, 14%, 14%, 72%, 58%) which 

indicates social media usage in Izmir hoteliers has increased dramatically with-

in 3 years.  

Q2  answers show all has permission to access all social media independently 

(3 years ago it was only 42%). Again 95% (3 years ago72%) uses social media 

from home or outside the office. 

According to Q3 replies, 85% think Izmir hotels even though using social me-

dia, still aren’t fully optimizing the benefits for marketing purposes. The rea-

sons stated were:  

 

• Unawareness of the benefits and updated apps 

• Lack of professional knowledge and expertise 

• Lack of qualified staff for application 

 

According to Q4 results, almost all (95%) of the study population are using  

social media either for direct marketing communication and sales efforts or get-

ting reservations from third parties like booking com and hotels.com. The main 

ones are; Facebook, Twitter, Booking.com, TripAdvisor and could use You 

Tube if permitted. But 85% of the respondents mentioned that; 

 

• They are struggling to keep up with the rapid visitor adoption of social 

media but still cannot keep up effectively, 

• Their social media communication should emphasize the hotel brand 

and its personality, 

• Social media related staff should be more professional and well educat-

ed, 

• Social media activities must be handled by special hotel staff or experts, 

• 85% mentioned that their hotels have started working on projects, spe-

cial staff training ,etc. 

 

Q5 and Q6 show the personal against professional usage percentages of main 

social media tools . 
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Table 1- distribution of personal against professional usage percentages of various social media 

tools among the population 

                          Results personal 2011    Results personal 2014     Results prof. 2011    Results prof. 2014 

Twitter   71%   75%   42% 
  50% 

Facebook  57%   70%   72%  
 80% 

LinkedIn  50%   65%   35%  
 40% 

Xing   42%   15%   42% 
  NA 

Myspace 14%   NA   NA   
 NA 

You tube  14%   NA   42%  
 NA 

Note: 20% frozen their Facebook accounts therefore NOT using now and Youtube is not permitted 

in Turkey at May 2014. 

 

Among the suggestions for proper utilization of social media in hospitality 

marketing are; 

 

 Co-marketing and partnership with other firms in social media 

 Using neglected tools like Instagram, Pinterest, RSS, Podcast, 

 Designing the hotels’ blog professionally,  

 Training the staff for expert usage, 

 Integrating social media apps to hotels marketing plans,  

 Being authentic and creating compelling content in message,  

 Being active, fully engage in social media for 24 hrs.  

 Repackaging hotels’ offerings according to social media utilization,  

 Combining social media with offline in-person events to solidify rela-

tionships.  

 

The limited time frame and the field sample size were the most important areas 

of limitations.  Also, a quantitative research accompanying this study is rec-

ommended. This study has potential value in providing a foundation for future 

research. There are several opportunities to extend this study to other tourism 

establishments in Izmir and comparing the results as similarities and the differ-

ences may lead to better findings and suggestions. Also if it could be extended 

to other destinations, a comparative analysis may be applied. 
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Appendix 1 - Questionnaire questions 

 

1. As an individual what is your contribution level to social media activi-

ties like sharing &\or watching videos on internet, reading blogs, ha-

ving your own blog and updating it, following up podcast publicati-

ons, reading/following RSS flows, updating web site, sharing photos, 

following and updating social media personal profiles like Facebook, 

Twitter, Foursquare FriendFeed, LinkedIn, Pinterest, Instagram, MyS-

pace,  Flicker, Twaller, PhotoBucket, Picasa Web Albums, Youtube, Da-

ily motion accounts,  organizing travel plans by WAYN, TripAdvisor, 

Experia etc.  

2. Does your hotels’ staff have permission to access social media sites? 

3. Does hotels in Izmir are fully utilizing the benefits that social media of-

fers for their marketing purposes? If not, why? 

4. How do you evaluate your hotel’s marketing strategies and promotio-

nal goals for social media usage?  Please provide information about the 

social media marketing efforts of your hotel. If there is a plan or inten-

tion to start social media marketing, please state it. 

5. As an individual, what is your personal social media choice among; Fa-

cebook, Twitter, FriendFeed, LinkedIn, Pinterest, Foursquare, Instag-

ram, MySpace, WAYN, Flicker, PhotoBucket, Picasa Web Albums, Yo-

utube, Daily motion,  Xing, Netlog? 

6. If your organization uses social media for marketing which of the fol-

lowing ıs the most common one among; Facebook, Twitter, Friend-

Feed, LinkedIn, Pinterest, Foursquare, Instagram, MySpace, WAYN, 

Flicker, PhotoBucket, Picasa Web Albums, Youtube, Daily motion, 

Xing, Netlog? 

7. What are your suggestions for proper utilization and optimal deve-

lopment of hospitality social media marketing? 
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INTRODUCTION 

The study of the relationship between crime and tourism has attracted the at-

tention of scholars over time. Different aspects have been studied on the topic 

such as the link between these two concepts in different destinations, or the 

effects of fear of crime on tourist behaviour; furthermore a classification of the 

relationship between crime and tourism has been developed (Ryan, 1993; Di-

manche and Lepetic, 1999; Kathrada, Burger and Dohnal, 1999; Pizam, 1999; 

Levantis and Gani, 2000; Mawby, Brunt and Hambly, 2000; Alleyne and Boxill, 

2003; Michalkó, 2003; Tynon and Chavez, 2006).  

Although the study of this relationship is not new, it must be pointed out 

that in literature nobody has specifically taken into account the relationship 

between organised crime and tourism. Just Pizam and Mansfeld (2006) 

explicitly considered organised crime with reference to crimes committed 

against businesses; thus the relationship between organised crime and tourists’ 

perception is completely missing from literature. 

In order to bridge this gap, this research aims to understand whether tour-

ists’ perceptions towards organised crime influence their travel behaviour. In 

order to do so this research is focused on the Italian organised crime. In partic-

ular, the present work investigates the influence that tourists’ perceptions have 

mailto:ibregoli@lincoln.ac.uk
mailto:francesca.ceruti@unimib.it
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on: 1) the choice of visiting or not the South of Italy; 2) the activities carried out 

or the destinations visited during the travel; 3) the behaviours following the 

visit in terms of return to the destination; recommendation of the destination to 

relatives and friends; posting reviews on social media; deepening the personal 

knowledge on topics related to the Italian organised crime. 

 

LITERATURE REVIEW 

Destination image is considered an important element affecting tourists’ behav-

iour for example when choosing a destination to visit (Selby, Selby & Botterill, 

2010). However, destination image is just one of the factors affecting tourists’ 

behaviour because, for example, also destination safety and security are pivotal 

and the extent to which crime is developed can play an important role (Pizam 

& Mansfeld, 1996). Indeed, previous research found that visitors consider the 

safety of a place when choosing the destination to visit, thus suggesting a nega-

tive relationship between crime and tourism (Mawby, 2000). Nevertheless, it is 

also recognised that in some cases a positive relationship between crime and 

tourism exists, for example in the cases of tourists travelling to destinations in 

which they can easily find drugs or where prostitution is spread (Selby, Selby 

& Botterill, 2010). It must be pointed out, however, that this relationship is not 

objective but it depends upon the tourists’ perceptions towards crime (the ‘fear 

of crime’) (Mawby, 2000; Selby, Selby & Botterill, 2010; Box, S., Hale, C., & 

Andrews, G. 1988). In particular these perceptions are influenced by the 

amount of information available to tourists through, for example, news media 

(Holcomb & Pizam, 2006); independent travel guides, travel agents and past 

visitors (Levantis & Gani, 2000). However, all the main literature on this topic 

has focused on traditional crimes, while no attention has been devoted to or-

ganised crime. 

The term “organised crime” is difficult to define due, for example to the dif-

ferent approach that countries adopt to deal with the problem (Adamoli, Di 

Nicola, Savona, & Zoffi, 1998). Although this difficulty, attempts have been 

made to define it, for instance Adamoli, Di Nicola, Savona, & Zoffi, (1998: 9) 

pointed out its main features such as “violence, corruption, ongoing criminal activ-

ity, and the precedence of the group over any single member. Organised criminal 

groups are characterized by their continuity over time regardless of the mortality of 

their members”. However, over time scholars have acknowledged that organised 

crime organizations are not only involved in illegal activities, but they are also 

operating in legal markets (Paoli, 2002). For example, it has been shown how 
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criminal organizations can invest the profits of illegal activities into the legal 

economy for money laundering reasons; for developing a new business and 

then making profits; for gaining consensus within a local community or for 

controlling the territory (in order to achieve this latter objective criminal organ-

izations invest also in the tourism industry) (Transcrime, 2013). 

Organised crime has become a global phenomenon that is developed 

worldwide and it is not just confined to a limited number of countries 

(Schloenhardt, 1999). For example the EUROPOL in a report from 2004 ana-

lysed the activities carried out by different organised crime groups, namely 

Italian, Chinese, Russian, Polish, Romanian, Bulgarian, Nigerian and Colombi-

an, just to cite a few (EUROPOL, 2004). Due to the extent of this topic, this re-

search has focused on the Italian organised crime that cannot be just equated to 

the concept of “mafia” that is worldwide associated to the Sicilian organised 

crime organization better known as “Cosa Nostra”. Indeed, other organised 

crime organizations are developed in Italy such as ‘Ndrangheta (from Ca-

labria); Camorra (from Campania); organised crime organizations from Apulia 

(such as the Sacra Corona Unita). However, it is essential to point out that these 

organizations are not confined to their regions of birth, but they are also operat-

ing in other Italian regions as well as in other countries. For reasons of simplici-

ty, nevertheless, this research has focused just on the aforementioned regions 

where those criminal phenomena developed. 

 

METHODOLOGY 

Due to the lack of previous research on the impact that tourists’ perceptions 

towards Italian organised crime have on travel behaviour, it was decided to 

adopt focus groups as a self – contained method (i.e. as the only data collection 

method being used) because they can be applied to exploratory research to in-

vestigate new research topics (Morgan, 1997; Stewart, Shamdasani, & Rook, 

2007). 

Given the nature of focus groups, a theoretical sampling framework was 

developed (Morgan, 1997). First of all it was decided to develop focus groups 

involving people who did not visit the South of Italy (with particular reference 

to the regions: Sicily, Campania, Calabria and Apulia), as well as previous 

visitors. Indeed, as Selby, Selby and Botterill (2010) stressed, the degree of ex-

perience of a traveller can influence his perceptions of fear of crime. Moreover, 

focus groups were developed by also considering other variables such as gen-

der, age and culture of origin (Box, Hale, & Andrews, 1988; Selby, Selby and 
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Botterill, 2010). With regards to the culture of origin, the research was under-

took in Italy and the UK where the researchers work. This choice was also 

made considering the different knowledge about the Italian organised crime 

that the residents of the two countries should possess and that, in turn, should 

allow to gain different results from the study. 

A focus group discussion guide was developed in order to 1) elicit the opin-

ions of participants on the topic of Italian organised crime; and 2) understand 

the impact that the participants’ perceptions towards organised crime could 

have on their behaviour. The discussion guide was developed in Italian and 

then translated in English. Finally, a back translation was carried out by the 

researchers who worked independently in order to assess that no ambiguities 

existed in the text. 

The researchers have just started organising the focus groups. However, 

they will be made up by 6 – 8 people maximum. All focus groups will be rec-

orded and then transcribed. Following this, the focus groups transcripts will be 

analysed. 

 

RESULTS 

Focus groups will be carried out from February 2014. However, it is reasonable 

to assume that results will show, on the one hand, that there are people who 

are fearful of visiting countries characterized by the presence of organised 

crime or, if they travel to those places, they might change their behaviour com-

pared to previous experiences. While, on the other hand, there are people who 

are fascinated by those destinations thanks to movies and books on the subject 

(e.g. The Godfather, and Roberto Saviano’s book Gomorrah). 

In addition, the researchers expect to verify the influence exercised by vari-

ables such as gender, age and culture of origin on tourists’ perception and sub-

sequently on their behaviour. Even now, however, we can assume that differ-

ences between Italian and British people exist due to their different knowledge 

about the organised crime phenomenon. Besides, among Italian travellers dif-

ferences should emerge according to the geographical origin of participants 

because many people from the South migrated to the North, but they regularly 

travel to their places of origin for holiday purposes.  

CONCLUSION AND IMPLICATIONS 

The present work is a first attempt to fill a gap in the tourism literature. Alt-

hough the research is focused on the Italian organised crime, it could be useful 
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for extending the analysis to other countries where organised crime is devel-

oped such as Russia, Mexico, China, etc. By so doing, it is possible to under-

stand whether tourists’ perceptions towards organised crime are affecting their 

behaviour and, if that is the case, to understand which actions governments, 

and Destination Management Organisations should adopt in order to attract 

those tourists to the destination. Moreover, if such relationship exists and if it is 

positive, then strategies for developing sustainable tourism aimed at not sup-

porting those criminal organisations could be adopted. 

Furthermore, in the light of the EU Committee about Organised Crime, Cor-

ruption and Money Laundering (CRIM) objectives among which there is the 

analysis and evaluation of “the extent of organised crime, corruption and money 

laundering and its impact on the Union and its Member States and to propose appro-

priate measures to enable the Union to forestall and counter these threats, including at 

international, European and national level”(European Parliament, n.a.), this re-

search may contribute to increase the understanding of economic and social 

impacts of organised crime in the European Union.  
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INTRODUCTION 

The style of the hotel not only communicates its image or positioning in the 

mind of customers, but it can also serve as a differentiating factor or a competi-

tive advantage for a hotel.  Different atmospheric attributes such as color, mu-

sic, scent, lighting, furniture and layout all conjure up to creating a specific sen-

se or style of space; thus a servicescape can influence customers’ cognitive, 

emotional, and physiological states and subsequent purchase behaviors (Turley 

and Milliman, 2000; Bitner, 1992; Mattila and Wirtz, 2001; Lin, 2004).  Hotel 

green practices or sustainability has been an important topic of research in 

marketing and consumer behavior.  Businesses today are evaluated on not only 

their financial outcomes, but their ethics, as well as environmental awareness.  

A growing concern for environmental practices in the hotel industry has emer-

ged, as green and eco-friendly practices are moving from people’s everyday 

lives into their vacations (Han, Hsu & Lee, 2009), with expectations for busines-

ses to be more environmentally conscious and sustainable within their operati-

ons (Butler, 2008). Accordingly, our research questions include the following: 

Do customers feel more pleasurable knowing or noticing that the hotel imple-

ments green practices through visual cues provided in the lobby servicescape 

than not knowing?  Does the style of the hotel change that relationship?  

Answers to these research questions should help guide hotel managers and 

designers to better design the hotel servicescape to enhance customers’ positive 

emotions while incorporating the concept of sustainability.   
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LITERATURE REVIEW 

As we move from service economy to experience economy, and now, to trans-

formational economy (Gilmore and Pine, 2007), creating a unique sense of spa-

ce with the notion of communicating green practices that customers feel plea-

surable is vital to the success of a hotel establishment.  Hotel owners and opera-

tors invest in millions of dollars into creating or upgrading the overall services-

cape to anchor at basic goals of enhancing guest satisfaction, generating some 

buzz, and boosting overall revenues.  When guests first walk into a hotel, the 

hotel lobby is one of the very first encounters that guests have with the hotel 

and one of the first impressions that a guest have about the hotel before guests 

even have a chance to interact with the hotel service employee; hence the hotel 

lobby was selected as part of the experimentation. 

Human behaviour and the environment 

This study is built on various universally accepted behavioral and environmen-

tal theories in the field of psychology.  Lewin’s (1951) environment-behavioral 

theory suggests that individuals interact with the environment, resulting in cer-

tain responses and behaviors.  Several environmental psychologists and rese-

archers have adopted the S-O-R paradigm for their research (Donovan and 

Rossiter, 1982; Mehrabian and Russell, 1974) and for examining the effects of 

store atmosphere on customers’ cognitive and emotional responses (Lin, 2004; 

Turley and Milliman, 2000).  

The concept of Gestalt  

The Gestalt approach explains how individuals organize mental figure-like 

images and how images are perceived by combining sensory inputs including 

visual, auditory, and olfactory sensations (Schiffman, 2001).  The purpose of 

introducing the Gestalt or holistic approach is to support the argument that an 

individual’s emotions upon entering a servicescape is not based on a single en-

vironmental stimulus (Bitner, 1992; Lin, 2004).  In general, consumers view ser-

vicescapes holistically and take into account multiple aspects in their emotions 

and evaluations (Bitner, 1992; Lin, 2004). 

Boutique Hotels versus Classic Hotels 

Boutique hotels are known as urban properties that usually have less than 100 

rooms; the descriptive elements are fashion, glamour, style, chic hip, flair, ele-

gant, and cool; boutique hotels are considered a high-stimulus environment 

(Rutes, Penner, and Adams, 2001).  In contrast, classic hotels are described as 
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traditional, not fashionable but elegant “…based on historic standards of ac-

commodations and service traditions developed through experience and gra-

dual refinement up to present times” (Gee, 2012, p. 5). 

Hotel Green Practices 

Sustainable practices can cut costs, as well as attract and connect a property 

with new customers who are looking for environmentally aware hotels (Kotler, 

2011).  Kim and Han (2010) found that if prices were the same then most con-

sumers would prefer more sustainable lodging over hotels without sustainabi-

lity policies and practices.  Implementing sustainable practices in hotels can 

lower cost (Jackson, 2010), they can also create a competitive advantage (Kim 

and Han, 2010; Kotler, 2011) in the form of an enhanced public image (Kasava-

na, 2008). Vision is one of the most obvious senses for humans to explicitly re-

cognize differences between sensation and perception. Individual’s visual dif-

ferences can affect judgments of space and function.  It is our intent to test the 

effects of the style of the hotel design with hotel green practices cues—a holistic 

design of the hotel lobby on emotions; it is not our intent to investigate the ac-

tual hotel green practices. 

Emotions: Pleasure and Arousal 

Emotions refer to individual’s pleasure and arousal that characterize indivi-

dual’s feelings (Mehrabian and Russell, 1974; Donovan and Rossiter, 1982, Lin 

and Mattila, 2010).  Pleasure is defined as the hedonic quality of stimuli (Feld-

man, 1995) and it is measured along a single dimension from extreme displea-

sure to extreme pleasure (Mehrabian and Russell, 1974).  Arousal is another 

dimension of emotions that is manifested in a physiological response; it is con-

sidered a subjective state that an individual may be in, ranging from sleep to 

frantic excitement (Berlyne, 1960).  The impact of arousal on individual’s eva-

luation and behavior depends on time, place, and situation (Berlyne 1960).  Ac-

cordingly, the following are the hypotheses: 

 

 H1: There is an interactive effect between the style of the hotel and 

green practices cues on pleasure. 

 

 H2: There is an interactive effect between the style of the hotel and 

green practices cues on arousal. 
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METHODOLOGY 

Two pilot tests preceded the main experiment to ensure that there was no am-

biguity and that the construct of independent variables represent appropriate 

hotel design style (boutique versus classic) and green practices cues.  This is an 

experimental design study with four treatments.  Fictitious hotel lobby video 

clips were created with the appropriate manipulation of color and music to de-

fine the boutique style and classic style.  As for the manipulation of green prac-

tices versus non-green practices cues, natural plants, recycling bins, green prac-

tices certification logos and other artefacts were used as elements to manipulate 

visual green hotel practices cues.  The videos were designed by a professional 

interior designer with LEED credentials. The hypothesized model was then tes-

ted.  Data were collected via online through a third party marketing firm.  Sub-

jects were asked to view the video clip first then answer the survey questionna-

ire.  A total of sample of 550 valid subjects completed the survey instrument.  A 

2 x 2 factorial between-subject design was used: 2 (boutique versus classic) x 2 

(green versus non-green) on individual’s emotional responses (i.e., pleasure 

and arousal). Measures for pleasure and arousal were taken from existing sca-

les with six items measuring pleasure and six items measuring arousal (Mehra-

bian and Russell, 1974). 

RESULTS 

The results indicated that there is an interactive effect between hotel style and 

green practices on pleasure (F(1, 546)=4.28, p<.05) hence, H1 is supported.  This 

means that individuals experienced higher level of pleasure in a boutique hotel 

without green practices cues (M=5.06, SD=1.22, n=150) than their counterparts 

who have experienced a boutique hotel with green practices cues (M=4.94, 

SD=1.38, n=130).  In a classic hotel with green practices cues (M=5.27, SD=1.22, 

n=117), individuals experience higher level of pleasure than those in a classic 

hotel without green practices cues (M=4.95, SD=1.22, n=153). H2 stated that the-

re is an interactive effect between hotel style and green practices on arousal; the 

results of this study did not support this hypothesis (F(1, 546)=2.08, p>.05). 

CONCLUSION AND IMPLICATIONS 

This study adds to the body of work in that this is the first time that hotel de-

sign styles are conceptualized and empirically tested with hotel green practices 

cues on customers’ emotional responses. This study contributes to the hospita-

lity marketing, design, and sustainability literature.  The results of this study 

revealed that customers feel highly pleasurable in a classic hotel setting with 
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green practices cues.  Hotel operators that do implement green practices of 

classic hotels should make it known to the customers by providing more green 

hotel-related visual cues (For example, simply putting more natural plants in 

the lobby area, more recycling bins, by hanging the certification plaques on the 

wall, and by including a TV screen playing a video to market and demonstrate 

the hotel’s green practices program).  The results also showed that the differen-

tial effect of individuals’ pleasure between incorporating green practices cues 

and without incorporating green practices cues is much greater in a classic ho-

tel than in a boutique hotel setting.  Future research needs to investigate more 

in-depth in regards to why the difference between green and non-green cues on 

pleasure is less in a boutique hotel than a classic hotel.  
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INTRODUCTION 

To speak today about travellers for and of the future the most immediate point 

of departure is the current alarming state of the world system affairs and its 

unsustainable practices. When one looks at the facts and scientific warnings the 

most natural question needs to be imposed: where are we going and what are 

we doing as a collective human species? Let the facts speak for themselves. 

The structure of the world’s ecosystems has changed more rapidly in the 

second half of the 20th century than at any time in recorded human history 

(Millennium Ecosystem Assessment, 2005). The world population is growing 

rapidly, putting more pressure on the earth’s recourses, devastating oil spills 

are rampant, we produce huge amounts of waste and plastic causing a ‘plastic-

soup’ in the oceans, there is huge loss of habitat, CO2 levels are increasing 

causing global warming, and the list goes on (Millennium Ecosystem Assess-

ment, 2005). When all other life-threatening practices are added in terms of pes-

ticides, pops, and other poisons in our waters and food chains, acidification, 

etc., it is not surprising that some prestigious scientists are warning us that the 

fate of humanity and Gaia (Greek name for the Earth) is leading to dire conse-

quences (Lovelock, 2010).  

Economically and socially, the world is not doing any better either. Detri-

mental impacts on the body of Earth inevitably reflect in the state of our social 

and individual well-being. The 2009 economic collapse of the Wall Street con-
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tinues to affect the world economy while the gap between the rich and the poor 

is getting wider. Today, while the poorest 40% of the world’s population ac-

count for 5% of global income only, the richest 20% account for its three-

quarters (Ateljevic, 2011). Yet, longitudinal studies in rich countries of the West 

show that increasing income (beyond basic needs) does not increase the happi-

ness either (Layard, 2005). This growing dissatisfaction with our dominant so-

cio-economic model is clearly illustrated in the increasing suicidal rates world-

wide, cancer disease, and the consumption of antidepressants (World Health 

Organisation, 2002; 2008) Consequently, it appears that the current unsustaina-

ble, materialist paradigm increasingly pressures people (worldwide, although 

predominantly in the West) to search for higher values and more responsible, 

meaningful lives.  

TRANSFORMATIVE AND CONSCIOUS TRAVELLERS FOR AND OF THE 
FUTURE 

It is in this context, that we see the increasing trend of the growing need for 

conscious and transformative holidays in which travel appears to provide the 

means to change both – one's own life(style) as well as the impact one makes on 

places of visit. The academic and industry based research increasingly confirm 

this trend, albeit using different terms to communicate the shift towards the 

new travelling mindset. Some frame it as the transmodern tourism of the future 

(Ateljevic, 2009); while others call it transformative tourism (Lean, 2009; 

Reisinger, 2013) while renowned destination management consultant, practi-

tioner and change agent, Anna Pollock calls it conscious travel 

(http://conscious.travel/theconscioustraveller/).  

The broadest term of the transmodern derives from the increasing recogni-

tion of the world paradigm shift, the planetary vision in which humans are be-

ginning to realize that we are all (including plants and animals) connected into 

one system, which makes us all interdependent, vulnerable and responsible for 

the Earth as an indivisible living community (Capra, 1996; Ghisi, 2008; Rifkin, 

2010). In the vanguard of this move towards paradigmatic shift are the ‘cultural 

creatives’ (Ray and Anderson, 2000). These cultural creatives have been charac-

terized as new progressives who value ‘planetary rather than national interests, 

eco-sustainability rather than sentimental environmentalism, feminism rather 

than heroic models, personal growth rather than personal ambition...’ (Ray 

2002, p. 21). Sometimes dismissed as ‘New Agers’, these cultural creatives can 

be discerned in the USA, Europe and beyond. They account for approximately 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

310 

a quarter of Americans and a fifth of Europeans, and their numbers are also 

growing throughout Asia and the Middle East (Ghisi 2008).  

Yet, regardless of the terminology employed, all research points to the same 

direction that also goes beyond the recognition of responsible tourism that has 

been widely promoted by the industry and UNWTO. For example, through the 

2012 campaign ‘One Billion Tourists: One Billion Opportunities’, tourists are 

called upon to make their actions count in terms of caring for places and com-

munities they visit (ie. saving energy, respecting local culture, buying locally, 

etc.). Transmodern/transformative/conscious travellers are recognised to be 

going further by using travel to re-invent themselves and the world. They trav-

el in order to volunteer and make a difference; they value what’s slow, small 

and simple and aim for self-reliance; they are connected and communicative; 

they seek meaningful experiences that help them to develop personally and 

collectively. In sum, they use travel to reflect upon their lives and get the cour-

age to make crucial life changes upon return back home, not only in terms of 

their lifestyle but also the type of work they do. More broadly, advertisers have 

already captured them as the market labelled LOHAS – conscious consumers 

with lifestyle of health and sustainability (see http://www.lohas.com/; World 

Watch Institute, 2004; Cohen, 2007). In a similar vein, Anne Pollock, has coined 

the concept of ‘conscious traveller’, on the basis of a growing body of a general 

market segment called ‘The Conscious Consumer’. 

When we dive into these encouraging trends it can be argued that the para-

digm-shifting possibilities offer the potential of an optimistic, hopeful vision of 

the future not only for conscious and transformative tourism of and for the fu-

ture (Pritchard, Morgan and Ateljevic, 2011) but also within other facets of po-

litical, social, and cultural affairs.  
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INTRODUCTION 

The topics of collaboration, cooperation, and association, linked to the devel-

opment and management of tourism, have been widely discussed in scientific 

literature during the last two decades. This, as recognized by Bramwell and 

Lane (1999: 179), reflects the tendency presented in a wider politic context, and 

in which many governments had realized the issues caused when there is no 

comprehension, nor connections, between both public and private sectors in 

general, not only in tourism. Since mid-nineties of the last century, some re-

searchers started to link, the then recent, Stakeholders Theory with the tourist 

phenomenon, therefore, the first documents linking both aspects arose (Jamal 

and Getz, 1995; Palmer and Bejou, 1995; Robson and Robson, 1996). From then 

on, many papers which have applied the Stakeholders Theory in various topics 

linked with the tourist phenomenon have been published.  

The participation of all the stakeholders in the planning process, and the 

management of any tourist destination require, as a previous step, their identi-

fication and, above all, the delimitation of the relationships produced between 

each other. Any change, however slight, in the conditions where they develop, 

will condition to a greater or lesser extent the structure of the model, which 

should quickly adapt to the new circumstances to keep its success possibilities 

intact.    

In consequence, the objectives of this work are: to demonstrate that it is pos-

sible to identify the main agents involved in the tourist development of any 
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destination, as well as to delimitate the role that each one performs in such pro-

cess, and the existing relationships between them; to demonstrate that there is a 

direct relationship between the level of tourist development of a territory, and 

the relational dynamism produced between the agents involved in the process; 

and, to justify that this kind of analysis is a key tool for the design and imple-

mentation of an effective tourist policy that encourages the active participation 

of all the actors in the management of tourist destinations, using for this pur-

pose three Mexican destinations belonging to the federal program “Pueblos 

Magicos de Mexico1” (Mexico Magic Villages). 

 
LITERATURE REVIEW 

The term Stakeholder has origins in the work of Freeman (1984 & 1994) about 

strategic management in business organizations and, in a particular way, in his 

work Strategic management: a stakeholder approach, in which he defines it as “any 

group or individual who can affect or is affected by the achievement of the 

organisation objectives” (Freeman, 1984: 46). Thereafter, different authors have 

contributed to shape the scientific pools of what is known nowadays as 

Stakeholders Theory. This theory began to be used in various social and 

environmental disciplines as an auxiliar in the planning, policy delimitation, 

natural resource management, or conflict management (Prell et al., 2007; Reed 

et al., 2009). 

Scientific literature refers also to the concept “stakeholder analysis” (SA), 

which Grimble et al. (1995: 3-4) define as “a method to understand a system 

through the identification of the main actors or those interested in the same, 

and the evaluation of their interests in that system”. From the analysis of 

different authors, Pulido-Fernandez (2010: 151) states that there are many 

reasons that justify the need of carry out an SA. 

In the field of tourism, Jamal and Getz (1995: 188) describe the “stakeholder 

collaboration” as a “joint decision-making process between the main interested 

parts in the tourism of an inter-organized community with the objective of 

solving the planning problems of such field and/or to deal with issues relative 

to planning and development of itself”. Under this concept, different research-

ers have been developing a set of approaches about the collaboration mecha-

nisms that facilitate a cooperative approach between the interested actors in the 
                                                                                 
1 Pueblos Magicos de Mexico program emerges in 2001 with the objective of diversify the tourist 

offer of the country, and to integrate local communities to the benefits of economic and social de-

velopment. Currently, the program integrates 83 destinations across the length and breadth of the 

country. 
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decision-making process of the tourist destinations, so that in the planning and 

management of these destinations, it is possible to allow multiple interests, 

even some of them are counter to each other.  

In this context, network analysis has become an ever more used tool to ana-

lyze the relationships between the stakeholders of a tourist destination (Pearce, 

2013; Scott et al., 2008). In fact, Scott et al. (2008: 171) assert that “network anal-

ysis provides an alternative view to that of the ‘bounded’ destination, as the 

degree of the links defines its spatial extent”. In addition, Ren (2010: 293) con-

siders that “the destination is to be understood as a heterogeneous network or 

tourismscape (Van der Duim, 2006) in which various human and non-human 

actors are ordered, associated and accorded agency”. 

Using network analysis, Merino-Rodriguez and Pulido Fernandez (2009), in 

a recent work quoted by Pearce (2013) in his try to develop an integrative con-

ceptual framework of destinations, concluded that there is a direct relationship 

between the level of tourist development of a territory and the relational dy-

namism produced between the agents involved in the process. Therefore, it 

seems absolutely necessary to develop methodologies that allow, basing in the 

identification of the existing relational dynamism of a destination, to design 

tourist policy measures to strengthen the relations between the stakeholders of 

a territory. 

Beyond tourism, the more frequent application of the SA has produced a 

“policy formulation and planning, to help analyze the behavior, intentions, in-

terrelations, agendas, interests and the resources stakeholders have brought or 

could bring to bear on the policy processes” (Mehrizi et al., 2009: 429). And this 

is precisely the approach that is intended to be adopted in this paper: the use of 

the SA for the design and implementation of an effective tourist policy that al-

lows the active participation of all the actors in the management of tourist des-

tinations. 

 
METHODOLOGY 

In the attainment of the proposed objective, it has been developed a methodol-

ogy that allows making a stakeholder mapping (SM) that has as objective the 

identification and characterization of the stakeholders from the three tourist 

destinations that were selected, which in turn will allow to know the aspects, 

from the context of tourist policy, that need to be strengthen in each stage to 

ensure the participation of the stakeholders in the management of the destina-

tions, and even generate a greater relational dynamism, in the cases it is need-
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ed. SM could be defined as “a type of stakeholder analysis that focuses on the 

assessment of large number of actors linked together by various forms of rela-

tionships” (Mehrizi et al., 2009: 429). In definitive, as these authors pose, the SM 

tries to determine the links between the different actors, their objectives, actions 

or responsibilities, and the institutions that regulate the interactions between 

them. The proposal consists in generating a structured analysis framework in 4 

stages: analysis of socio-demographic and tourism features of each destination; 

survey to key actors; model of applied analysis; and identification of the issues 

of tourist policy to be strengthened in each case.  

 
RESULTS 

In the application of the Stakeholders Theory for the identification of the at-

tributes of the actors, two perspectives were considered, the first one request-

ing to the members of the different Pueblos Magicos Committees (CPM)2 to 

evaluate themselves, and in second place, requesting to all surveyed actors the 

evaluation of the identified actors.  

Regarding to the self evaluation of the members of the CPM, the optimistic 

position of four of the members of the CPM from Real de Asientos points out, 

they considered themselves as definitive stakeholders, while at Comala two 

actors considered themselves as that, and just one at Patzcuaro. The big differ-

ence is that when contrasting the results against the evaluation made by the 

other actors, any of the actors from Real de Asientos was considered a defini-

tive stakeholder, while in the other two cases there is consistency and, what is 

more important, the number of members of the CPM who are considered as 

definitive stakeholders increased, because at Comala there were four members 

of the committee, and five at Patzcuaro.  

A direct relationship is observed between the number of definitive stake-

holders and the level of tourist development of the destination, as it was at 

Patzcuaro where thirteen of the actors showing the three attributes were identi-

fied, while at Comala were ten, and none at Real de Asientos. This recognizes 

the conclusions presented in the article of Merino-Rodriguez and Pulido Fer-

nandez (2009). 

The attribute which is assigned by the other actors to all the members of the 

CPM in the three analyzed destinations is legitimacy, followed by urgency; 

                                                                                 
2 The operation rules of Pueblos Magicos program, state the need of creating a committee that works as facili-

tator between government levels and local population, and as an organ of consultation and analysis of the 

tourist projects.  
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while power is the less recognized attribute among them. The above could lead 

to state that the CPM are recognized by the other actors in the destinations, and 

it is perceived as important to take them into consideration, but reality is that 

they have not been consolidated as an entity with the capability to impact in a 

decisive way in the tourist management of the destination.  

 
CONCLUSION AND IMPLICATIONS  

This could be concluded saying that when contrasting the results of this work 

against the written literature about the topic, many coincidences are identified, 

specially in regard to the need of suggesting new debates about the quality of 

the participation and the links created between actors while tourist develop-

ment is consolidated, as Pulido-Fernandez (2010) state, the participation of the 

interested parts is a determining factor to ensure the efficacy in the planning 

and management of the destinations, and the developed work confirms that, 

through the use of tools as the Stakeholders Theory, it is possible to identify the 

different involved actors, to delimitate their interests, and to know their interre-

lationships.   
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INTRODUCTION 

Traditionally, pull factor, push factor, and destination image have significantly 

influenced travelers’ decision making regarding choice of the destination. In 

the E-commerce era, the Internet is the most effective and efficient communica-

tion channel for destination management organizations (DMOs) to engage in 

destination marketing due to the fact that a destination website is also an effec-

tive pull medium, which allows travelers to actively search for travel informa-

tion (Gretzel, Yuan, & Fesenmaier, 2000). Hence, it is important to explore and 

test influences of key factors such as push factors, pull factors, destination ima-

ge, use intention toward destination website, quality of destination website de-

sign, and satisfaction with destination website that influence DMO website 

users’ visit intention to the destination. The aim of this study is to explore how 

DMOs use the Internet/websites to build destination image, to strengthen tra-

velers’ travel motivation, and eventually to increase travelers’ visit intention. 

The empirical results of this study can be helpful for tourism authorities and 

DMOs to better develop and manage online communication platforms for its 

prospective visitors.  
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LITERATURE REVIEW 

Motivation is considered to be the key determinant of tourist behavior. Push 

and pull factors work through intrinsic forces to make people travel (Lam & 

Hsu, 2006). Push factors, which are considered personal, originate from the in-

dividual’s intrinsic or intangible desires toward the trip, and contain psycholo-

gical motivations such as the desire for escape, rest, and relaxation, health and 

beauty, novelty seeking, prestige, knowledge, social interaction, benefits so-

ught, or entertainment (Baloglu & McCleary, 1999). In contrast, pull factors, 

which are considered as stimuli factors, are mainly related to external forces 

that attract people to a specific tourist destination once they have made a deci-

sion to travel (Martin & Rodriguez del Bosque, 2008). In short, push and pull 

factors are key driving forces underlying travelers’ travel motivations and 

eventually their visit intentions to a destination. Destination image is also an 

influential part of the traveler’s decision process and ultimately their travel be-

haviors. As the global tourism industry is increasingly becoming competitive, it 

is wise for DMOs to use the Internet to attract tourists by creating and mana-

ging the image of the destination on the destination website in order to 

strongly position and differentiate the destination effectively.  

The quality of destination website design can affect a traveler’s perception 

toward not only the website but also the destination and can influence usage of 

destination website and visit intention (Bai, Law, & Wen, 2008). Currently, the-

re is no standardized measurement on how to assess website design. Wen 

(2013) first proposed and tested three dimensions in measuring quality of an E-

commerce website, including information quality, system quality, and service 

quality. Those three dimensions will influence a website’s performance because 

they will influence user satisfaction and their intention to use the website (Wen, 

2013). In short, the three dimensions of destination website design influence 

travelers’ use intentions toward and their satisfactions with the destination 

website. Travelers’ experience of surfing the destination website has a direct 

impact on their satisfaction with the website. It is critical that the destination 

website offers travelers positive experiences by focusing on creating value in 

their minds and high quality of website interface and design (Mills & Morrison, 

2003). Thus, the quality of destination website design plays a significant role in 

increasing user satisfaction with a website. Based on the theoretical foundati-

ons above, the following model and associated eleven hypotheses were propo-

sed and tested in this study (See Figure 1). 
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METHODOLOGY 

The data for this study were collected by a self-participated online survey on 

the blog of VisitBritain Korea (http://blog.naver.com/visitbritain). The survey 

comprised of 28 questions using a 7- point Likert-type scale. The survey also 

contained questions on respondents’ background and their demographic in-

formation. The sample size of this study is 1,522. SPSS 20.0 and EQS 6.2 were 

used to conduct analyses such as descriptive statistics, confirmatory factor 

analysis, and structural equation modeling in this study. 

 
RESULTS 

The Cronbach’s alphas of the constructs ranged from 0.747 and 0.961, which 

exceeded the critical value of 0.7. Besides, the model showed convergent and 

discriminant validity. The CFA model represented a good fit to the data: Sator-

ra-Bentler Scaled χ ²(325, N = 1,522) = 1064.7, p < 0.001, NFI = 0.943, NNFI = 

0.953, CFI = 0.96, IFI = 0.96, RMSEA = 0.039 (Confidence interval = 0.036 ~ 

0.041). Variance (R²) in the indicators accounted for by their corresponding 

constructs was all significantly large, ranging from 0.336 to 0.790.  

The results of the proposed structural parameters (see Figure 2) are summa-

rized in Table 1. The fit indices of the hypothesized model indicated that the 

model represented a good fit to the data [Satorra-Bentler Scaled χ ²(334, N = 

1,522) = 1914.9, p < 0.001, NFI = 0.918, NNFI = 0.918, CFI = 0.927, IFI = 0.927, 

RMSEA = 0.056 (Confidence interval = 0.053 ~ 0.058)]. To summarize, with the 

fit index of 0.918 and 0.927 for both NFI and CFI, the significant parameter es-

timates, and the parsimony and meaningfulness of the paths included in the 

model, the hypothesized model is considered good fit to the current data. Ba-

sed on the results of the analysis, the following three equations were generated 

by decomposition of the model variables. All four proposed structural equa-

tions were supported by the results of the analysis. 

Y destination image = 0.684 × (pull factor) + D7 

 

Y satisfaction with destination website = 0.954 × (quality of destination 

website design) + D10 

 

Y use intention = 0.407 × (pull factor) + 0.021 × (push factor) + 0.112 × 

(destination image) + 0.185 × (quality of destination 

website design) + 0.583 × (satisfaction with destination  

website) + D8 
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Y visiting intention = 0.196 × (pull factor) + 0.054 × (push factor) + 0.127 × 

(destination image) +  

0.511 × (use intention) + D9 

 

Table 2 provides the results lending support for 10 out of eleven hypothe-

ses. Pull factor showed a positive impact on travelers’ use intention toward 

destination website (Hypothesis 1a), on destination image (Hypothesis 1b), and 

on users’ visit intention (Hypothesis 1c). The better promotional effect on the 

destination, the higher intention travelers will have in using the destination 

website to search for information regarding the destination. In addition, the 

promotional effect from pull factor will strengthen an attractive and favorable 

destination image. Eventually, such better promotional effect will also exercises 

positive influence on potential travelers’ visit intention to the destination.  

In this study, push factor did not show significant influence on: 1) travelers’ 

intention to use the destination website to search for information related to the 

destination (Hypothesis 2a) and 2) travelers’ visit intention (Hypothesis 2b). On 

the other hand, an attractive and favorable destination image would increase 

travelers’ intentions to use the destination website to search for information 

about the destination (Hypothesis 3a). Also, such strong destination image 

would positively influence travelers’ visit intention (Hypothesis 3b). 

A positive and favorable affective image of the tourist destination can 

strengthen potential travelers’ visit intention to the destination. The quality of 

destination website design had positive impact on users’ satisfaction with des-

tination website (Hypothesis 4a). The quality of website design also appeared 

to exert a significant positive effect on website satisfaction (Hypothesis 4b). 

High quality of website design in terms of information quality, system quality, 

and service quality was found to positively influence potential travelers’ expe-

rience with the destination website; useful and effective website design would 

increase their satisfaction. Travelers’ website satisfaction showed positive im-

pact on use intention toward the destination website (Hypothesis 5). Finally, 

use intention showed a significant influence on potential travelers’ visit inten-

tion to destination (Hypothesis 6). This suggests that as the use intention of vi-

sitors to a destination website increases, their visit intention to the destination 

would increase. 

The analysis also examined indirect effects related to the mediating const-

ructs. In general, most of the indirect effects were statistically significant (p < 

0.05), indicating that the proposed path structure was meaningful. In particu-
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lar, the indirect effects of the pull factor, the quality of destination website de-

sign, destination image, and travelers’ satisfaction with destination website via 

use intention were significant. This model explained approximately 90.8% of 

the variance in the construct of website user satisfaction, 83.6% in use intention, 

and 54.9 % in visit intention. The direct effect, indirect effect, total effect, and R² 

related to the model are summarized in Table 1. 

 
CONCLUSION AND IMPLICATIONS 

This paper developed and tested a conceptual framework for exploring how 

DMO websites perform as a communication channel to help build destination 

image, strengthen travel motivation and visit intention (see Figure 2). It focuses 

on the elements that influence destination image formation on destination web-

sites and destination website users’ travel motivation. DMOs should strive to 

utilize the Internet to the maximum of its advantages to promote the destina-

tion and also to understand the travel behaviors of those destination website 

users. For these reasons, a destination website plays an important role not only 

as an electronic communication medium but also as a direct link connecting the 

potential visitors to the destination. Travelers visit a destination website to se-

arch for information before deciding on their actual visit to the destination, and 

in the information searching process, the destination images presented on the 

destination website through both textual and visual images affect travelers’ be-

havioral intention of choosing a travel destination. Therefore, it is important to 

create strong and favorable destination images. Information sources (i.e., high 

quality information, usability and credibility) and visual images (i.e., attracti-

veness, uniqueness and inspiration) of the pull factors not only play a very im-

portant role as the key components in building strong and favorable destina-

tion images on destination websites but also  contribute to the quality of desti-

nation website design (Choi, Lehto, & Morrison, 2007; Jeong, Oh, & Gregorie, 

2003; Wen, 2009, 2010).  

The push and pull factors also influence the individual’s travel motivation 

and strengthen it with sensory tourism information such as narratives, photog-

raphs, or virtual tours. Potential travelers  

may have a strong and favorable destination image through the website 

when their emotions related to places coincide with their travel motivation—in 

particular, benefits sought. Comparing the influences between pull factors and 

push factors, the results in this study show that components underlying pull 

factors such as information sources and visual images exercise more significant 
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influence on destination image, travel motivation, and visit intention than 

psychological dimensions underlying push factors. Therefore, DMOs should 

focus more on enhancing the pull factors on prospective visitors in order to bu-

ild the destination image and strengthen travel motivation. With influences of 

strong pull factors, the understanding of the push factors, such as feelings or 

emotions, of the target segment can help DMOs to increase DMO website 

users’ visit intentions to the destination. 
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Appendix 
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Figure 1.  The hypothesized full SEM model.  
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Figure 2. Final SEM model output. 

 
Note. Satorra-Bentler Scaled χ²(334, N = 1522) = 1914.9, p < 0.001, NFI = 0.918, NNFI = 0.918, CFI = 

0.927, IFI = 0.927, RMSEA = 0.056 (Confidence interval = 0.053 ~ 0.058)]. 
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Table 1. Direct, Indirect, and Total Effects, R² of Each Construct 

Effect Direct  

Effect 

Indirect  

Effecta 

Total  

Effect 

R² 

On destination image    0.468 

of pull factor  0.684*** N/A 0.684***  

On satisfaction with the website    0.908 

            of quality of website design 0.953*** N/A 0.953***  

On use intention    0.836 

of pull factor 0.406*** 0.093** 0.499***  

of push factor 0.021 N/A 0.021  

of destination image 0.112*** N/A 0.112***  

of quality of website design 0.184* 0.556*** 0.740***  

of satisfaction with website 0.583*** N/A 0.583***  

On visiting intention    0.549 

of pull factor  0.196** 0.383*** 0.579***  

of push factor 0.054** 0.01*** 0.064***  

of destination image 0.127** 0.057** 0.184***  

of use intention 0.511*** N/A 0.511***  

Note. aN/A mean there is no indirect effect associated with that construct. 

*: p < 0.1;**: p < 0.05; *** p < 0.001. 

 

 
Table 2. Results of Hypotheses Testing 

 Hypothesis Results 

H1a Pull factor has a positive effect on use intention toward  

destination website 

Significant 

H1b Pull factor has a positive effect on destination image Significant 

H1c Pull factor has a positive effect on visiting intention Significant 

H2a Push factor has a positive effect on use intention toward  

destination website 

Not 

Significant 

H2b Push factor has a positive effect on visiting intention Not 

Significant 

H3a Destination image has a positive effect on use intention  

toward destination website  

Significant 

H3b Destination image has a positive effect on visiting intention Significant 

H4a Quality of destination website design has a positive impact  

on use intention toward destination website 

Significant 
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H4b Quality of destination website design has a positive impact  

on users’ satisfaction with the destination website 

Significant 

H5 Users’ satisfaction with the destination website has a  

positive impact on use intention toward destination website 

Significant 

H6 Use intention toward destination website has a positive  

impact on visiting intention 

Significant 
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INTRODUCTION 

Tourism is an extremely composite and bewildering phenomenon, consisted of 

a large number of interrelated entities joint in a system, having a vast range of 

stakeholders playing different roles and generating certain impacts (Davidson, 

2005; Wall & Mathieson, 2006). In the present we are living in – with most soci-

eties being capitalism-orientated, forcing a fierce competition in all industrial 

sectors, which often causes exploitation of the available resources; and with 

vertiginously rapid information and knowledge flow, turning the world into 

one big global village –, tourism is sentenced to constant changing and evolv-

ing, forcing destinations to continuously adjust, develop and improve the exist-

ing activities and strategies towards a win-win outcome for all parties in-

volved, paying special attention to the question of sustainability. Simultaneous-

ly, with the destinations’ growth and development, grows the need for strate-

gic decisions on management and governance, policy-making, partnerships 

and networking, marketing, long-term planning, product enhancement, sus-

tainability, etc., all this with a final objective of maintaining competitiveness. 

The complexity of tourism lays in the fact that it entirely depends on destina-

tion’s resources and their sustainable development (Di Martino & Petrillo, 

2006). Hence the need for a complex management that would embrace and deal 

simultaneously with all the resources of a tourism destination, and it cannot be 

mailto:ivana.stevic87@ua.pt
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successfully conducted by each stakeholder separately, without collaboration 

and knowledge-sharing between them.  

This study aims to examine the role and importance of networks in cultural 

tourism activities and dynamics, specifically orientating the research to the case 

of a World Heritage Site. For this purpose, comprehension of an extensive liter-

ature on the topic was necessary, including the concepts of networking, gov-

ernance and public policy, as well as the concept of cultural tourism and its el-

ements. Subsequently, the focus was put on the particular case of the UNESCO 

World Heritage Site of Oporto city, Portugal. 

LITERATURE REVIEW 

Governance is becoming an increasingly discussed concept in tourism public 

policy literature (e.g. Beaumont & Dredge, 2010; Hall, 2008, 2011; Hall & Jen-

kins, 2004; Ruhanen, Scott, Ritchie & Tkaczynski, 2010). Also, there is a grow-

ing body of tourism literature on the concept of networks (Beaumont & 

Dredge, 2010; Dredge, 2006; Scott, Baggio & Cooper, 2008) and the importance 

of collaboration between the participants of the tourism system on different 

levels (Baggio, 2011; Baggio, Scott & Cooper, 2008; Bramwell & Lane, 2000; 

Cooper, Scott & Baggio, 2009; Hall, 1999; Morrison, Lynch & Johns, 2004). De-

veloping networks and partnerships within the tourism sector is a significant 

tool of meeting the challenges resulting from the constant changes on the glob-

al tourism market (Breda, Costa & Costa, 2006).   

Tourism is an increasingly important factor in the planning and manage-

ment at UNESCO World Heritage Sites (Pedersen, 2002). Therefore, the devel-

opment of tourism that is sustainable in economic, environmental, social and 

cultural terms, requiring the involvement and collaboration between many ac-

tors, has been repeatedly recommended by the researchers (Paskeleva-Shapira, 

2001, cited by Timur & Getz, 2008, p. 446). There is a large body of literature on 

tourism’s sustainable development, but most of it has focused on natural pro-

tected areas, despite the fact that the majority of travel takes place in the cities 

and urban areas, due to most of the word’s populations living in these areas 

(World Tourism Organization, cited by Timur & Getz, 2008, p. 445). There is a 

mutual dependence between tourism and cultural heritage: heritage creates a 

basis for tourism growth, and tourism has the power to generate funds that 

make possible the conservation of cultural heritage. Consequently, developing 

strong public sector management capabilities and a multi-actor system of gov-

ernance, including public-private partnerships and a greater horizontal and 
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vertical coordination of relevant government bodies, has been marked as a pri-

ority in many of the world’s economies (OECD, 2012). 

METHODOLOGY 

The study aims to understand the role of networks and partnerships in cultural 

tourism activities and dynamics, and to examine, if they do exist, which type of 

networks and partnerships are present in the particular case of the UNESCO 

World Heritage Site of Oporto city. The specific objectives are: (i) to understand 

and discuss the importance of co-governance and networking at the cultural 

tourism level; (ii) to identify the governance structure of the UNESCO World 

Heritage Site of Oporto city; (iii) to identify the power-holding entities respon-

sible for the formulation of tourism policies, planning and management of 

tourism (and, more specifically, of cultural heritage tourism); (iv) to investigate 

the levels of collaboration between the identified entities; (v) to verify if there is 

an official network of stakeholders or merely a collaboration between them 

(both official and unofficial); and (vi) to identify the main difficulties at the site 

when it comes to the implementation of tourism public policies, the manage-

ment, preservation and protection of cultural heritage, and sustainable tourism 

development.  

The research methodology was qualitative in nature, due to being consid-

ered the most fitting for this case. The necessary data was collected, sorted and 

analyzed by means of content analysis. Secondary data consisted of legal doc-

umentation, official manuals, reports, and strategic and management plans for 

the site in focus. Primary data collection was done through three semi-

structured and semi-formal interviews with representatives of the entities in 

charge of strategic decisions and management of the site (Porto VIVO SRU – 

Sociedade de Reabilitação Urbana (Society for Urban Rehabilitation); Cultural De-

partment of the Oporto City Council; and Tourism Department of the Oporto 

City Council). The interviews were transcribed and subjected to content analy-

sis. Findings of the analysis and conclusions of the overall research were ex-

pressed as depthful and thick descriptions, with the writing style of the report-

ing being narrative. 

RESULTS 

This study unveiled that the existence of collaboration and cooperation be-

tween the parties of interest, even if they were not possible to define as official 

network structures but merely as network-alike, improves organization, man-

agement and functioning, not only of the tourism sector, but the general pros-
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perity of an area. It also causes a superior level of productivity of each actor 

individually, due to constant information and knowledge sharing. From the 

examined literature on network structures, they are pointed out as the most 

optimal form of governance when it comes to governing composite and multi-

faceted areas, such as the ones classified as World Heritage Sites, as is the case 

with Historic Centre of Oporto. However, the existing governance and man-

agement structure of the site is just as successful in meeting the challenges, as if 

it were defined as an official network structure.  

As emphasized by Pedersen (2002), the process of developing a manage-

ment plan can encourage the participation of stakeholders, but only with the 

purpose and the approach of identifying what is needed from the public, and 

what a site can offer them in return, and not merely releasing a draft manage-

ment plan for public comment. These were exactly the principles that led the 

Porto VIVO SRU to develop the Management Plan for the Historic Centre of 

Oporto World Heritage, declaring that the management plan aims to satisfy 

various groups of actors, including: (i) residents; (ii) visitors; (iii) employees; 

(iv) investors; (v) Oporto City Council, responsible for the major part of the 

Historic Centre; (vi) the Portuguese State that is the signatory of the conven-

tion; and (vii) the UNESCO – the final recipient of the Management Plan.  

The tourism industry is one of the principal drivers of economic develop-

ment of Oporto city, making its successful management the imperative for en-

suring the balance between the impacts generated by the tourism industry, un-

disturbed life of the local community and the spatial harmony. Complexity of 

issues and interests, however, which form the basis of tourism policy-making, 

complicates matters. Therefore, the process of planning needs to be in accord-

ance with interests of all parties involved, not forgetting about the environmen-

tal aspects, and keeping in mind that the successful planning leads to the suc-

cessful application of public policy.  

CONCLUSION AND IMPLICATIONS 

The principal finding, when it comes to the particular case of UNESCO World 

Heritage Site of Oporto, is that there is a network-alike manage-

ment/organization structure, but it is not officially designated as a network, i.e., 

there is no officially assigned protocol for the matter. However, there is a 

strong collaboration between the identified actors involved in activities and 

dynamics of the Site, both official and unofficial. It was, as well, concluded that 

networking enhances collaboration, cooperation and joint action between vari-
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ous stakeholders, and joint action leads to knowledge sharing, greater efforts 

and greater engagement in the fulfilment of objectives, due to them being col-

lective and not particular. Collaboration and cooperation between the network 

actors increase the information flow and, again, the knowledge sharing be-

tween the actors, enhancing the awareness of importance of the question of 

sustainability between the actors, who, further, communicate the importance to 

individuals outside the network. Joint action increases productivity, due to a 

greater deal of responsibility and commitment held by each stakeholder, lead-

ing to a more ethical and conscientious governance, organization and man-

agement of World Heritage Sites.  
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INTRODUCTION 

Focus of the study is to increase understanding about customers for rural tour-

ism in the Russian markets by investigating the motivations and preferences of 

potential rural tourists in the regions of St. Petersburg and Moscow and fur-

thermore, identify potential rural tourist segments. The study is connected with 

the RUNAT project. The aim of the RUNAT project is to develop and strength-

en the expertise of rural and nature tourist companies in eastern Finland (the 

regions North Karelia and North Savo) and in the Republic of Karelia (the re-

gions of Medvezegorsk, Olonets and Pryazha) (RUNAT, 2014). The RUNAT 

project is co-funded by the European Union, the Russian Federation and the 

Republic of Finland. 

Rural tourism is an important part of the tourism industry in Finland. Re-

search on rural tourism in Finland has also received relatively broad interest 

among tourism researchers. On the contrary, in the Republic of Karelia in Rus-

sia, rural tourism is in an early emergent stage and therefore, insight for the 

rural tourism market can be seen as non-existing. This study aims to provide 

new information about potential Russian rural tourists that could help rural 

tourism service providers, not only in Finland and Russia, but also elsewhere. 

 
LITERATURE REVIEW 

A rural tourism holiday is defined in this study as a leisure travel that lasts at 

least one night in a location situated in rural surroundings or in a setting out-

side cities and tourist centres. On a rural holiday, traveller seeks to participate 

in other than urban activities. Motivational items discussed in this study are 

divided to push and pull motivations. Push motivations are the inner urges 

mailto:jarno.suni@uef.fi
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and needs that tourists create and which then “pushes” the tourist towards the 

chosen destination, which they look forward to fulfilling the wants and desires 

(Leiper, 1990). Likewise, the pull motivations are the attributes of the destina-

tion that attract and “pull” tourists to visit the location.    

Earlier literature on rural tourism was examined to establish a useable adap-

tion of rural tourism related motivations. Frochot (2005) investigated the pro-

files of rural tourists in two Scottish locations using 13 different benefit state-

ments. Factor analysis used in the study revealed four underlying factors: Out-

doors, rurality, relaxation, and sport. Likewise, Molera and Albaladejo (2007) 

studied the benefits sought by rural tourists in Spain. They identified five fac-

tors: Nature and peacefulness, physical and cultural activities, family, trip fea-

tures and rural life. In Korea, Park and Yoon (2009) segmented rural tourists by 

their motivations. They found six travel motivation factors: Relaxation, sociali-

zation, learning, family togetherness, novelty and excitement. The push and 

pull motivational items included in this study are adapted from earlier studies 

done by Pesonen (2012; 2013) relating to rural tourism in Finland.  

 
METHODOLOGY 

Data gathering was conducted in Saint Petersburg and Moscow using conven-

ience based sampling. The data collection took place in several tourism related 

events to reach the potential rural tourists. Most of the data was collected by a 

paper and pencil type of survey. An electronic survey questionnaire was also 

used. The objective of this study is to investigate motivations and expectations 

regarding the rural holiday, therefore the focus was placed at respondents who 

are planning to take a rural holiday within the next three years. Further data 

exploration showed a clear bias for young respondents, so this study focuses on 

respondents aged 18 to 35. The total number of responses used in analysis is 

556. 

Data analysis was done in three phases. First, K-means cluster analysis was 

conducted based on the 11 push travel motivation items to create segments. 

Second, discriminant analysis was used to test the discriminating characteris-

tics of motivation items in cluster analyses. Third, one-way ANOVA with 

Scheffé’s post-hoc test and chi-square statistics were used to determine the sta-

tistically significant differences between segments.  
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RESULTS 

Four-cluster solution is presented in Table 1. Respondents evaluated how im-

portant the travel motivation items are for their rural holiday on a 7-point Lik-

ert scale, where 7 is considered ‘very important’ and 1 is ‘not important at all’. 

In cluster 1 (C1), which incorporates 25.5% of the respondents, the main moti-

vational items were to have a memorable experience, experience something 

new and to relax away from the ordinary. The least important item in this clus-

ter is to have an opportunity for physical rest. For the second cluster (C2), 

which incorporates 24.4% of the respondents, the most important item is to 

have a hassle-free holiday. Also, ‘to have an opportunity to be together as a 

family’ and ‘to have a memorable experience’ are considered somewhat im-

portant.  

In cluster 3 (C3), which incorporates most of the respondents (36.9%), al-

most all items are considered at least somewhat important. The least important 

item for this cluster is ‘to be physically active’. However, in comparison to oth-

er clusters, clearly distinctive items for this group are ‘opportunity for physical 

rest’, ‘feel a sense of comfort and care’, and ‘experience a romantic holiday’. 

Cluster 4 (C4) incorporates 13.1% of the respondents. In this group, the mem-

bers considered the most important to ‘have a memorable experience’ and 

‘have a hassle-free holiday’. The clusters were named based on the most im-

portant or the most distinguishing motivations as follows: 1) Active Experience 

Seekers, 2) Escapist Family Holidayers, 3) Comfort Seeking Romantics, and 4) 

Casual Rural Holiday Seekers. 

 

Table 1. Motivation variables with overall mean and mean values for clus-

ters. 

  

C1 
(a) 

C2 
(b) 

C3 
(c) C4 (d) 

  
  

Overall 
mean 

Mea
n 

Mea
n 

Mea
n Mean F Sig. 

I would have a hassle-free holiday 6.15 
5.79b

c 
6.46a

d 
6.56a

d 5.15bc 34.54 .000 
I would like to escape from a busy everyday 
life 5.99 6.06d 

5.86c

d 
6.38b

d 
4.99ab

c 23.85 .000 
There would be an opportunity to be together 
as a family 5.28 

5.22c

d 5.80d 
5.83a

d 
2.84ab

c 82.96 .000 

I would have an opportunity for physical rest 3.94 
2.09b

c 
4.19a

cd 
5.62a

bd 
2.33ab

c 
220.8

0 .000 

I would have a sense of comfort and care 5.35 
4.92c

d 
5.21c

d 
6.31a

bd 
3.73ab

c 76.80 .000 
I would have an opportunity to be physically 
active 4.39 

5.58b

cd 
3.42a

c 
4.41a

b 3.82a 47.20 .000 
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I would have a memorable experience 6.30 
6.71b

d 
5.74a

c 
6.68b

d 5.45ac 43.35 .000 

I would like to relax away from the ordinary 5.42 
6.16b

d 
3.99a

c 
6.18b

d 4.51ac 
112.4

4 .000 
I would have some control on how things turn 
out 4.38 

4.30c

d 3.86c 
5.20a

bd 3.16ac 32.31 .000 

I would experience something new 5.65 
6.20b

d 
4.29a

c 
6.40b

d 4.99ac 
105.1

5 .000 

I could experience romantic holiday 4.82 
4.87b

cd 
3.92a

cd 
6.16a

bd 
2.68ab

c 
122.5

4 .000 

7 = very important … 1 = not important at all 

Superscript letters show between which segments statistically significant difference is found 

(p<.005). 

 

Examining the socio-demographic information showed that there is a signif-

icant difference between clusters on gender (χ2=29.780, p<.001). Majority of 

Casual Rural Holiday seekers are males (63.0%), as other segments are female-

dominant. No significant difference was found regarding the region of resi-

dence. The survey also consisted of questions regarding accommodation relat-

ed features and the importance of services, rural holiday activities and possible 

companionship for the next rural holiday. The accommodation related services 

are regarded as the pull motivations. The mean values for the importance of 

accommodation related services are presented in Table 2. This information is 

summarized in the following descriptions of a typical member for each seg-

ment. 

 
Table 2. Importance of accommodation related services 

 
 C1 (a) C2 (b) C3 (c) C4 (d) 

  
 Importance of accommodation related services 

Overall 
mean Mean Mean Mean Mean F Sig. 

Full board available 4.84 4.63c 4.81d 5.43ad 3.68c 15.875 .000 

Half board (breakfast and dinner) available 4.53 4.43 4.60 4.86d 3.68c 7.849 .000 

An opportunity for full time self-catering 4.36 4.42 4.33 4.47 4.01 1.109 .345 

A variety of restaurants available in walking distance 4.92 4.75cd 4.86cd 5.51abd 3.74abc 23.443 .000 

Local food available 5.18 5.19 4.99 5.53d 4.49c 8.723 .000 

Daily organized program available 4.27 4.20cd 3.93cd 4.98abd 3.00abc 27.845 .000 

Organized trips and other packages available 4.81 4.88d 4.54c 5.32bd 3.71ac 18.386 .000 

Bicycles, boats, etc. for rent 4.95 5.10 4.60 5.19 4.62 4.544 .004 

The host company shows environmental responsibility 4.95 5.31bd 4.63a 5.21d 4.11ac 10.764 .000 

My privacy would be assured if I wanted it 4.73 4.53 4.69 5.19d 3.90c 10.219 .000 
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I do not need to rush according to schedules 5.19 5.12 5.05 5.46 4.85 2.481 .060 

Calm atmosphere 5.54 5.39 5.60 5.89d 4.78c 10.489 .000 

An opportunity to go to the sauna every day 4.87 4.64c 4.65c 5.51abd 3.90c 18.316 .000 

7 = very important … 1 = not important at all 

Superscript letters show between which segments statistically significant difference is found 

(p<.005). 

 

A typical member of segment Active Experience Seekers would be a female, 

who seeks new and memorable experiences on her rural holiday. She goes on a 

holiday with her spouse or friends to a cottage located near a body of water, 

looks for a calm atmosphere and availability of local food. As for the activities, 

she would be interested in going to sauna, participating in excursions and fa-

miliarizing with local culture. A member of the segment, Escapist Family Holi-

dayers, is most likely a female, who is motivated to go on a rural holiday to 

have a hassle-free holiday, escape busy everyday life and possibly have time 

with her family.  She shares similar expectations and wants for accommoda-

tions as a member of the previous segment. As for the activities, she would be 

interested on going to sauna and swimming, visiting local sights and taking 

walking or hiking trips. 

A member of Comfort Seeking Romantics is a female who is mostly inter-

ested to get new, memorable and possibly romantic experiences on her rural 

holiday. Also resting and relaxing, feeling a sense of comfort and care are im-

portant. She would go on a holiday with her significant other and accommo-

date in a cottage, but could also possibly stay in a hotel. Vicinity of water is im-

portant for her. Similarly to previous segments, she is interested in bathing in 

sauna, swimming and going on excursions, but would also be interested in 

horseback riding and water sports more than members in other segments. In 

contrast, a member of segment Casual Rural Holiday Seekers is most likely a 

male, who is motivated to go on a rural holiday to get memorable experiences 

and hassle-free holiday. He would be travelling with his friends. He considers 

cottage as the first choice for accommodation, but within this segment there is 

more interest in camping than in other segments. Cycling is the most wanted 

activity for him.  

 
CONCLUSION AND IMPLICATIONS 

As for travel motivations, all segments shared the interest in hassle-free holiday 

and getting memorable experiences from their rural holiday. Differences in mo-
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tivation appeared for example in physical activity, comfort seeking, romance 

seeking and family togetherness. Based on the responses, young Russians seem 

to think a rural holiday to be a visit to a cottage near body of water. Examina-

tion of the desired activities for the trip, revealed that summer activities are fit-

ting and interesting for rural holiday, and therefore season for taking rural hol-

idays would more likely to be spring or summer. 
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INTRODUCTION 

Tipping is one of the major portions of restaurant employees’ wages and ac-

counts for more than half of their income (Azar & Yossi, 2008). Many restaurant 

servers in the United States receive wages below the Federal national minimum 

wage standards which force them to rely heavily on tips for their standard in-

come. However, customers may not always tip as per the standard norm of 15-

20% of the bill every time they dine at restaurants.  

What servers think of the customers’ tipping behavior has drawn the atten-

tion of many scholars (Gatta, 2009; McCall & Lynn, 2009). Understanding serv-

ers’ perception on tipping behavior of customers is necessary simply because it 

may affect the service quality the servers provide to the customers (Brewster & 

Mallinson, 2009).  

Studies had been done on customers race and their tipping practices: Afri-

can American customers and their tipping behavior (Lynn, 2007) followed by 

Asian Americans and Hispanics (Lynn, 2013). A gap exists in the literature as 

these early studies have omitted one group of customers, i.e. foreign customers 

dining in U.S. restaurants.  

Two studies were conducted with different purposes. The main purposes of 

study 1 were to explore the servers’ perceptions on the tip amount differences 
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of foreign and domestic casual dining customers in Oklahoma, U.S.A. Study 2 

aims to identify the actual tipping practices of these customers, investigates 

and compares the cross-cultural factors which affect the tip amount differences 

between foreign and domestic customers. 

 
LITERATURE REVIEW 

 
Study 1 – Server Study 

McCall and Lynn (2009) reported that foreign customers were viewed to tip the 

least and expressed their concern for managers to pay close attention to the im-

pact such tipping beliefs might create to the customers service quality. Rusche 

and Brewster (2008) explained if servers believed certain races of customers tip 

less, they were capable enough to alter their service level to justify the predict-

ed tip amount. 

If tipping practice can motivate servers to provide quality service, it may al-

so invite the service discrimination to those who servers think of as low tippers 

(Brewster & Mallinson, 2009). The resistance of servers to wait on Black cus-

tomers and deliver poor service to them if they must wait and avoid or quit 

positions in restaurants with majority of Black customers (Lynn, 2000) is a good 

example of how devastating the impact of servers’ perception may create in the 

restaurant business.  

Hence, any kind of tipping assumption servers have for the customers may 

impact their service delivery process and their service preference to wait on 

these customers’ tables.   

Based on the literature discussed, it is hypothesized that: 

 H1: Servers perceive foreign customers as low tippers compared to 

domestic customers.  

 H2: Servers favor to serve foreign customers over domestic customers.  

 H3: Servers provide less quality of service to foreign customers com-

pared to domestic customers.  

Study 2 – Customer Study 

The norms of tipping vary across countries, occupations and even industries 

(Azar, 2007b). This may explain why the tipping behavior of foreign customers 

seems to differ when they dine at restaurants in the United States. For exam-

ples, Casey (2001) conducted her study in New Zealand restaurants and re-
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vealed that tipping was not a cultural norm and servers would prefer a sincere 

“thank you” from a customer or employer instead of a tip. In the United States, 

the typical tip amount expected from customers is 15-20% of the total bill (Gat-

ta, 2009) for a good service. 

Cross- Cultural Factors 

Cross-cultural factors are affected by culture, beliefs, values and norms and 

vary from country to country (Lynn & Withiam, 2008). This study attempts to 

assess guilt, awareness of tipping norm, and awareness of servers’ wage and 

their impact on the tipping practices of foreign and domestic customers in Ok-

lahoma. 

Guilt 

Guilt is “the uncomfortable feeling and even embarrassment that might result 

from stiffing” (Azar, 2004). Guilt plays a role in determining the tip amount 

and may explain why many people tip out of guilt even though the service they 

receive may not be of good quality (Lin & Namasivayam, 2011); Azar, 2004). 

Awareness of Tipping Norm 

Tipping is forbidden in some parts of the world like Russia and Japan, whereas 

in Southern France, tips are the main source of a server’s income. These varia-

tions in tipping norm across the world suggest that foreign customers may not 

be aware of tipping norm in the United States. Additionally, Parrett (2006) 

mentioned that awareness of tipping knowledge could be one of the important 

determinants of tip amount.  

Awareness of Servers’ Wage 

Due to the fact that the servers’ wages differ per state (US Department of La-

bor, 2012), it is not surprising to speculate that not only foreign customers but 

many domestic customers may also be unaware of servers’ wage, especially 

when they travel to different states.  

Based on the above arguments, the following hypotheses are proposed: 

 H1: Foreign customers tip less than domestic customers.  

 H2: The tip amount of foreign customers is less affected by guilt 

compared to that of domestic customers. 
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 H3: The tip amount of foreign customers is less affected by aware-

ness of tipping norm compared to that of domestic customers. 

 H4: The tip amount of foreign customers is less affected by aware-

ness of servers’ wage compared to that of domestic customers. 

 

METHODOLOGY 

 

Participants 

Casual restaurants around the five major university areas of Oklahoma had 

been chosen due to the possible high volume of foreign customers. For the 

server survey, servers working at those restaurants were the survey sample. 

For the customer survey, the residents of Oklahoma including international 

students studying at those universities were chosen as participants. 

Survey Development and Measurement 

The survey for Study 1 was developed from “Restaurant Servers and Their 

Customers Survey” (Brewster, 2009). The first section contained four demo-

graphic questions. The second section intended to explore the servers’ predic-

tion of tip amount; the third section measured the servers’ favoritism to serve 

customers; and the fourth section assessed servers self-rated service quality for 

domestic and foreign customers separately.  

The survey of Study 2 consisted of three sections. The first section measured 

the participants’ tip amount, adapted from Tipping Experiment Survey (Parrett 

, 2003) and Tipping Motivation Scale (Whaley, 2011) along with their aware-

ness of the U.S. tipping norm and servers’ wage. The second section had six 

demographic questions. The third section, adopted from Tipping Motivation 

Scale of Whaley (2011), measured the respondents’ guilt factor.  

All the items were be measured on a 5 point Likert-type scale.  

Data Collection 

Both online and paper version of surveys were distributed to both customers 

and servers.  

Data Analysis 

Descriptive method was used to analyze the respondents’ demographic charac-

teristics. Factor analysis, frequency analysis, t-test, one-way ANOVA, and hier-
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archical linear regression were utilized to measure the various components of 

the surveys.   
 
RESULTS 

 
Study 1 – Server Study 

Of the 329 questionnaires received, 298 were complete and valid.  

To test H1, H2, and H3 paired sample t-tests were utilized and the means of 

domestic customers and foreign customers were compared. The results in Ta-

ble 1 showed that the means of tip amount prediction of domestic customers 

(MDomestic=3.00, SDDomestic=.47) was significantly higher than the tip 

amount prediction of foreign customers (MForeign=2.68, SDForeign=.61), 

t(297)=9.77, p<.000. Hence, H1 was supported. Similarly, the means of tip 

amount prediction of domestic customers (MDomestic=3.43, SDDomestic=.72) 

was significantly higher than the tip amount prediction of foreign customers 

(MForeign=3.09, SDForeign=.91), t(297)=9.829, p<.000. Hence, H2 was support-

ed.  Table 1 indicated the means of tip amount prediction of domestic custom-

ers (MDomestic=4.48, SDDomestic=.46) was significantly higher than the tip 

amount prediction of foreign customers (MForeign=4.24, SDForeign=.59), 

t(297)=9.991, p<.000. Hence, H3 was supported.  

 

Table 1: Paired Sample Statistics 

Domestic-Foreign Mean Std. Deviation t-value df Sig. 

Tip Prediction .32953 .58234 9.768 297 .000*** 

Favor to Se.rve     .33356 .58582 9.829 297 .000*** 

Service Quality  .2423 .42623 9.812 297 .000*** 

                 
Study 2 – Customer Study 
 

Out of 832 responses, 749 were considered for further analysis. There were a 

total of 640 domestic customers and 109 foreign customers.  

One-way ANOVA was implemented to measure the tip amount difference 

between foreign and domestic customers and the results indicated that there 

was a significant difference in tip amount of foreign and domestic customers 

(F1,747 = 166.489, p<.001). The domestic customers tipped higher (M=4.75, 

SD=.704) than foreign customers (M=3.77, SD=.867). H1 was failed to reject. 
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To test H2, H3, and H4, univariate analyses were conducted. The results are 

presented in Table 2. There was no significant interaction effect between guilt 

and customer groups on tip amount, F1, 745 = .687, p<.05. Thus, H2 was not sup-

ported. However, awareness of tipping norm and customer groups showed 

significant interaction on tip amount (F1,745 = 10.594, p=.001). The tip amount of 

foreign customers (M=4.09, SD=.65) were less affected by awareness of the tip-

ping norm compared to that of domestic customers (M=4.78, SD=.636) suggest-

ing H3 was supported. The interaction between awareness of servers’ wage 

and customer group was not significant (F1,745 = .538 , p<.05). Hence, H4 was not 

supported. 

 
 

Table 2: Univariate Analysis Results on Tipping Differences of Customer 

Groups (Domestic and Foreign)  

Source df Mean Square F Sig. 

CustomerGroups*Guilt 1 .359 .687 .407 

CustomerGroups*TipNorm 1 5.016 10.594 .001** 

CustomerGroups*Serverwage 1 .277 .538 .464 

 
 
CONCLUSION AND IMPLICATIONS 

Managers should implement activities and schemes to make foreign customers 

favorable to servers.  Managers should closely monitor servers’ performance 

providing service to foreign customers and reward servers for good service or 

for serving the highest number of foreign customers per shift with bonus cash, 

a flexible schedule, or meal tickets (Liu, 2006). Managers are also responsible 

for informing customers–both domestic and foreign–regarding the correct tip-

ping norm (Lynn 2011) and servers’ wages. Notes can be printed on menus to 

make customers aware of the correct tipping norm and aware of servers’ wages 

by explaining how servers depend on the tip to make up their minimum wag-

es. Hiring minority staff for front operation positions can aid in spreading the 

awareness of tipping norm and servers’ wage to customers, friends, family 

members, or acquaintances within their race or ethnic group (Lynn, 2008). 

This study has several limitations. The study was focused on customers and 

servers of casual dining restaurants in Oklahoma, thus, reducing the generali-

zability of study. Study 1 utilized the self-rated service quality of servers for 
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analysis. Study 2 also used customers’ self-reported average tip amount. Also, 

the sample sizes of domestic and foreign customers in Study 2 were not similar. 

Future studies should explore new factors to explain the tip amount difference 

of customer groups. 
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INTRODUCTION 

The cruise tourism industry comprises all economic units that provide goods 

and/or services to cruise passengers. Key elements related to the cruise product 

are the ship and the itinerary that determines both the home port and ports of 

call (Wild and Dearing, 2000). This set of port cities and their respective tourist 

hinterland delimit what can be visited by cruise passengers, which together 

with the services offered on board defines the experiences and activities that 

may be performed. Rodrigue and Notteboom (2013) assert, consequently with 

the above, that this industry sells itineraries, not destinations. Three key stake-

holders are involved in the development of a cruise itinerary: the cruise line, 

port and destination or region to visit by cruise passengers during each call, 

called tourist hinterland. This work defines the general characteristics of each 

of the actors listed above, in addition to particularize to the case of Spain with 

regard to cruise ports and tourist hinterland associated with them. 
 

CRUISE LINES 

The cruise ship is directly related to the transport component present in the 

cruise product, along with the attraction associated with the vessel itself since it 

can be considered as a destination in itself, hence the current conception of ma-

rine resort. During the last two decades there has been an increase in the size of 
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vessels, thereby increasing passenger capacity in order to benefit from econo-

mies of scale associated with vessel’s size. An example of this trend is the Gene-

sis Project developed by the cruise line Royal Caribbean International, which owns 

the ships Oassis of the Seas and Allure of the Seas, the biggest in the world, with a 

capacity of 5,400 passengers each one (Royal Caribbean Cruises, 2007). 

Cruise lines are in charge of invest in the construction of new cruise ships. 

These vessels will cover various itineraries in one or more regions throughout 

the year. The cruise lines market is characterized by aggressive acquisitions, 

mergers, internationalization strategies and corporate concentration (Gui and 

Russo, 2011). In October 2013 the cruise line market is divided into three multi 

brand groups (The Big Three) that accumulate the 78.26% of world capacity on 

board cruise ships and a fourth group of independent cruise lines with a rema-

ining share of 21.74 %. This composition gives rise to an oligopolistic character 

market. 

Furthermore, the concentration is not only evident in the current fleet, but 

also in the order book of new constructions. Of the 16 ships that are currently 

part of the order book of shipyards specialized in the construction of cruise 

ships, thirteen correspond to cruise lines encompassed in The Big Three while 

the remaining three belong to two independent cruise lines, two to TUI Cruises 

and one to Regent Seven Seas. 
 

CRUISE PORTS 

All spatial flows, with the exception of those developed by own means, involve 

movements between terminals. In the case of maritime passenger transport and 

more specifically in cruise traffic, the passenger terminal is part of a more 

complex and multi-purpose area: the port. It is often claimed that ports exceed 

the simple function of providing services to ships, passengers and cargoes on 

the dock (Vaggelas and Pallis, 2010). Port functions/services/activities are defi-

ned by spatial dimensions, ranging from simple berthing facilities (ship/shore 

interface) to value-added services. 

Ports play a key role in achieving maritime transport associated with a crui-

se itinerary, constituting the link with the tourism component developed on 

land. Also act as a link between the tourist hinterland and the cruise ship (Gui 

and Russo, 2011). Therefore, taking as reference port definition given by the 

UNCTAD (1991) and particularizing it to the case of a cruise port, in a similar 

way the following is obtained: 
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“A cruise port is the area where the interface between sea and land trans-

port modes is carried out, and as such is a node of intermodal transport. Pas-

sengers embark and disembark from the cruise vessel and are sent to/from the 

hinterland using transport modes available between the hinterland and the 

port.” 

The above definition applies to the two types of ports present in cruise traf-

fic, home port, those from which starts and/or ends the cruise itinerary, and 

ports of call, which constitutes intermediate calls in the itinerary. 

At this point it is come to analyze the presence of cruise traffic in Spanish 

ports. Spain has not been indifferent to the positive momentum of the cruise 

industry recorded over the past 20 years in which the annual growth worldwi-

de exceeds 8%. Considering the Landlord Port model of the Spanish Port Sys-

tem, of the 28 Port Authorities that compose it, 24 have cruise calls. In addition, 

the strategic geographical location of Spain including Balearic Islands and Ca-

nary Islands allows Spanish ports to have a significant presence in the cruise 

itineraries that run through Northern Europe and the Mediterranean, and in 

repositioning cruises between America and Europe. 

Between years 2000 and 2013 in the whole Spanish Port System cruise traffic 

has grown at an average annual rate of 11.65%, growth that exceeds the avera-

ge recorded worldwide. Among the 24 Port Authorities that register cruise traf-

fic are significant differences between them, both in its evolution over this pe-

riod as well as in the magnitude of cruise passengers registered (see Figure 1). 

In the three Spanish coastal areas at least two ports have home port character. 

The Mediterranean coast has the largest number of home ports, because Barce-

lona, Malaga, Palma de Mallorca and Valencia share this characteristic, besides 

being important ports of call. In fact, in 2013 Barcelona has been the leading 

home port of the Mediterranean Sea and the first and fifth cruise port in Europe 

and in the world respectively (APB, 2014). 
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Figure 1. Spanish cruise ports, average annual growth and average market share between years 

2000 and 2013.  

Source: Authors’ elaboration. 

 
 
TOURIST HINTERLAND 

From the spatial point of view one can delimit three geographical areas associa-

ted with the evaluation of the attractiveness of a cruise port. These are: the port 

area, the port city and area of influence surrounding the port city called tourist 

hinterland. The tourist hinterland associated with ports of call can be defined 

empirically as the geographical area that includes the shore excursions offered 

to passengers. Related to this concept, it is possible to distinguish two types of 

tourist hinterland associated with a port, primary and competitive. The pri-

mary hinterland is the area that is available for cruise passengers on a specific 

port. While competitive hinterland is the area that is available from more than 

one port. 

Integrating in the definition of tourist hinterland the role played by the 

port in the tourism flow towards this hinterland is possible to find five types of 

ports in response to this concept, which are: Black Hole, Gateway, Semi-
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Gateway, Semi Black Hole and Balanced. In a Black Hole port, the port city des-

tination is endowed with important tourist attractions, cruise passengers stay 

in the port city without visiting inland towns. At the other extreme lies the ga-

teway port, used with shore excursions to reach the main tourist attractions 

located outside from the port city. Thirdly a Semi-Gateway port is set when the 

main destinations are far from the port, however, the port city is endowed with 

certain tourist attractions. These tourist attractions in the port city receive visits 

of a minority of the cruise passengers during the call. In this sense, it can also 

be the opposite situation, Semi Black Hole port, ie the port city is endowed 

with important tourist attractions that are visited by the most cruise passen-

gers, although the hinterland also has certain attractions visited by a minority 

of cruise passengers. Finally, with the Balanced port there is a balanced share of 

tourists between the city-port and the surrounding area, because both are simi-

larly endowed in terms of tourist attractions. 

Taking as reference the concept of tourist hinterland, both primary and 

competitive, and the categories of ports based on the tourist flows towards the 

hinterland, both concepts are empirically applied to the Spanish cruise ports, 

and more specifically those located in the Mediterranean and Atlantic Anda-

lusian coast. In order to perform a deeper analysis and achieve greater preci-

sion in the definition of tourist hinterland of each port has consulted ship 

agents operating cruise ships in the Spanish coast. Once done, most ports have 

a tourist hinterland covering a wide geographical area. Usually the tourist hin-

terland consists of several towns in the province where the port is located. 

However, there are also cases where the hinterland extends to other provinces, 

as well as several ports share the same tourist hinterland or at least a part of it. 

In addition, this area of the Spanish coast has the five port categories, dis-

cussed above, from the point of view of the tourist flow. On the one hand, there 

are powerful tourist destinations such as Barcelona, Palma de Mallorca and 

Valencia that focus all the attention of cruise passengers arriving at its ports 

(Black Hole), as well as nearby ports act as Semi-Gateway to these destinations, 

such as the port of Tarragona. There are also Semi-Black Hole ports, as the case 

of Sevilla, in which prevails as destination the port city, also passengers are 

distributed inland but lesser extent. Following are Balanced ports as Alicante or 

Cadiz Bay, where the shore excursions are equally distributed between the port 

city and towns of the province to which the port belongs. Finally, there are the 

ports that act as a gateway to the destination cities located inland, such as the 

port of Motril and shore excursion to Granada. 
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INTRODUCTION 

Tourism is the industry currently driving Spain's economy forward, as eviden-

ced by the most recent data available. The tourism industry accounted for 10% 

of the Gross Domestic Product (GDP) in 20131, noteworthy being the continual 

increase in the volume of tourists visiting our country in recent years (60.66 

million tourists in 2013, 5.6% more than in 2012). Given the enormous influence 

of this industry on our economic activity, a significant increase in demand for 

Bachelor's Degree in Tourism should have been noted in enrollment in recent 

years. However, the degrees most demanded by prospective college students 

are engineering, medicine, and nursing degrees, as well as those related to the 

corporate world such as business administration and management, and law, 

perhaps because graduates with business administration and management and 

engineering degrees are those most sought after by enterprises.  

In view of the above, our role as teachers in the Bachelor's Degree in Tou-

rism programme cannot be passive; on the contrary we must actively contribu-

                                                                                 
1 Tourism in Spain increased in the last quarter of 2013, due mostly to the growth in foreign demand, fol-
lowed by the large inflows of foreign tourists to the sun and sand regions of the Mediterranean, and the Bale-

aric and Canary islands. It is due, inter alia, to instability in third countries (and mainly Egypt), combined 

with the rise in the Russian and Nordic market, and improved consumption in the UK and Germany, as well 
as because of the situation in Spanish tourism consumption. Source: EXCELTUR, available on 

http://www.exceltur.org/excel01/contenido/portal/listawrap.aspx?nid=95. 
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te to the continuous improvement of this programme through the implementa-

tion of educational innovation experiences and the ability to contribute to the 

research and dissemination of tourism, not only in our country and in our uni-

versities but also beyond our borders. 

In 2010-2011, our institution, Florida Universitaria, introduced an educatio-

nal experience (following the model implemented by the Universitat Rovira y 

Virgili) which consisted in implementing a project in a real-life context 

requiring the application of the various skills learned in the courses taught in 

the different academic years of the Bachelor's Degree in Tourism programme. 

Through the Integrated Project, students develop specific skills taught in the 

courses offered each academic year, as well as cross-cutting skills associated 

with the Project: mainly teamwork, effective communication, conflict resolu-

tion, and leadership.  

It is important to highlight that the Integrated Project is developed by gro-

ups of students working in teams, which are assessed in a unified manner; the 

final mark obtained in the Project being utilized in each course as part of each 

student's individual grade. Teams, whose members are designated by the co-

ordinator of the project, are formed by groups of 5 to 9 students from each class 

year. Each team is led by a student in his/her final year of the degree program-

me whose role is to guide the team toward the fulfillment of the project aims, 

and whose experience is essential in the process.  

Given the above, it can be concluded that the methodology of the Project is 

active and participatory. Students learn to work in a team (not without first 

overcoming many difficulties) and to resolve a real problem, developing the 

specific skills learned in each course, as well as the cross-cutting skills defined 

in the educational model of Florida Universitaria. In this way, all of the teac-

hing staff involved take part in the project in a coordinated and integrated 

manner; which is challenging work in a university in Spain.  

The development of the project requires participation in: 

• Specific seminars for the development of cross-cutting teamwork and 

information and communication technology (ICT) skills.  

 A Teamwork Seminar, whose objective is for students to understand 

the principles of teamwork and how it is developed, and to identify the 

components required for the success of a team as well as the reasons 

for its failure. 

 An ICT Seminar, whose objective is to train students to draft professio-

nal reports, and prepare slide presentations and posters. 
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• Meetings with the team leader and coordinator of the project, for the 

purpose of planning work, revising the processes and results obtained 

and identifying aspects requiring improvement, as well as needs. These 

are set meetings included in the schedule of classes, at which the pro-

ject coordinator monitors each of the teams. 

• Classroom sessions in each course. At these sessions the project work 

corresponding to the educational objectives identified for each course 

are undertaken, with the guidance of the teaching staff. 

• Independent team work sessions. These are necessary sessions which 

complement those mentioned above. They are set by the team based on 

their own needs for the purpose of achieving the results outlined in 

each project and meeting their deadlines. In the set schedule, there are 

one or two hours set aside for team work and seminars.  

The geography of tourism course plays a key role within the framework of 

the Integrated Project. The skills students are expected to acquire are the ability 

to identify and manage tourist spaces and destinations. In line with these skills, 

the learning outcomes for this discipline are: understanding the nature of the 

multiple relationships and interactions that arise between tourism and the terri-

tory in which it is located; studying the territorial types of tourism (coastal, ru-

ral, urban, etc.) ;studying the geographical layout of tourism worldwide, tou-

rism flows and their determinants, and tourist regions worldwide; and making 

accurate assessments of the state of tourism in different countries and regions, 

through the knowledge of global tourism trends and through the correct identi-

fication of the key elements in each territory. These outcomes are fully consis-

tent with the objectives foreseen for the Integrated Project of the Bachelor's 

Degree in Tourism.  

The aim of this study is to present an educational innovation experience 

within the framework of the Bachelor's Degree in Tourism programme for the 

purpose of enabling students to experience working in a team and learn the 

true reality of the tourism business and of the Spanish tourism industry. The 

outline of this paper is as follows: after an introduction in which we analyze the 

close relationship between geography and the tourism, the experience of Flori-

da Universitaria in the Integrated Project is described; and the application and 

implication of geography courses in the different academic years in which the 

Project is developed are then addressed. Subsequently, future proposals are 

made for the purpose of improving the design of the courses mentioned, and 

finally, the conclusions of our study are presented.  
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LITERATURE REVIEW 

The literature search process was based strictly on scientific papers and data 

taken from official sources.  
 
METHODOLOGY 

The methodology followed was based on determining the object and time di-

mension of the study. The results relating to the degree of satisfaction of the 

teaching staff and students in the Project were based on a quantitative analysis 

of the data collected in the sample (surveys of the teaching staff and students 

carried out in the educational center).  

 
RESULTS 

The results to be achieved demonstrate that innovation in university education 

is possible through geography courses. Additionally, we aim to spark the inte-

rest of teaching staff who are giving courses in the Bachelor's Degree in Tou-

rism programme, so as to carry out cooperative and collaborative tasks not 

only with students but also the teaching staff, taking into account that one es-

sential characteristics of the Integrated Project is a cross-cutting nature.  

 
CONCLUSION AND IMPLICATIONS 

Our conclusions are based on the results of the analysis, directly related to the 

involvement of students and teaching staff in the Project, with respect to the 

geography and degree of satisfaction reached by both (fteaching staff and stu-

dents).  
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INTRODUCTION 

Currently there is a new, mature, well-trained and well-informed traveler. New 

traveler is more demanding and requires a greater variety of quality services 

and a more active and comprehensive participation in his/her holiday pro-

gramme. For this reason, the tourism industry is calling for a real alternative to 

traditional tourism models, such as that of sun-and-sand vacations. In this 

sense sport active tourism plays an important role. Paddel tennis tourism is a 

new attraction for tourists. Nowadays, paddle tennis has become an important 

attraction in the field of tourism (Muchoviaje, 2011). There are even rural hous-

es offering the practice of this sport as one of the many services they provide.  

The study of paddle tennis tourism is justified due to its significant economic 

and business impact. Also, there are no scholarly articles on paddle tennis tour-

ism in the previous literature. In light of this, this study tries to contribute with 

a new typology of sport to the existing literature on sport tourism.  Despite the 

ample and varied literature on sports tourism, hardly any studies focus on 

paddle tennis tourism. Moreover, the results obtained in general research on 
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sports tourism may be influenced by the heterogeneity of the sports activities; it 

is therefore necessary to undertake sport-specific tourism studies. 

 
LITERATURE REVIEW 

The relationship between tourism and sport has grown enormously in recent 

years. Latiesa and Paniza (2006) justify this growth by referring to socio-

demographic, social, cultural, and economic aspects. Tourism destinations are 

developing interesting tourism products with sport in order to get profitable 

destinations. This will allow differentiation between markets and will make 

tourism destinations more competitive. 

Two of the most relevant issues regarding the tourism sector are those of 

why people travel and what they expect from their destination (Yoon & Uysal, 

2005); in other words, which reasons lie behind their travel decision. These two 

issues are related to motivation and satisfaction. 

Motivation is one of the main factors leading tourists to a specific destina-

tion, since they are often driven by a specific reason or cause to satisfy a need 

or a wish (González & Conde, 2011). Motivation can also manifest itself as the 

desire to participate in a leisure activity (Carroll & Alexandris, 1997). Motiva-

tion has been proposed as a segmentation variable in tourism (Shoemaker, 

1994), and tourism managers try to promote those attributes that better adapt 

to the profile of certain groups of tourists (Kim, 1999; Kozak, 2002; Laws, 1991). 

Satisfaction is another important issue in choosing a destination. The proven 

positive relationship between satisfaction and loyalty (Bitner, 1990; Fornell, 

1992; Zeithmal et al., 1996; Oh & Parks, 1997) has transformed tourist satisfac-

tion into a paramount objective of all tourism agents. Also, tourist satisfaction 

has been considered a useful tool to help increase competitiveness between 

tourism destinations (Andriotis et al., 2008). Hence, the study of the degree of 

satisfaction of sports event tourists is a priority objective for many tourism 

agents, since satisfied tourists constitute the key factor for growth within this 

tourism sector.  

 
METHODOLOGY 

The data were obtained in a paddle tennis event held in Islantilla. Islantilla is a 

coastal resort located between the towns of Isla Cristina and Lepe, in the prov-

ince of Huelva. A structured questionnaire was applied in order to collect in-

formation on several socio-economic, motivational and satisfaction-related as-

pects of the practice of paddle tennis. The variables and questions were 
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adapted from others found in the literature on the topic (Farías, 2011; Molera & 

Pilar, 2007; Osti et al., 2012). The data was collected in October 2012. A total of 

141 valid questionnaires were collected. The data were analysed with SPSS 

software. 

 
RESULTS 

Results show that the percentages of men (47.5 percent) and women (52.5 per-

cent) are similar, a fact that demonstrates that paddle tennis is played by a 

large proportion of women, as compared to other sports. Most of the respond-

ents are adults, married, with education studies, employed and with medium 

level of incomes.  In order to study the motivation that leads people to play 

paddle tennis, an SPSS factor analysis has been applied to the sixteen items in-

cluded in the questionnaire to this effect (Table 1).  

 
Table 1. Results of the rotated factor analysis for paddle tennis tourists’ motivation 

 Component 

 1 2 3 4 

Satisfaction with the event in relation to expenses 

Improvement of the abilities and qualities as a player 

Greater enjoyment than with other sports 

New sensations and experiences 

Playing in suitable weather conditions 

Relaxation or stress reduction 

Overall friendly atmosphere and pleasant comradeship  

Increase in social status 

Meeting other people 

A complement to holidays 

Additional enjoyment of nightlife 

Additional enjoyment of cultural visits 

Going shopping 

Being with the family on holidays 

Competition with advanced-professional players 

Doing business with other businesspeople 

0.826 

0.831 

0.923 

0.857 

0.853 

0.876 

0.859 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0.753 

0.757 

0.909 

0.879 

0.818 

0.865 

0.788 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0.643 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0.722 

Extraction method. Principal component analysis. 

Rotation method. Normalisation. Varimax with Kaiser. 
  

The rotation has converged in five iterations. The first factor explains 53.35 

percent of the total variance and it can be labeled “New experiences” because 

of it includes aspects as new sensations and experiences, relaxation, overall 

friendly atmosphere and pleasant comradeship or greater enjoyment than with 
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other sports. The second factor explain 20.66 percent of the total variance and it 

can be labeled “Social” because of it includes aspects as social status, meeting 

other people, nightlife, cultural visits or going shopping. The third factor only 

explains 5.87 percent of the variance and it can be labeled “Competitiveness” 

because of it describes tourists who try to compete with advanced-professional 

players. The final factor only explains 3.41 of the variance and it can be labeled 

“Business” because of it includes tourists who doing business with other busi-

nesspeople. 

With the objective of segmenting the market of paddle tennis tourism by 

means of motivations, the factor scores obtained are subjected to a cluster anal-

ysis.  

Results indicate the existence of four groups. The first segment is formed by 

tourists who show high values in new experiences and social characteristics 

and low values in competitiveness and business. This group is formed by 9.9 

percent of the total number of respondents. The second segment is formed by 

tourists who fundamentally look for new experiences. This is the largest of the 

four groups, with a total of 93 tourists (66.0%). The third segment is formed by 

tourists who are interested in competitiveness. This group is formed by 21.3 

percent of the total interviewees. The fourth group consists of 2.8 percent of the 

sample and their main motivation is related to business activities. It is a residu-

al group because it is formed by only four tourists, so conclusions cannot be 

drawn from it. 

It is possible to observe that there are no significant differences between the 

groups with regard to the sociological variables, except for the monthly in-

come. Most tourists are between 30 and 59 years-old. Gender is balanced be-

tween men and women, and most respondents are married. As for their em-

ployment situation, most of them are employees and have received further ed-

ucation. However, concerning the monthly income, groups 1, 2 and 3 usually 

have a medium to high level, whereas surprisingly group 4 presents lower in-

comes. Characteristics belong to the event participants are also shown in each 

group. 

In order to analyze the satisfaction drawn from the sporting event, a factor 

analysis is applied to thirteen items included in the questionnaire to this effect. 

Table 2 shows the results obtained by implementing a varimax rotation, 

whereby only those factor loadings above 0.5 are included. 
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Table 2. Results of the rotated factor analysis for paddle tennis tourists’ satisfaction 

   Component 

  
Mean 

Standar 
deviation 

1 2 3 

Quality of the tourism accommodation 6.47 1.106 0.790   

Attraction of the tourism destination 6.45 1.092 0.639   

Pleasant atmosphere 6.48 1.080 0.786   

Location of the accommodation/event 6.45 1.085 0.720   

Organisation of the event 6.52 1.080 0.791   

Professionalism of the organisers 6.53 1.144 0.787   

Leisure activities programme 6.44 1.124 0.655   

Price of the registration for the event 6.38 1.199  0.787  

Price of the accommodation 6.38 1.169  0.780  

Price of meals and beverages 6.32 1.203  0.813  

State of the paddle courts 6.40 1.139   0.651 

Sport facilities in general 6.38 1.125   0.626 

Parking 6.24 1.325   0.847 

         Method of extraction: Principal components analysis. 

          Method of rotation: Normalisation Varimax with Kaiser. 
  

The rotation has converged in 7 iterations. The means show high level of sat-

isfaction in all items. The highest values are related to the organization of the 

event and the professionalism of the organisers. The lowest values are related 

to the parking and the price of meals and beverage, the items with the highest 

values in standard deviation. Regarding the Factor Analysis, the first compo-

nent is related to the accommodation and to the organisation of the sporting 

event. This group can be defined as accommodation and organization quality. 

The second component is related to the price, so it can be defined as price fac-

tor. Finally, the third component reflects various aspects associated to the 

sports facilities in general, including the state of the paddle tennis courts and 

the existence of suitable parking. This group can be defined as facilities in general. 

 
CONCLUSION AND IMPLICATIONS 

The present work is framed within the literature on emerging tourism catego-

ries. The results of this study indicate the existence of four groups of tourists 

differentiated according to their reasons for practicing paddle tennis tourism. 

Also, the results show there are three groups of tourist in regard to the satisfac-

tion of the event. Characteristics of the tourists are described in the different 
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groups. The main limitation of this study relies on data on the sporting events 

to be collected from one single tourism destination. It would be interesting to 

perform similar analysis with data gathered on other tourism destinations, 

with the purpose of revealing possible heterogeneity across the results.  
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INTRODUCTION 

Estudios Y Perspectivas en Turismo Journal, publishes since 1991, articles that 

examine the tourism from the social sciences point of view and is an interdisci-

plinary forum “to expand the frontiers of knowledge”. Until 2013, it was 23 

volumes with articles that transverse several aspects of the tourism phenome-

non: economic, sociological, geographical, anthropological, psychological etc. 

This is indexed in the CIRET - Centre International de Recherches et Etudes Trans-

disciplinaires,  Latindex - Regional Cooperative Online Information System for 

Scholarly Journals from Latin America, the Caribbean, Spain and Portugal, in 

the Qualis (classification of Brazilian Federal Agency for the Support and Eval-

uation of Graduate Education), Scielo (Scientific Eletronic Library Online) and 

in the Unired (Corporation Education Institutions Network, Research and De-

velopment of the Colombian Eastern) is also incorporated into the CONICET 

(National Council of Scientific and Technical Research ) of Argentina. (ESTU-

DIOS Y PERSPECTIVAS EN TURISMO, 2013). The object of the approach is to 

characterize the academic research published in Estudios Y Perspectivas en 

Turismo Journal between 2008-2012 by use of bibliometric technique. 
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LITERATURE REVIEW 

This approach is an exploratory quantitative and qualitative study supported 

by use of bibliometric technique. Bibliometrics is in a statistical tool used in 

managing information and also knowledge in information systems. So, this 

kind of tool intends to analyze quantitatively the scientific production and 

productivity of the authors, which of these are the fronts of research in a par-

ticular area of knowledge. (ALVARENGA, 1998). Picazo-Peral and Moreno Gil 

and (2013) say that Pritchard in 1969 was the pioneer in the use and disclosure 

of the bibliometrics term, defining it as the process of quantification of written 

communication through the application of statistical and mathematical meth-

ods. This technique has achieved significant acceptance in tourism research due 

to its widespread use in the evaluation of journals and scientific productions. In 

this study, the quantitative trend is complemented with qualitative arguments. 

The theoretical basis for this approach is mainly based on recent publications 

on bibliometric studies in tourism: Albacete Sáez & Fuentes Fuentes (2011); 

Hall (2011); Mugnaini, R & Januzzi, P. M & Quoniam, l. (2004); Park, K et al. 

(2011); Picazo-Peral & Moreno Gil (2013) and Santos & Rejowski (2013). 

 
METHODOLOGY 

286 articles published in Estudios y Perspectivas en Turismo journal, in the pe-

riod of 2008 to 2012 were analyzed. Such texts are present in the common sec-

tion of the journal and in the special documents, excluding comments or re-

views about events. All abstracts were read and there was a section of all key-

words, the name of the authors and institution, for that, in a refinement, under-

stand the origins by countries, the institutions, the authors, the terms and tour-

ist destination more surveyed, as well as highlighting methodological charac-

teristics. Thus describe an overview of research in Tourism in this publication.  

 
RESULTS 

Observing five years of production of Estudios y Perspectivas en Turismo jour-

nal, it is seen the growth of it, what represent the maturity of the publication in 

more than twenty years of existence. Since 2009, there were published six num-

bers a year with increased production every year. In 2008, 12 articles and 5 spe-

cial documents were analyzed, in 2009 were 36 and 5 respectively, in 2010 were 

48 and 12, in 2011the amount was 67 articles and 12 special documents and 74 

articles in 2012 in addition 15 special documents, totaling 286 publications.  

In the distribution by countries, it is noticed that Brazil leads the number of 

publication, totaling 177 articles, and 5 of these were produced in conjunction 
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with institution from other countries. Also, it appears that the Latin American 

representation in the journal occurs most prominently, as already presented, by 

Brazil, followed by Argentina with 31 publications, being two with other coun-

tries, one with Spain and the other with Canada. So, then there is Mexico with 

24 articles and Chile with 12 articles, two with other countries, one of them 

with Spain and other with United States of America. Brazil, in relation to Latin 

America countries, has the largest number of educational institution with 

graduation and post graduation courses in tourism and in other subjects that 

publish in the journal as Geography, Social Sciences and Management.  

The fact that publications be conducted in Spanish, was not a limiting factor 

for Brazilian institution, since the text in Portuguese can be sent for review, as 

well as English, German and French. Argentina is the home of this journal, 

which may justify the second place in publication, but Mexico production is not 

significantly lower. For online submission of articles, geographical distance is 

not a problem. Mexico has tradition in tourism studies for a long time. In publi-

cations with institutions in conjunction, the highest ratio of Latin America 

countries is with Spain.  

This relation can be explained by several reasons, one of them is the search 

for post graduation programs by Latin Americans and also by the tradition in 

Tourism Studies conducted in this country. In order, Spain ranks in second in 

number of articles, with 29 which 5 of them are with other countries.  

The authors who published more in order are: José Manoel Gândara from Uni-

versidade Federal do Paraná in Curitiba, Paraná, Brazil; Lilia Zizumbo Villareal 

from Universidad Autónoma del Estado de México in Toluca, Mexico; Sérgio 

Dominique Ferreira Lopez from Instituto Politécnico do Cávado e do Ave in 

Barcelos, Portugal; Gustavo da Cruz from Universidade Estadual de Santa 

Cruz in Ilhéus, Bahia (UESC) and Karolini Diniz Carvalho also from UESC, 

Brazil; Francisco do Anjos from Universidade do Vale do Itajaí in Balneário 

Camboriú, Brazil; Jane Iara Pereira Costa from Universidade Federal de Santa 

Catarina, Brazil; Juan Gabriel Brida from Free University of Bolzano, in Itália; 

Reinaldo Dias from Universidade Presbiteriana Mackenzie in São Paulo and 

Centro Universitário UNA in Belo Horizonte, Minas Gerais, Brazil; Rodrigo 

González from Universidad Nacional del Comahue Neuquén in Argentina; 

Rogério João Lunkes from Universidade Federal de Santa Catarina in Floria-

nópolis, Brazil; Suzana Maria De Conto from Universidade de Caxias do Sul, 

Brazil; Tiago Savi Mondo from Universidade Federal de Santa Catarina in Flo-

rianópolis, Brazil; Carlos Pérez-Ramírez from Universidad Autónoma del Es-

tado de México in Toluca, Mexico; Maria de Lourdes de Azevedo Barbosa from 
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Universidade Federal de Pernambuco, Brazil, and Miguel Escalona from Uni-

versidad Católica de Temuco in Chile. It is important to say that the most part 

of authors publishes in partnerships. 

With the bibliometric analysis can also identify the most studied tourist des-

tinations and these were duly mentioned in the keyword. It is observed that 

they are not always related to the authors´ institutions. In Brazil, the most stud-

ied region in the journal is the northeast, with 13 articles, then southern with 11 

articles, in third place is southeast with 8 papers and 1 from Midwest region.  It 

is observed that there was a study using the northern region of Brazil, but it 

was not explicit in the keywords. Argentina can highlight the capital Buenos 

Aires and Quebrada de Humahuaca, World Heritage present in Argentina. It is 

also mentioned destinations in a great number in the following order: Spanish, 

Chileans, Colombians, Mexicans, Cubans and Portuguese destination. It also 

arises Antarctica and Norway. 

In the selection of keywords the option was to highlight the terms and pre-

fixes cited at least five times within 1169 words analyzed, thus it was found 47 

terms, called structural terms. In structural terms it can highlight the tourism 

áreas: travel agency, events, gastronomy (food and beverages), leisure (with the 

word idleness), lodging facilities (with the words hotel and hotel industry), and 

planning. It was not found the words in the transportation field. Marketing, 

heritage and sustainability are also important. The combinations of over-

quoted words with the term tourism were: cultural tourism, nature tourism, 

rural tourism, sustainable tourism and ecotourism. It is observed that there is 

no concern in presenting tourism segments but different relationships of the 

tourism with the reality investigated.  

Methodologically it clear the development of cases in more than 97% of the 

publications in relation to theoretical studies, this fact is due to a general char-

acteristic of tourism research, which values the application of analysis is certain 

tourist areas. The expression case study, ends up not being used in the key-

words of the articles, but there is a concern in use it in the methodology when it 

is a innovative theme.  

The relationship with other areas of knowledge appears in terms of account-

ing, anthropology and ecology. New terms appear as etnography, connected to 

the internet phenomenon. There is a highlight to the keywords related to 

“analysis” which indicates concern about the quality of the approaches.  
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CONCLUSION AND IMPLICATIONS 

The methodological nature of the research in Tourism has deep environment 

for further development, beginning with its epistemological foundations. The 

assumptions make it easy the suitability of researchers in the area and even in 

the definition of terms. The predominance of case studies shows the predomi-

nant feature in tourism research being the tourist destination presented and 

evaluated in the publications of Estudios y Perspectivas en Turismo journal within 

the most different views, often in the social sciences. The survey on researches 

has value to the understanding of the whole, panoramas accomplished with 

bibliometric databases contribute to the development of an area of knowledge.  
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INTRODUCTION 

The competitiveness of touristic destinations has been analyzed from different 

measurement models in the past two decades (Ritchie & Crouch, 1999; 2003; 

Kozak, 1999; Hassan, 2000; Dwyer & Kim, 2003; Heath, 2003; Enright & New-

ton, 2004; Gooroochurn & Sugiyarto, 2005; Mazanec et al, 2007; Gomezelj & 

Mihalic, 2008; Barbosa et al, 2008; Hong, 2009). Overall, the models have small 

differences, being based on groups of determinants of competitiveness that in-

clude the key attributes for a target to achieve the success. The differences be-

tween the models are the indicators used to compose each determinant, and the 

quantitative methodology that generates the aggregate index of competitive-

ness level. 

The interest on tourism competitiveness thematic has grown among aca-

demics, public initiative, private companies and international agencies, which 

have created measurement methods themselves. The use of indicators is crucial 

when you want real information on the situation. These indicators are destina-

tion management tools, specially providing comparability between various 

destinations and allowing adopting corrective measures (Sancho & Garcia, 

2006). The competitiveness of an industry is a result of the convergence of 

management practices, modes of organization within the country, and sources 

of competitive advantage in the industry. Innovation is included among the 
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sources of competitive advantages (Anton & Duro, 2009; Caldito-Andrades et 

al, 2013). 

According to Valls (2004), strategy is very important in the tourism devel-

opment process.  It should get together agents and their values, so that, 

through a public-private platform, can establish the basis for cooperation 

among all the destination’s services, mobilizing consensus on the process of 

sustainable development ( Gandara et al , 2013 ) . Pulido (2010 ) , points out 

that the generation of a tourism model wishing to contribute to local develop-

ment necessarily implies the participation of stakeholders ( groups of actors 

with the capacity to influence or be influenced by the phenomenon ) . Thus, 

this analysis was elaborated based on reports generated from a strategic / par-

ticipatory methodology, producing a reading of the tourist reality by actors di-

rectly involved in the sector. 

 
LITERATURE REVIEW 

The quantitative analysis of the construct “tourism competitiveness” began to 

receive more attention when Crouch & Ritchie (1999), published the Calgary 

Model . These authors developed a conceptual model of analysis of tourism 

competitiveness based in the Diamond Model of Porter (1980). Practically all 

models that followed in the academic literature had the conceptual basis of 

these two theories: Porter (1980) and Ritchie & Crouch (1999, 2003). In the other 

hand, even using similar theoretical basis, the calculation methodologies and 

analysis have several options in the literature (Medina-Muñoz et al, 2012). 

The studies showed maturity, from a purely economic basis, typical of the 

1980s, to include new determinants, such as determinants related to sustainable 

development. Thus, tourism competitiveness model, presented by international 

institutions such as World Economic Forum (WEF), which currently monitors 

138 countries through of Travel & Tourism Competitiveness Report (TTCI), 

adjust its 14 pillars of competitiveness to encompass the multidimensionality of 

this concept, but in a way measurable. 

Since Porter (1980), the success of an industry is explained by the theory of 

the competitive advantages. Thus, the tourism sector is mapping its attributes 

(monitoring), and adding to them the strategic management as a way to trans-

form comparative advantages in competitive advantages. According, to Gan-

dara et al (2013), tourism competitiveness should be seen as a process where 

the differentiation of management is a paramount factor. 
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In several countries measurement models of competitiveness have emerged, 

including Brazil (Gandara et al, 2013). In 2008, a model of tourism competitive-

ness was presented in the Brazilian scenario by Barbosa et al. It was called In-

ductors of tourism Destinations Competitiveness Model, it was based in the 

models of Dwyer & Kim (2003), Ritchie & Crouch (2003), and some theoretical 

foundations of Porter (1980). The model has similarities with the TTCI, but is 

adapted to the Brazilian development policy of development by regions based 

in tourism inductors destinations. The Brazilian model has 13 determinants: (1) 

general infrastructure, (2) accessibility, (3) Equipment and tourist services, (4) 

Tourist attractions; (5) Destination Marketing, (6) Public Policy (7) regional co-

operation; (8) Monitoring, (9) Local Economy; (10) Business capacity; (11) Social 

Aspects, (12) Environmental Aspects; (13) Cultural Aspects.  

 
METHODOLOGY 

The empirical work was implemented in Curitiba City (southern Brazil). Capi-

tal of Paraná State, with about 1.8 million inhabitants it is the eighth most pop-

ulated city in Brazil. It considered a model of urban planning and quality of 

life, and one of the most influential Brazilian cities on the national scene. It was 

classified as an urban tourist destination. In 2010, received 3,410,219 tourists, 

and they spent an average of $ 91.15 per day in the city.  It has a unique infra-

structure, her historical and cultural training is attended by various ethnic 

groups that influence the urban landscape, making it attractive (Gandara et al, 

2013). 

The main objective of this paper was to examine the pillars of competitive-

ness from the viewpoint of the Tourism Ministry of Brazil, equating the qualita-

tive data from a GUT Matrix (Gravity-Urgency-Tendency Matrix) in a 5-point 

Likert scale, and comparing this data with the results of the National Competi-

tiveness Index, which has a scale of 0-100 points, divided in 5 levels. The data 

to GUT Matrix were obtained through structured questionnaires applied in 

stakeholders of tourism in Curitiba during the year of 2010. 

Secondarily, we aimed to develop and validate a methodology for verifying 

the competitive status of a municipality through the use of qualitative data. The 

Brazilian scenery has numerous cases of municipalities with qualitative meth-

ods applied in the tourism sector, in this sense a validation methodological can 

contribute to a new analytical front of the touristic sector. 

The analysis was developed from a select group that acts directly on the lo-

cal tourism industry, named as Technical Competitiveness Group of Curitiba. 
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This group analyzed the competitiveness of the city of Curitiba, according to 

Brazil’s Ministry of Tourism methodology. The case was a pilot work devel-

oped by Mtur (Tourism Ministry of Brazil) to subsidize their competitiveness 

studies. In addition it was applied on those people a Focal group methodology, 

in which lectures were given to improve the knowledge on the competitiveness 

topic and especially on the MTur measurement model.  This way all partici-

pants obtained the notion of the analyzed pillars of competitiveness. Motiva-

tion lectures were also applied in order to maintain the group’s integration. 

In a second moment of Focal Group methodology were identified strengths 

and weaknesses, considering the tourist assets. Based on this analysis, the 

group analyzed the 13 competitiveness pillars  according to the severity level of 

the attributes that make each pillar (G), the urgency of action to improve the 

attribute (U), and the future trend of the attribute, if does not occur an action of 

improvement (T). An important factor was to identify the attributes of the des-

tination, and those that should be improved, in order to deal with threats be-

fore they become real problems (Pulido-Fernandez, 2010). 

 
RESULTS  

Among the results of this analysis was found that the level of competitiveness 

pillars from the perspective of participants in this focal group was more critical 

than the found by the sample used by the Tourism Ministry. They indicated a 

higher competitive index for the city of Curitiba (Figure 01). Also showed the 

degree of importance assigned to each pillar of competitiveness, a factor that 

was not defined in the methodology of Mtur. 

In the comparative analysis the group,  seven pillars was above the level of 

Mtur monitor: Travel Services & Equipment; Local Economy; Tourist Attrac-

tions; Environmental Aspects; Cultural Aspects; Social Aspects; Entrepreneur-

ship. Five pillars were considered lower competitiveness by focus group: Mar-

keting and Promotion of the Destination; Access; Monitoring; Public Policy; 

Infrastructure. One pillar was considered in the same competitive condition: 

Regional Cooperation. The focus group gave lower competitive conditions re-

lated to management attributes. In comparison the national scene, the focal 

group maintained the evaluation of tourism competitiveness of Curitiba in the 

average superiority of the Brazilian capitals, validating the results of the analy-

sis of MTur. 
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Figure 01: Evaluation of the competitiveness pillars by the Focus Group and by MTur, Curiti-

ba/2010. 

 
CONCLUSION AND IMPLICATIONS 

The analysis was more critical, because the group was directly related to the 

tourism industry; they have a comprehensive view of this industry in this re-

gion. The experience of the Focus Group methodology applied by the Ministry 

of Tourism in 2010, with lectures to enhance knowledge among the group 

members contributed to a deeper analysis of each pillar of competitiveness. 

This is one of the best results of this work, because it indicates that the Tourism 

Ministry should keep these Focus group studies together with the general 

method of calculating the Index competitive. This also help to the stakeholders 

define the degree of priority and urgency of actions to be included in local 

planning (Figure 02).  
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Figure 02: Priority action to improve the attributes of competitiveness to Curitiba. 

 

The general methodology has a comprehensive sample consisting of stake-

holders of the tourism sector and related areas. Many of these participants do 

not know the concepts / attributes of competitiveness, so the analysis becomes 

more superficial. The multidimensionality of the complex concept of competi-

tiveness can only be seen in a subsidized approach on the theoretical and em-

pirical issues. 
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INTRODUCTION 

Creative classes could be found in the historic centers of cities, an attractive ter-

ritory to visit as a precondition to the location of his business in the city stage. 

This paper explores the connection between historic districts and creative tour-

ism and presents the first results of projects in Valencia, Spain and Lima, Peru 

based on these assumptions. 

LITERATURE REVIEW  

Creative Tourism and Historic Centres 

Creative industries are intensive in knowledge, skills and technology and pro-

vide services and experiences to the final consumer. We deal with art, theatre 

and music, publishing, audiovisual and video games sectors, architecture and 

urban sectors and urban consultancy and communication. There is a theory 

that, under current conditions, cities that encourage creativity are better, ie 

more competitive and politically stable (Florida, 2012). And nowadays, intelli-

gent actors in major cities of advanced and emerging countries try to attract 

tourism to position cities in the global markets of knowledge, intelligence and 

creation (Florida, 2012; Richards & Wilson, 2007; UNCTAD, 2010). 
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Any creative person can be attracted to and visit an area for business or lei-

sure purposes. And the decision to locate professional activity and residence in 

a creative city requires knowledge, analysis and previous visit (Richards & 

Wilson, 2007). The conditions which foster creativity have to do with the con-

figuration of the urban public space -streets, squares and parks-, and commer-

cial net and entertainment. These are containers and drivers capable of and for 

diversity, the hotbed of creativity (Castells, 2005; Delgado, 1999; Harvey, 2012; 

Jacobs, 1973; Lefebvre, 1974). And in the historic districts, with lower buildings 

volume and generally population density, these correlations are formed with 

properties of small size and capacity, more opened to the diversity of encoun-

ters, exchanges and complementary relationships between residents and visi-

tors (Castells, 2005; Delgado, 1999; Jacobs, 1973; Lefebvre 1974). This is the at-

tractive backdrop for the creative tourist, both consumer and producer, learn-

ing-oriented and with the expectation of increasing their creative potential 

through their stay, with or without professional purposes (Richards & Wilson, 

2007). 

Furthermore, the creative people migration trend may already be operating 

at university undergraduate and graduate period in both the U.S. and the E.U. 

There is ample evidence about the existence of connections between the crea-

tive industries, creative students on campus and historic districts or ‘malls’ 

(Castells, 2005; Florida, 2008; Martel, 2009). In the E.U., the Erasmus student 

exchange program between universities becomes a field through which these 

processes might be taking place already. 

Promoting creative historic districts becomes a means by which to improve 

the attraction of urban residential and industrial global flows of creative clas-

ses, directly or through the intermediate stage of creative tourism. In Valencia, 

Spain and Lima, Peru creative profile initiatives exist in very different stages of 

development. We introduce the status of the two cases and derive some impli-

cations. 

RESULTS 

Embryonic cases of Valencia, Spain and Lima, Peru. 

Valencia, Evidences. 

During the XXI century, Valencia has become an emerging urban destination in 

the south of the E.U. Public policy based on high levels of debt has generated 

large format cultural leisure infrastructure and socio-cultural conventions and 

sporting events with relevant media effect, more demand -visits, overnight 
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stays, and more places offering accommodation and hospitality. In parallel, 

other public and private actors belonging to the important local culture and 

history have generated specific initiatives often centrally located and in which 

creativity patterns can be observed. From 1,074.903 received tourists in 2003 to 

1,902.756 in 2013 (Turismo Valencia, 2013). You can only characterize with 

some rigor hotel tourism, with an average stay of 2.12 days, an average cost of 

147 € and a distribution of 60% for leisure purposes and 40% professional ones, 

with the visit to the historical centre as the second main activity (Turismo Va-

lencia, 2010). 

The historic centre of Valencia has its origin in the Roman foundation (138 

BC), largely preserves its late-medieval origin; it is one of the largest in Europe, 

with 160 ha, known in the recent years as Ciutat Vella. Contains important her-

itage of the fifteenth, sixteenth and eighteenth centuries, especially the first 

building and headoffice of the University of Valencia and the Lonja, UNESCO 

World Heritage since 1997. In the twentieth century it has suffered destructive 

reforms until the arrival of democracy leads to successive plans and supposed-

ly more intelligent interventions -with the landmark Comprehensive Rehabili-

tation Plan of Valencia, RIVA Plan, 1992- but the results in terms of urban con-

solidation are limited in reference to residents fail fixing. (Ortiz Herrada, 2002). 

In the last period favourable processes to creative tourism happen in Valen-

cia as the launch of a University of Valencia Urban Tourism specialization, the 

location of the Postgraduate School of Berklee College of Music -world leading 

training centre-, and the studies tourism leadership of Valencia through the 

E.U. Erasmus program. In the very historic city centre, the original home of the 

University of Valencia as an urban and cultural centre and the University-

Enterprise Foundation itself as training, academic and local and tourist events 

centre, are confirmed. An accommodation -hotels, apartments, youth hostels- 

which uses reclaimed historic buildings, a commercial hub and leisure compo-

nents -luxury fashion, health and tradition and the presence of local companies, 

national and international franchise and global brands vertebra, and the emer-

gence of some commercial network, of tourism and cultural offer and consult-

ing with local origin, is consolidated. 

They are still scattered and disjointed initiatives whose next step would be 

the meeting and establishment of ensembled proposals to increase trade and 

tourism and attracting creative residents. The University of Valencia can play a 

catalytic and conducting role and, relevant by its nature as an academic institu-

tion and for being a creative actor. 
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Lima, Projects  

Spain has an expert skilled professional network in urban and historical centres 

management, related to the Valencian Region Chamber of Commerce and Uni-

versity of Valencia itself. In this context, the project to promote the historic cen-

tre of Lima, capital of Peru, a gradual process of urban recovery from a public-

private partnership for the development between Spanish and Peruvian entities 

has been born. 

The area locates the headquarters of the Metropolitan Municipality of Lima 

(MML) and the Government of the Republic of Peru, preserves its status as pro-

totypical architecture and urban layout of the Spanish colonial period (XVI and 

XVII centuries), is UNESCO World Heritage since 1991 and has exercised as 

main urban centrality until the 80s of XX century, when matched, on the one 

hand, the first actions of urban heritage recovery against the increasing deterio-

ration, and on the other hand, terrorism of Sendero Luminoso. Despite the exist-

ence of a Strategic Plan for the Recovery of Historical Centre 2006-2005, lacking 

real specification, the current situation is a mixed one. 

Although lacking symbolic centrality between more educated and young 

population, the historical centre locates private and public initiatives supported 

by arguments in the theoretical framework of this study. During the last peri-

od, outlines the 1991 AECIT-Government of Spain intervention, with the ex-

emplary Casona rehabilitation, historic home of the National University San 

Marcos. In business field, interventions of Spanish property developer ArtEx-

prés restoring buildings to become corporate offices, business centres and lei-

sure, are a reference. At a local level, and recently, the MML has begun to act 

through its own institutions with the review of a Master Plan for the area. 

The Catholic University of Lima O'Higgins House rehabilitation as a cultural 

and event venue and the constitution of the Rimac Board in 2013 with the aim 

to maintain and restore the area of interest are examples of intelligent social 

connections. There are other symptoms of favourable expectations such as 

punctual and dispersed location of some bank headquarters and multinational 

leisure brands.  

In turn, Lima evolves as a tourist destination with an increasingly relative 

position among the attractions of Peru for international tourism. The latest 

available characterization points out their culture and urban life as reasons for 

visiting, but 22 % is yet business tourism (PromPerú, 2010). With an average 

stay of 6 days and an average daily spend around $215, 80% of tourists have 
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higher education and 31% are executives. The city received about 1.2 million 

visitors in 2012. The historic centre locates the most visited attractions but ho-

tels, dining and entertainment offer are still scarce and tourist presence in non-

business hours barely exists. 

In 2013, the project plans call for academic and professional events that 

bring together stakeholders interested in the ideas, arguments and theories that 

are held up in this text. Networking processes must meet as organized as pos-

sible, private and public entities capable to understand the added value for Li-

ma and Peru of a new international business and creative industries based cen-

trality. 

CONCLUSION AND IMPLICATIONS 

Creative cities attract people looking for spaces and contexts in which to im-

plement their creative skills as professionals and/or in their leisure time. The 

historic districts often meet with characteristics conducive to creativity. During 

the XXI century, Valencia in Spain and Lima in Peru are examples of cities 

where the historic districts may be brewing creative processes, including the 

attraction of creative tourism. Its confirmation will depend on the ability of the 

actors to bring their initiatives in joint proposals coordinated for leisure and 

professional practice of creative classes. 
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INTRODUCTION 

Nowadays, it is generally accepted that in many cases, and obviously, given the 

necessary conditions, tourism can become a tool with the potential to generate 

income, create employment or increase tax revenues (Castro et al., 2013; Dur-

barry, 2002). In this regard, in recent years, it is common to find countries, regi-

ons or destinations giving priority to tourism so that it becomes the cornerstone 

of their economic policies. 

The core around which all these economic impacts revolve is tourism 

expenditure (Cárdenas-García, 2012; Flange & Scuderi, 2012), which is therefo-

re considered a key variable in the analysis of the tourism market, even though 

its assessment is becoming increasingly complex (Aguiló & Juaneda, 2000). 

In fact, tourists have specific characteristics –such as age, origin, income, oc-

cupational status, etc. which usually determine the tourism expenditure lin-

ked to a particular tourism activity. Thus, the study of the underlying causes 

which explain that expenditure becomes crucial to guide both the private sector 

and those responsible for setting tourism policy, inasmuch as it would be pos-

sible to know in advance the tourism expenditure performed by a consumer 

according to his or her specific characteristics (King & Woodside, 2001; Wo-

odside & Dubelaar, 2002). 
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Having justified, therefore, the need to understand the determinants of tou-

rism expenditure, scientific literature has been providing analytical fra-

meworks that allow for answers to this question. In this sense, the trend of re-

search in recent years has been to analyse tourism expenditure on the basis of 

the different attributes of tourism demand sociodemographic characteristics, 

motivations, trip characteristics, etc., by means of various econometric tools 

(Flange & Scuderi, 2012). However, most of these research works merely pro-

vide a vision of the determinants of tourism expenditure from a quantitative 

perspective, lacking tourism policy proposals that would allow for the impro-

vement of the economic management of the destinations based of the results 

obtained (Zhang et al., 2012). 

Therefore, the aim of this study is to identify, by means of a regression mo-

del with dummy variables, the determinants of tourism expenditure on the ba-

sis of the sociodemographic characteristics of tourists visiting a particular des-

tination  medium-sized cities of Andalusia (Spain) using the results obtained 

from more than 3,000 surveys to tourists who have visited this tourism destina-

tion during 2013, and to establish tourism policy proposals aimed at improving 

the economic management of this tourism destination. Thus, the hypothesis of 

this study is that there are specific factors, from the point of view of the socio-

demographic characteristics of tourists, which explain the tourism expenditure 

linked to a certain tourism activity. 

 
LITERATURE REVIEW 

The contributions of the scientific literature that have analysed how consumers’ 

characteristics and decisions affect the tourism expenditure related to a given 

tourism activity are numerous. These studies have analysed different sets of 

attributes: psychological factors motivation, need or perception; demograp-

hic factors age, origin or income, or the characteristics of the trip themselves 

length, distance to destination, means of transport used (Wu et al., 2013). The 

overall aim of the identification of these factors is to provide the public and 

private managers in charge of the destination management with detailed and 

useful information which enables an adequate assessment of the economic be-

nefits of tourism (Aguiló & Juaneda, 2000; Jang & Ham, 2009; Zhang et al., 

2012). 

Most of these research contributions have dealt with the analysis of how the 

different sociodemographic characteristics of the consumer affect his or her 

overall tourism expenditure. In this regard, it has been shown that the level of 
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income, age, educational level, number of children or origin of tourists are fac-

tors that determine tourists’ expenditure at the destination (Fleischer & Seiler, 

2002; Hellstrom, 2006; Mergoupis & Steuer, 2003; Nicolau & Mas, 2005), which 

provides information to make decisions in order to improve the economic effi-

ciency of the destination. 

Moreover, in recent years, as evidenced by the work of Brida & Scuderi 

(2012) −in which a review of the different empirical studies that have attempted 

to explain the determinants of tourism expenditure is carried out−, a great 

number of econometric models which analyse the determinants of tourism 

expenditure have begun to emerge, using, mainly, models for metric response 

(Marcussen, 2011; Wang & Davidson, 2010; among others) or models for cate-

gorical response (Brida et al ., 2012; Kim et al., 2010; among others). 

Therefore, the scientific literature has shown that there are specific factors 

that explain tourism expenditure, having developed, in recent years, new eco-

nometric models that have allowed us to analyse this issue. Yet, the tourism 

policy implications of these findings have been meagre. 

 
METHODOLOGY 

This study focuses on some medium-sized cities of the centre of Andalusia (Al-

calá la Real, Antequera, Arcos de la Frontera, Baeza, Carmona, Écija, Estepa, 

Loja, Linares, Lucena, Osuna, Priego de Córdoba, Ronda, and Úbeda). This set 

of cities share a broad cultural (museums, music, theatre, etc.) and gastronomic 

supply. This, together with a rich architectural and historical heritage, has in 

some cases (Ronda, Carmona, Úbeda-Baeza) allowed the configuration of an 

offer targeted at the cultural tourism segment, which is beginning to be recog-

nised in the markets and highly appreciated for its quality and singularity. The 

other towns are still at a very early stage of tourism development, but have a 

major potential for a future full of opportunities in the cultural tourism seg-

ment. 

From a sample of over 3,000 surveys conducted in 2013, this study seeks to 

obtain two expenditure variables: average expenditure in the home city and 

average expenditure in the destination. This distinction is relevant due to the 

fact that a significant percentage of the tourists who visit these cities travel in-

dependently, without buying anything in their hometown. 

This survey also provides basic information on the characteristics of tourists 

with different expenditure levels. Therefore, the extent to which different fac-

tors such as nationality, age, profession, gender, income, educational level, etc. 
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affect tourism expenditure can be studied and, as a result, the differences in the 

level of expenditure between the different groups can be set. 

To this end, we used a regression model with dummy variables. The de-

pendent variable of the model is the daily expenditure (in origin or in the des-

tination), expressed in logarithms, which include all costs incurred by tourists 

during their trip (accommodation, meals, trips within the destination, tickets to 

shows and museums, excursions, etc.). The explanatory variables are related to 

the socioeconomic features of tourists. 

The equation has been estimated by GLS (Generalized Least Squares) in or-

der to directly avoid possible heteroscedasticity in the model. GLS estimators 

are consistent, unbiased, efficient and asymptotically distributed as a standard 

normal. This estimation technique has the effect of standardizing errors and 

eliminating the correlation between them. 

 
RESULTS 

The results obtained show that, indeed, socioeconomic characteristics determi-

ne tourism expenditure, both in origin and in the destination. The socioecono-

mic characteristic with a greater impact on daily expenditure is the level of in-

come. In fact, every tourist who claimed to have a high income spends above 50 

per cent more per day than a tourist with low income. We are currently con-

ducting an analysis of the results, which will be presented entirely at the confe-

rence. These results will determine the extent to which each of the analysed 

variables affect tourism expenditure in both origin and destination. 

 
CONCLUSION AND IMPLICATIONS 

The results obtained can be highly useful for policymakers and the managers of 

these tourism destinations. On the one hand, they allow us to identify the seg-

ments of tourists with a higher average daily expenditure, so that decision pro-

cesses on the type of products to be created to respond to these profiles are faci-

litated. The aim would be to develop a portfolio of products that would enable 

each city to maximise its productivity in terms of expenditure. 

On the other hand, the results facilitate the development of more effective 

promotion and marketing strategies in the analysed cities, which, as already 

noted, are not at the same level of tourism development. This would make it 

possible to target specific products to specific segments, without squandering 

the good amount of money that is devoted to generic promotion actions, often 

ineffective. 
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In fact, as mentioned by Jang et al. (2004), travel expenditure patterns are vi-

tal to travel tour operators and destination promoters. For instance, a tourism 

policy that is compatible with sustainable tourism must include the daily 

expenditure per tourist as a marketing goal, rather than trying to achieve the 

maximum possible number of tourists. Consequently, the results obtained in 

this paper will facilitate the implementation of tourism strategies, either public 

or private, aimed at seeking an increase in the expenditure per capita, rather 

than in the absolute number of tourists. 
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INTRODUCTION 

The previous research in the area of film induced tourism, although widely 

acknowledged, was not concerned with built heritage sites which have inhe-

rent restrictions and specific audiences and are more challenging in terms of 

their management and interpretation than general visitor attractions. In this 

regard, this study provides greater understanding of the role that heritage in-

terpretation plays as an integral element of the creation of exceptional holistic 

experiences at Alnwick Castle, which has become popular film location and 

acquired a new contemporary meaning. This research therefore explores the 

film induced tourism impact on heritage interpretation at Alnwick Castle whe-

re such a phenomenon has occurred. To be precise, it provides a deeper un-

derstanding of film induced tourism influence on visitors’ expectations of what 

can be experienced and seen at such sites, and the potential implications of the-

se preconceived ideas for heritage interpretation. It reveals the role of heritage 

interpretation as a tool for managing and developing heritage sites where film 

induced tourism has taken place.  

 
LITERATURE REVIEW 

Film is an art, and form of communication (Bordwell and Thompson, 2012), 

which has become an integral element of our culture (Urry and Larsen, 2011). 
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Film is “a product of culture and society reflecting ideas, reproducing mea-

nings ascribed to the objects, places and experiences” (Portegies, 2010, p. 53). 

Indeed, media, such as film, has become significant in tourism as it plays a ma-

jor role in popularisation, representation and development of destinations (But-

ler, 2011). This is because media, as MacCannell (1999) points out, produce 

markers which are communicated to the audience as a variety of images. These 

markers are omnipresent and reinforce tourist gaze, which overlaps which me-

dia gaze (Urry and Larsen, 2011). This means that media exposure, in this case 

film, makes the place “mediatized” (Edensor, 2001) and tourists perceptions are 

“intertwined with the media gaze” (Jansson, 2002, p. 431), thus creating “medi-

atized tourism” (Månsson, 2011).  

Images and representations of places in various films have an important po-

sition in constructing and forming tourism spaces, raising awareness and ma-

king them emblematic attractions (Kim and O’Connor, 2011). Therefore, travel-

ling to locations featured in films has become a global phenomenon creating a 

tourism niche known as film induced tourism (Beeton, 2005; Macionis and 

Spark, 2009).  Film induced tourism has been defined as visits to locations and 

tourist attractions resulting from the destinations being featured on television, 

video or the cinema screen (Evans, 1997). Beeton (2005) in her first research ba-

sed book “Film induced Tourism” argues that it is deemed to be a broad brush 

as the term also includes movies, TV programmes, tours to production studios, 

theme parks related to film  and all tourist activities influenced by the film in-

dustry. It is undoubtedly a form of cultural tourism (Rewtrakunphaiboon 2009) 

and exemplifies the postmodern experience of place (Leotta,  2011).   

Film induced tourism has become visible at heritage sites, making the past 

and heritage omnipresent and widely accessible for people’s consumption 

(Butler, 2011). It makes them outstanding and memorable therefore distinguis-

hed from other historic buildings (Busby and Klug, 2001). Various heritage sites 

in the UK such as Rosslyn Chapel, Alnwick Castle, the Old Royal Naval Colle-

ge and the 18th Century property Antony House are significant heritage sites 

where film induced tourism has taken place. Heritage sites are one of the most 

evident, accessible and physical manifestations of heritage, (Garden, 2006) and 

play an essential role in the conservation and protection process (Leask, 2008). 

The representation of heritage sites in media such as films may therefore be 

problematic for their management.  

Strong perception of locations derived from media exposure may create un-

realistic visitor expectations and issues of authenticity, to such an extent that 
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they may subsequently feel disappointed when the site does not live up to their 

expectations (Kim, 2012). Winter (2002, p. 323) explains that it is because  repre-

sentation of heritage sites in films is entrenched in the “superficial, reductive” 

mode and aesthetically determined by the film industry cinematography para-

digm, whereas heritage sites are rooted in the notion of heritage constructed 

from the “modernist distinctions between  high and low culture”. These issues 

however may be mitigated through the application of adequate onsite interpre-

tation which is an effective tool to improve heritage management and simulta-

neously it is a significant aspect of visitor experiences (Moscardo and Ballanty-

ne, 2008; Hughes, Bond, and Ballantyne, 2013).  

 
METHODOLOGY 

The application of a constructivist paradigm along with qualitative semi-

structured interviews with managers, guides and visitors to Alnwick Castle was 

adopted to achieve the aim of the study. Alnwick Castle was a particularly sui-

table heritage site for this study as it was relatively unknown, but significant, 

heritage site, which has become a world-renowned visitor attraction through its 

representation in the Harry Potter films. The constructivist paradigm, on the 

other hand, due to its subjectivity and reflexivity and relativist ontology, helped 

to uncover the many dimensions of visitors’ preconceptions and prior expecta-

tions, and the way this shaped visitors’ interactions with heritage sites. It also 

allowed new themes to emerge, exposing hidden management issues related to 

the site’s exposure in media products. Furthermore, it also exposed the different 

perspectives and understandings of the managers, guides and visitors on issues 

under investigation. All required primary data were collected at Alnwick Castle 

in the summer of 2013, resulting in 30 interviews with visitors, 4 interviews 

with managers and 3 interviews with guides, on which the findings will be 

drawn.  

 
RESULTS 

Alnwick Castle, as a backdrop for Hogwarts School of Witchcraft and Wizard-

ry, has been commemorated and perpetuated by the film industry. A depiction 

of this heritage site in the film versions of Harry Potter created a new contem-

porary understanding of it, which went beyond common and recognised ideas 

of history, culture and social structure. The representation of Alnwick Castle as 

Hogwarts in Harry Potter films influenced visitors’ perceptions of the site, 

which further affected visitors’ expectations of what can be seen or experienced 

at Alnwick Castle. From the conversations with visitors it has become apparent 
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that many of them visited the site due to the Harry Potter association and thus 

they sought to engage with heritage interpretation methods which would allow 

them to experience the magical signs and symbols seen on screen. In many cas-

es the Castle was not perceived by visitors as something monumental and a 

serious heritage to visit because of its important history, but more as an imagi-

nary playground and interpretative media created for them in a form of theatre 

in which they could actively participate (Sheng & Chen, 2012). Therefore, due 

to the dramatic increase in a new and potentially difficult to appeal audience, 

the Castle had to very quickly adapt itself to the needs and expectations of this 

new audience, which were partially derived from Harry Potter images seen on 

screen. Aware of the success of Harry Potter and the power of film in creating 

strong perception, management at Alnwick Castle took a risk to provide visi-

tors with variety of narratives based more on entertainment and the magical 

world of Harry Potter instead of keeping interpretation solely rooted in the his-

tory of the place. This has created a dilemma of how to find the balance be-

tween the historical side of the site rooted in the past and new contemporary 

meaning derived from media exposure.  

 
CONCLUSION AND IMPLICATIONS 

This study provides a greater insight into visitors’ prior expectations and their 

influence on the multidimensional nature of the engagement with various heri-

tage interpretation methods available at Alnwick Castle. It demonstrates how 

visitors’ preferences amongst different types of interpretation were mediatised 

by the Harry Potter films. According to the contemporary literature of heritage 

management, a better understanding of visitors’ perceptions and expectations 

is critical for effective heritage management practices and sustainability.  

This paper also demonstrates that a deeper understanding of the interpretation 

issues at such sites helps to avoid any potential negative aspects resulting from 

film induced tourism. It allows more effective management of issues which, in 

turn, may inform and improve how preservation and conservation problems 

can be tackled and knowledge effectively transferred. This exploration contri-

butes to greater understanding of the implications for interpretation methods 

that arise from visitors’ expectations, needs and their preconceived knowledge 

derived from the media exposure. Therefore, the significance of this interdis-

ciplinary research lies in its contribution to understanding of the role interpre-

tation plays in the recognition of site values and the creation of exceptional and 

holistic experiences at heritage sites featured in the popular media. The rese-

arch findings will be of great benefit to potential heritage visitor attractions fea-
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tured in different popular media products and also for those that would like to 

get involved in film productions. The findings and recommendations made 

will help to improve the management practices, avoid potential impacts and 

maximize the benefits of film induced tourism phenomenon.  The research fin-

dings will be also beneficial for academics in this or related fields of study.  
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INTRODUCTION 

Communist period during XX century was dominant political regime for more 

than 50 years in countries geographically covering the half of the planet. Is an 

intriguing and still under researched topic. This is even truer when we speak 

about its economical organisation, art and architectural expressions and physi-

cal space planning.  The heritage that this unique “historical experiment” left is 

now facing big challenges to survive. It is a subject of destruction, recycling or 

in smaller scale of protection and conservation. 

 
LITERATURE REVIEW 

 

It exists, not only in Bulgaria but in generally in the ex-communist countries, a 

general feeling of malaise regarding the communist period and its cultural 

manifestations (Iankova, 2013).  This in parts explains the lack of research pro-

duced by academics national of the above mentioned countries. A break trough 

came in 2011 when several case studies were described by a respected western 

researcher Anthony Travis (2011) as exemplary cases of sustainable space plan-

ning of mountain parks and resorts in Slovenia, Poland, Check republic and 

Croatia, placing the socialist urban planning as one of the most successful dur-

ing the second half of XX century.  
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In the last 5 years, we are witnessing a wide discussion among the tourism 

researchers about the different terms - communist, socialist, red tourism, totali-

tarian tourism. In Europe the events and places related to the collapse of com-

munism created new tourist attractions as pointed by Hall (1991), Greenberg 

(1990), Smith (1990). Berlin wall history is among the widest explored example 

related to the totalitarian regimes and tourism (Light and Dumbrãveanu 1999).  

The communist heritage tourism as a term is introduced in the works of 

Light (2000) exploring the Romanian communist past , Dujisin (2007) for Alba-

nian heritage, Henderson (2007) researching the East Asian countries of North 

Korea, Laos, Vietnam and Cambodia, and  Li and Hu (2008) discusses red tour-

ism in China. 

Within the current research we refer to communist heritage in all cultural 

legacies composed of tangible and intangible elements that have historical, cul-

tural and social significance, which became and functioned as forms and as-

pects of legitimacy for the communist political power. In other words Com-

munist heritage tourism / Red tourism relates to visiting sights and places con-

nected with communism regime.  

For Bulgaria we can speak about communist tourism after the fall of Iron 

Curtain (1990) and mainly after the accession to the EC (2007). After the 1990s 

the “new” destinations, or former socialist regime countries emerged and start-

ed to explore this period, being the most famous attractions: 

 Germany, Berlin wall, the divided city 

 Poland -  Nowa Huta (Steel Mill),  

 Hungary - Memento Park (open air museum), House of Terror 

 Czech Republic (Prague), Museum of Communism 

 Bulgaria, Museum of Socialist Art  

We consider that there should be clear differentiation between the heritage 

of socialist realism, propaganda art, dissident art and heritage created during 

1944-1989. From tourism demand perspective these distinctions are not always 

clear and often leads to misunderstanding. The communist or socialist heritage 

is considered as the one created, supported and funded by the regime, as well 

as the regime’s opponents which resulted to the dissident art and heritage, part 

of so called underground culture during that period.  

In the field of Tourism the main issues related to communist (socialist) her-

itage are linked to the: 
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 Interpretation  

 The attempt to create the new European image 

 The negative attitude against the old regime  

 Emotional involvement 

 Politically dependent (ideology) inconvenient e.g. Nazi period in Ger-

many 

The main characteristics that distinguish the communist heritage tourism 

form all others forms of tourism are the political charge and ideology overbur-

dened attitude, controversy and relation to relatively limited and contempo-

rary period of time. Communist period in Europe lasts approximately 45 years, 

while in Russia these periods extends up to 74 years (1917 – 1991), and in some 

countries continues even today.  

In Bulgaria, for relatively long period 1990 – 2010 there was lack of govern-

ment interest and investment in developing communist heritage tourism. This 

aligns with the political regime after the 90s and the movements against previ-

ous regime. This started to change as international tourism is officially and 

apart from any political background was recognized as strong generator of in-

come and employment. Even if officially cultural tourism is one of the main 

priorities for tourism development in Bulgaria for the past 2007-2013 period 

and will be continued for the next 2014-2020, communist (art) heritage is poorly 

integrated to the cultural tourism national strategies today.  

The new governmental policies of Bulgaria are in the direction of changing 

the image of the destination from Sea, Sun, Sand and incorporate the cultural 

heritage. However this is done focusing mainly on pre-historical, Thracian or 

Bulgarian Renaissance periods:  it is not associated with communist period of 

the new history of the country. One exception is the creation of the socialist art 

museum in Sofia opened in 2012, and being gaining success among the domes-

tic and international tourists (Urdea, 2013).  

From destination strategic management, the official position for stimulating 

communist heritage tourism is controversial. As pointed by Ivanov (2009) 

communist heritage is controversial and ideologically overburdened, linked to 

memories and past experience (both positive and negative) for older genera-

tions, and unknown for younger generations.  

There is no single approach for categorization of communist heritage places 

and sights in Bulgaria, but mainly these are linked with the commemoration of 

the birth or death of communist leaders; activity of Partisans; glory of the Sovi-
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et Union and the Red Army, Russian-Bulgarian friendship; public buildings 

architecture; Monuments; Commemoration of specific moments, battlefields, 

etc.  

 
METHODOLOGY 

 

This paper is based on ongoing research project started 2013 and aims to inves-

tigate what happens to heritage of the communist period of Bulgaria and how 

it is integrated in the country tourism industry. Basing our research on primary 

and secondary data such as interviews with key informants, participant longi-

tudinal observation, statistical data and archives, we try to answer the question 

what happens to the communist period tangible and intangible heritage, what 

is the attitude to the society towards this heritage; is the latter integrated to the 

tourist industry and on what degree, and last but not least we try to seize the 

tendencies in the management of this heritage and its future. 

Given the fact that this research is not based on a specific cases study but is 

rather a historical overview of the societal processes happening in Bulgaria of 

the post-communist period of time 1990-2014 in relation with the heritage, this 

fact gives us the scope for a conceptualisation of the attitude towards this herit-

age 

 
RESULTS 

 

It is a distinctive case study, as Bulgaria, because of its geographical position in 

the European South and its richness of natural resources was  highly special-

ised within  the frame of the  economic alliance of the  communist bloc in the 

tourism industry, receiving high volume of international tourists from other 

socialist (and non-socialist) countries. During its communist period, Bulgaria 

developed specific expertise in tourism and built substantial tourist and gen-

eral infrastructure. Namely a designed and planned resorts in the Black sea and 

mountain areas for international and domestic tourism; a distinctive network of 

individual hotels or houses (worker houses; scientist houses; art worker hous-

es) belonging to state companies in various sectors of the economy; and a very 

well developed network of wellness and spa centres as an integral part of the 

National Health System (NHS). The last two categories are considered as part 

of a domestic social tourism.  

Parallel to this typically tourist infrastructure, network of communist and 

antifascist museums was created. Bulgarian communist 45 year’s period (1944-
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1989) as political regime strongly stimulated different initiatives, propaganda 

and own (regulated) cultural heritage. A very unique movement of public art 

reflecting the ideology an history of this period also created substantial amount 

of public art especially in the monumental sculpture that was publicly dis-

played all over the country.  This bouquet of tourist infrastructure and cultural 

heritage is in the post-communist period subject of purposeful destruction, 

vandalism, abandoning and physical degradation or in other cases of protec-

tion, conservation, re-use and harmonious integration to the landscape and the 

free market economy. 

Including the two categories: 1. infrastructure built in a communist period, 

tangible and; 2. intangible cultural heritage, we came up with categorisation of 

the approaches that Bulgarian society expresses regarding this heritage and 

how it has been handled in the last 23 years. We identified 4 types of attitude: 

Hate; Animosity; Love; Neutral. These approaches are closely related to acts on 

behalf of the society (and governments) that impacted strongly the life and the 

death, the management and the lack of it of this heritage.  

This classification (see Fig. 1) comprises several examples, some of which 

will be discussed in details latter.  

 

 Love - nostalgia - conservation (e.g. socialist art museum Sofia, Albena 

Black sea resort);  

 Sympathy – acceptance and  integration of the build heritage within 

the cities/villages landscape (Dimitrovgrad, Pernik, Madan);  

 Indifference - leading to abandonment and slow deterioration of the 

heritage - e.g. the national network of all communist movement muse-

ums in Bulgaria (Iastrebino; Vela Peeva; etc); some of the Health Resort 

part of the NHS system. modification (e.g.) planned tourists  resorts moun-

tain and sea (Pamporovo; Borovetz;  Sunny beach);  

 Animosity - vandalism (The monument of Soviet soldier WW2);  

 Hate -  destruction of the Mausoleum of George Dimitrov  2001 
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Figure 1. Attitude forwards communist heritage 

 

 

 

 

 

 

 

 

 

 

 

 

The description of the two following examples is an illustration of the ex-

tremities of the above proposed spectrum: love, hate and animosity, while the 

sympathy and indifference being not so strongly expressed.  
 
Love: 

All Bulgarian sea side resorts were created during communist period: St. Con-

stantine and Elena, Albena Resort, Golden Sands, Sunny Beach. From them on-

ly Albena resort can be classified with love attitude to what has been created. 

The management of the resort followed a policy of preservation and none or 

minimal change of the landscape. The others resorts suffered severe changes 

not only in terms of infrastructure, but also in planning and management.  

The opening of Museum of Socialist Art (2011) also could be considered as 

attitude of Love, exhibiting communist heritage and attracting increasing num-

ber of international and domestic tourists. The results of recent study of the vis-

itor’s motivations, point out that International tourist from European west visit 

it by curiosity of learning more about historical period that their countries nev-

er had and to understand better the characteristics and the philosophy of the 

communist past. The domestic tourists the feeling of nostalgia for the socialist 

past is predominant (Urdea, 2012) 
 
Hate: 

The most flagrant example of Hate is the planned destruction of the mausole-

um of George Gimitrov. 

George Dimitrov, was the first prime Minister of the post war socialist Bul-

garia from 1946 to 1949. Dimitrov led the Third Comintern (Communist Inter-

Hate  Love   Sympathy 

 
Animosity  Indifference 

Attitude 
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national) under Stalin from 1934 to 1943. He was a theorist of capitalism who 

expanded Lenin's ideas by arguing that fascism was the dictatorship of the 

most reactionary elements of financial capitalism. In 1933 he was arrested in 

Berlin for alleged complicity in setting the Reichstag on fire. During the Leipzig 

Trial, Dimitrov's calm conduct of his defense and the accusations he directed at 

his prosecutors won him world renown. After his sudden death, a mausoleum 

was built for less than a week. His body was displayed and after the fall of 

communism in 1989 was buried in the Sofia’s cemetery n 1990. The construc-

tion of the Mausoleum was begun right after the news of Dimitrov's death. It 

was built for a record time of just 6 days (138h), the time it took for Dimitrov's 

body to return to Sofia from the USSR. The body of Bulgaria's first Communist 

leader remained there until August 1990, when he was cremated, and buried in 

the city's Central Cemetery. The Mausoleum was destroyed by Ivan Kostov's 

government in 2001 without public consultation and provoked a nation-wide 

debate. 

Destruction of the mausoleum were accused of fascism, barbarism, and 

vandalism, an act comparable by to the destruction of the Bamayan Budha 

statue, which similarly was bombed after decision of the Taliban government 

in Afghanistan. Although in Afghanistan case this act was provoked by reli-

gious reasons and in Bulgaria was done with ideological reasons, the similarity 

of the planning and the execution of the destruction is striking. 

The Prime-Minister and his party were claiming that the Mausoleum was 

inappropriate after the fall of Communism in 1989, because it was a monument 

which stood for what they claimed was Bulgaria's repressive past. Within the 

parliament and among architects and urban planners circles, was much opposi-

tion to the destruction, and various propositions were given for what to do 

with the building — including turning it into a museum, or even in an art gal-

lery as although a symbol of the Communist past, it was not worth destroying 

a building of such stature and grandeur, which contributed to the overall archi-

tectural ensemble of the central Sofia. Though an opinion poll showed that 

two-thirds of the population was against the demolishing of the prestigious 

white-marbled Mausoleum, the right wing controlled government proceeded 

to take it down.  

It took four attempts to demolish the massive white marble building on 

Prince Alexander of Battenberg Square in March 2001, as the Mausoleum was 

reputedly designed to withstand a nuclear attack.  
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Animosity: 

But internationally known example of animosity towards the communist past 

and the heritage adjacent to it, became the assaults of the Monument of the So-

viet Army in central Sofia. The monument was painted in Ukrainian colors 

during the beginning of the Ukraine crisis in February 2014. Earlier, in 2012, the 

bas-relief on the monument’s fundament with soldiers in battle, were turned 

into the clown of McDonnals and Superman. These acts divided once again the 

Bulgarian population: one part acclaiming it and positively presenting it as an 

act of creativity, and other part - qualifying it as vandalism and ridiculing the 

collective memory of the antifascist movement of the country culminated with 

the victory of the Soviet army over fascist Nazi army. 

 
CONCLUSION AND IMPLICATIONS 

 

From destination strategic management, the official position for stimulating 

communist heritage tourism is controversial. In fact, Prague for example is 

skipping the communist period going back in history and more glorious peri-

ods of fame of the capital and political regime. As pointed by many authors 

communist heritage is controversial and ideologically overburdened, linked to 

memories and past experience (both positive and negative) for older genera-

tions, and unknown for younger generations. Nowadays, communist regime 

creates both negative and positive associations. For Bulgaria this can be ex-

plored as offering safe and realistic experience if targeted adequately. 

Without exhausting all potential aspects of this topic, this text is a first at-

tempt to present the complex issues related to the approaches and acts regard-

ing the communist heritage in Bulgaria. Our opinion is that such unique for the 

history period need urgent attention and conservation, given the rapid deterio-

ration and destruction of it. This attention is not present at this moment. 
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INTRODUCTION  

To facilitate tourism, there must be movement, wherein an individual has to 

travel from one location to another using a form of transportation. Travel in 

Caribbean tourism is mainly by airplanes and cruise ships. Tourists travel to 

the region mainly for sun, sand and sea and most Caribbean islands have not 

cultivated a tourism industry based on much beyond that (Patullo, 2005). Mass 

tourism began in the Caribbean in the 1960s with the advent of low cost air tra-

vel. Jamaica, Barbados, and the Bahamas were among the first places to deve-

lop a resort-based tourism programme. Within 20 years, these locations began 

to experience the problems that are now typically associated with unplanned 

growth (Cameron & Gatewood, 2008). 

Tourism is considered one of the most highly climate-sensitive economic 

sectors. Many tourism destinations are dependent on climate as their principal 

attraction, or on environmental resources such as wildlife and biodiversity. Gi-

ven that these resources are extremely sensitive to climate variability, a chan-

ging weather pattern will have profound consequences on tourism flow and 
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subsequently on the important contribution of tourism and economic deve-

lopment, especially in developing countries. At the same time, tourism also 

contributes to global warming. It is estimated that tourism accounts for app-

roximately 5% of global carbon emissions, although the tourism sector has 

pledged to progressively bring down this figure through partnerships, aware-

ness raising and new technologies.  

Tourism is a contributor to climate change; however its contribution is in-

significant in comparison to the large industrial countries who account for a 

large percentage of Green House Gas (GHG) emissions. Due to the significance 

of tourism on economic development, the Caribbean Governments can use tou-

rism as a mitigating measure against climate change. This can be done through 

the adaptation and mitigation measures by implementing of policies to allevia-

te the climate change effects while benefiting from it continued contribution to 

economic development. 

LITERATURE REVIEW 

 

Tourism is defined by McIntosh et al. (1995) as the sum of the phenomena and 

relationships arising from the interaction of tourists, business suppliers, host 

government, and host communities in the process of attracting and hosting to-

urists. This identifies four important elements of tourism namely; the tourists, 

businesses providing travel related service and the government which exert 

policy control over tourism, and the community members who live in the areas 

visited by tourists. These element all come together to create a tourism in-

dustry.     

The Caribbean is recognized as one of the most tourism dependent regions 

in the world highly dependent on tourism as a source of foreign exchange (Blo-

ommestein, 1995). Tourism is the single largest earner of foreign exchange in 16 

of the 28 countries in the Caribbean (Bryan, 2001). The importance that tourism 

plays on the Caribbean economy is reflected in the number of people employed 

and the income generated from the industry; it is also estimated that the tou-

rism industry directly and indirectly employs one in four people in the Carib-

bean and generates about $2 billion a year in income for the region (Bryan, 

2001). The Caribbean is facing threatening challenges to achieving sustainable 

tourism development. High population density, a changing world climate, en-

vironmental degradation, and sector imbalances for available resources (Watts, 

1998) all contribute the growing developmental challenges.  It is therefore im-
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portant for Caribbean policymakers to be aware of the perverse effects of eco-

nomies and formulate policies that address such effects (Grandoit, J. 1992).  

The United Nations, International Strategy for Disaster Reduction (2008) de-

fine climate change as the alteration of the world’s climate that we humans are 

causing,  through fossil fuel burning, clearing forests and other practices  that 

increase the concentration of greenhouse gases (GHG) in the atmosphere.  The 

main source of global climate change is human-induced and these concerns 

primarily result from emissions associated with energy use, but on local and 

regional scales, urbanization and land use changes are also important (Thomas 

& Trenberth 2003).  

Although there has been progress in understanding climate change, there 

are many scientific and technical impairments to accurately plan for the effects 

of climate change. There is still considerable uncertainty about the rates of 

change that can be expected, but it is clear that these changes will be increa-

singly manifesting itself in tangible ways (Thomas & Trenberth 2003).  

Amongst the negative impacts of climate change on the tourism industry are; 

warmer temperatures, sea level rise, saline intrusion into freshwater aquifers, 

coastal flooding and erosion, heat stress, coral bleaching, biodiversity loss, inc-

reased emergence of vector borne diseases namely dengue, changes in rainfall 

patterns resulting in droughts or floods, decreased fresh water availability and 

increased intensity of storm activity.  

The Caribbean governments should look at how to protect tourism by en-

forcing and developing measures and policies against the impact of climate 

change. The two major activities that can be applied in utilizing tourism as a 

moderating factor against climate change are adaptation and mitigation (Rog-

ner et al 2007). Adaptation and mitigation are interchangeable up to a point, 

where mitigation will always be required to avoid irreversible changes and 

adaptation to address the irreversible changes resulting from current and histo-

ric rises in GHG.   

Studies are showing that more and more international visitors are gravitat-

ing to higher altitudes and latitudes (Bigano et al, 2007). Ultimately, this will 

negatively affect the Caribbean. Tourists now have many choices of new and 

unexplored destinations and so many competitors, including China, have 

simulated the tropical concept of sand sun and sea (McBain, 2007). To survive 

this inevitable situation the Caribbean will need to find creative ways of mar-

keting its destinations and to create sustainability for the environment and the 

modified tourism product.   
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METHODOLOGY 

 

A qualitative methodology is utilised which is mainly exploratory in approach 

and appropriate in areas such as Climate Change where there is a sufficient 

knowledge but the issue of Caribbean Tourism Industry, how it is being im-

pacted by climate change, and measures needed to alleviate these challenges is 

not yet fully defined. Several articles and studies on Caribbean Tourism and 

climate change were examined and incorporate to the compilation of this rese-

arch. This approach provides a number of advantages, being a far more sensiti-

ve form of research; it affords an opportunity to probe and explore existing 

studies and make a compelling case.  

 
RESULTS 

 

A strategic approach to mitigation and adaption would be to address all the 

sub-sectors in tourism such as accommodations, food and beverage, transporta-

tion, attractions, tour services, events, adventure tourism as well as the recrea-

tion. Among the mitigation efforts would be the approach to marketing. A new 

business model framework should be structured to include, customer segmen-

tation, increase differentiated products as well as the use of promotions that 

will increase tourist’s spending and their length of stay. Targeting nearer desti-

nations has been also seen as a mitigation strategy (ECLAC, 2011). 

The accommodation sub-sector must now think of alternative locations 

away from the coastlines as climate change is affecting shorelines (erosion). 

There should also be more consideration in implementing more energy effi-

cient accommodations. In light of this, legislature should be in place to prevent 

energy wastage, deforestation and coastal preservation. Additionally, infra-

structural changes could incorporate revised building codes, architectural de-

signs to improve energy efficiency. Climate change will manifest seasons of 

drought and low rainfall. Hotels should be encouraged to practice water con-

servation measures, create catchment areas and adapt cost effective laundering 

strategies (ECLAC, 2011). 

The transportation sector will also need to be a part of the climate change initia-

tive as well as other supporting industries such as agriculture and manufactur-

ing. There will have to be a plan of action implemented on a phased process 

where all the key stakeholders become active in the fight against climate 

change. The reduction of long and frequent haulage due to high imports, the 
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high energy consumption and lack of diversification in the tourism sector are 

all areas that will be addressed to mitigate against climate change.  
 

CONCLUSION AND IMPLICATIONS  

In integrating all strategies for alleviating climate change, the government will 

need to play a key role by supporting all the strategies and educating the public 

about the implications of climate change and the importance of their contribu-

tion. Employees in the industry should also be engaged so they may unders-

tand the importance of their contribution. Efforts must be made to build public 

awareness, implement new reinforce and relevant policies that will address the 

reduction of GHG.   

Climate Change presents an opportunity for the Caribbean Tourism In-

dustry to position itself as the GREENEST TOURIST DESTINATION IN THE 

WORLD. In this regard, the region should build capacity in, implementing 

principles for ‘carbon neutral’ destinations.  There is also a need for behaviou-

ral changes among the tourists and nationals so that GHG emissions can be re-

duced.  Ultimately, cross-sectorial inter-ministerial and cross- ministerial coo-

peration and collaboration will be requirements to ensure that climate change 

is aptly mitigated.  Tourism can play a significant role in climate change reduc-

tion and so the sector must demonstrate leadership as an agent of change.  
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INTRODUCTION 

During the last decade, the consolidation of mobile devices as communication 

tools has facilitated the creation of a new marketing channel, namely, mobile 

marketing as a new business communication tool. Yet, in the past few years 

this marketing model has established itself as a product more than a mere 

communication tool; thanks to its multi-functionality, which adds an additional 

value to the content it offers, the levels of satisfaction in the improvements of 

customer needs at the airports is higher. If these infrastructures want to have 

long-term success, their benefits should be more than just image related. This 

research mainly focuses on three objectives. First, to evaluate the effects that 

mobile marketing is having over the levels of passenger satisfaction at airports. 

Second, to analyze the impact of mobile marketing on passengers behavior in 

the aerodrome; lastly, to study the effects of this tool on the perceived image of 

an airport.  

Airports are recurring to mobile marketing with the hope of improving pas-

sengers experience and satisfaction within their facilities. Accommodating the 

demand of an airport to its capacity, while trying to maintain acceptable levels 

of profitability and customer satisfaction, is a very difficult task to achieve 

(Doganis, 1992). Major airports are switching to a business model, following 

commercial guidelines of management, and focusing on developing more crea-

tive environments in tune with the new technologies. Thus, airports are leaving 
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behind the rigid image of the aerodrome as a mere intermodal node. The appli-

cation of a business approach to airports implies an improvement in their fi-

nancing capabilities. Nonetheless, it is worth noting that according to SITA 

(2012) “Improving passengers experience figures as the primary reason why 

airports invest in technology.”  

Airports such as the Schiphol in Amsterdam saw the mobile marketing tool 

as a great opportunity not only to increase the overall satisfaction of passen-

gers, but also to enhance the image these had of the airport. The creation of the 

Schiphol Amsterdam Airport mobile application improved in all areas the ex-

perience of passengers at the airport. According to data from the World Airport 

Awards (2013), this airport won in that year the award for best airport in Eu-

rope and third in the world. It is important to highlight that the important 

thing about an application is not that it can geo-locate you, instead, the essence 

of an application at airport lies in personalizing the passenger’s experience, and 

being able to offer them micro-segmented products.  

 
LITERATURE REVIEW  

Although it may seem like the idea of mobile marketing was introduced a long 

time ago, this is a misconception. Its performance as a new marketing activity 

has been ongoing for less than a decade since it is a recent marketing modality. 

Furthermore, it is immerse in a field of new technologies, which is subject to 

continuous change. This has lead to it being defined in different ways and with 

various interpretations. Literature review has shown a recent interest in the 

analysis of this tool since some researchers and associations like Mobile Mar-

keting Association (MMA) differ in defining the idea;  although authors like 

(Martín de Bernardo & Priede, 2007; Hermoso de Mendoza, 2009; Melendo, 

2010; Kaplan, 2012) think of mobile marketing as a tool by which they can de-

velop their designs, advertising and marketing efforts. Kaplan (2012) precisely 

defines it as, “Any marketing activity carried through a ubiquitous network 

through which consumers are constantly connected via a personal mobile de-

vice." 

Nonetheless, authors like (Vlachos and Vrechopoulos, 2007; MMA, 2009; 

Shankar and Balasubramanian, 2009) argue that this tool is a communication 

channel through which businesses can interactively communicate with their 

customers; precisely, for Shankar and Balasubramanian (2009), it is a bidirec-

tional or multidirectional channel of communication between companies ad-

vertising deals and customers using a mobile medium, device or technology. 
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However, (Dickinger et al, 2004; Norm, 2011) view this marketing modality as a 

sales channel though which customers are offered products and services.   

Also, it should be noted that in this research mobile applications are defined 

as a software adapted for mobile devices, forming part of one more mobile 

marketing tool. Bellman et al (2011) argue that applications are an advertising 

tool that can build the awareness or positive image of a brand. Currently, ap-

plications are becoming sales channels in which distribution is the gateway for 

that channel, and in turn permits a company to sell their products and service. 

Furthermore, the company has the option of entering an agreement with other 

companies to offer its application (advertising, banners, links of interest, prod-

ucts and services of other companies, etc).     

The new smartphone users are bifunctional people; they do not only control 

the reality that they live in, but they also benefit from the virtual window of-

fered by mobile devices. The mobile has changed the way people behave and 

engage in the environment they find themselves; it has created in our lives the 

parameters of Human-Mobility-Applied (HuMobAp), in other words, humans 

move according to the needs and incentives given by the applications.       

 
METHODOLOGY 

The methodology performed in this work is of qualitative nature, and it follows 

the approach known as “non-interactive documentary analytic” (Cohen and 

Manion, 2002; McMillan and Schumacher, 2005). This research approach con-

sist of going through data files and bibliographical sources in search of infor-

mation gathered by authors, institutions and organizations regarding our case 

study.   

 
RESULTS 

Given the multi-functionality and services offered by mobile marketing, clear-

ly, airports profit and improve in all areas their processes given that this tool is 

one more touristic resource within the entire range of products and services 

offered by this infrastructure. Considering the results obtained in this research 

and the literature review, we can see that mobile marketing has transformed 

itself into a communication tool and/or product-service used in wireless media. 

It provides the customer the information and personalized product-service 

through the support of any mobile device, which have become the new com-

pass rose of the twenty-first century. In addition, authors such as (Scolari et al, 

2008; Bellman et al, 2011) are advocates of the application as a promotional tool 
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to build an awareness or positive image of a brand. The aim is to have a media 

coverage, and promote an interactive viral process through advertisement, 

deals, discounts, prizes, etc. 

Every airport has its own particularities and management both at an opera-

tional and commercial level.  To begin, it is fundamental to assess the nature 

and the kind of facilities and services that an aerodrome can offer, as these 

characteristics are then transferred to the functions and services provided by 

mobile marketing tools. Airport administrators, commercial directors as well as 

application designers will have to consider all these factors when developing 

mobile applications, making marketing plans, fulfilling objectives, and follow-

ing approaches. Marketing professionals in tourist enterprises should not only 

clarify and give more importance to tourists products, but they should manage 

their tangible and intangible aspects differently; of course, always based on the 

needs and preferences of the tourists that form the actual and potential cus-

tomer segment, along with the objectives and circumstances of the company, 

and the management of product performed by the organism in charge (Mar-

tinez, 2010). 

Some author like Cook, Goh and Chung (1999) observed that the vast major-

ity of categorizing services exclusively focus on the distinguishing traits of the 

different kinds of services while ignoring the characteristics of the clients, and 

implicitly treating all user the same. The needs and desires are different for 

each of the users; therefore, personal characteristics, cognitive, affective, situa-

tional, etc., interfere in their demands and evaluations. Satisfaction is an overall 

measure of a previous set of specific satisfactory experiences (Yu and Dean, 

2011). Therefore, in this research it is shown that satisfaction is influenced by 

the customers characteristics, the environment where consumption takes place, 

the image, experience, safety, security, expectations, control, and etc. In addi-

tion, satisfaction as a multidimensional construction does not receive the same 

results from a client in a physical than in an interactive environment.   

 
CONCLUSION AND IMPLICATIONS 

We can all agree that airports are places where many times we may feel disori-

ented because of the abundance of signage; we often find ourselves walking 

aimlessly through unknown places with the hopes of finding a restaurant, a 

coffee shop, a good reading book or a gift for a family member or friend. 

Thanks to the new applications designed for mobile devices, which give us in-

formation - in real time - about flights, billing, security controls, baggage, gates, 
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food, etc., within the aerodrome, we are able to manage ourselves efficiently at 

the airport.  

Nowadays, airports are immersed in an interactive cyclogenesis, and the re-

sult of this is the cyclone of mobile marketing. Every year the number of air-

ports whose revenues from commercial facilities exceed those of the aeronauti-

cal ones, increases. According to Graham (2009), the importance of the com-

mercial revenues in airport today is decisive. Throughout the years, the unfold-

ing of commercial revenues has been strongly linked to two key factors. First, 

the change in the airport sector from a public service to a more commercialized 

one, and second, the growing pressure from airlines demanding airports to 

control and generate their own income from other sources not always from 

aeronautic charges. For this reason, it is necessary for airports to take ad-

vantage of this tool to communicate their marketing strategies, with the end of 

increasing the levels of passenger satisfaction and their commercial revenues.  
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INTRODUCTION 

The coastline has always had great drawing power over tourists. Beaches are 

considered as the biggest contributor to the tourism industry in the world 

(Phillips & House, 2009, p.176). In order to benefit from this dynamic industry, 

the Blue Flag Programme was started in Europe along the French coastline in 

1987 by the Foundation for Environmental Education (FEE). The purpose of 

this programme was to encourage beaches to comply with the Bathing Water 

Directive 76/160/EEC (About Blue Flag, 2007, p.4). This directive states two mi-

nimum quality criteria in relation to water intended for bathing. The criteria 

relates to the limited values of substances which are considered to be indicators 

of pollution (such as pesticides) as well as the minimum sampling frequency 

and method of inspection and analysis of the water (Europa summaries of le-

gislation, 2013). In 2001 South Africa adopted this programme as a means of 

keeping the country’s beaches up to international standards with regards to 

water and beach quality (SouthAfrica.info, 2013, p.1). Thus branding the Blue 

Flag programme as a means of conserving the marine environment and ensu-

ring the cleanliness of both the beach and the water. The aim of this research is 

to determine the impact of Blue Flag status in tourist decision-making when 

selecting a beach. 

 

mailto:21800995@nwu.ac.za


7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

416 

LITERATURE REVIEW 

In order for a beach to be awarded with a Blue Flag award, certain criteria must 

be met. This criterion is divided into four sets, namely water quality, environmen-

tal management, safety and security and environmental education and information 

(Blue Flag (a), 2013). Firstly, water quality requires the beach to have visually 

clean water, no litter or oil in the water and water quality tests should be con-

ducted every two weeks in order to ensure the cleanliness of the water. Se-

condly, environmental management requires beach management to ensure an 

adequate amount of waste disposal bins on the beach, sources for drinking 

water as well as the cleanliness and health of coral reefs in the area. Thirdly, 

safety and security requires the beach to have an adequate number of lifeguards 

at the beach as well as a first-aid kit on hand. Fourthly, environmental education 

and information requires the beach to offer at least five educational activities, 

display a map of the beach and facilities as well as a display of information re-

garding the Blue Flag Programme. A beach committee is established who over-

sees the implementation of these criteria (Blue Flag (a), 2013). 

According to Schernewski (2000) Blue Flag status is an exclusive eco-label 

that ensures the quality of beaches and attracts visitors at the same time. Ac-

cording to Fairweather, Maslin and Simmons (2005:83) beach awards serve 

only as an instrument for raising awareness and for businesses to operate wit-

hin corporate promotional activities, rather than having an influence on the 

decision-making of beach visitors. In other words, even though the Blue Flag 

programme has been established since 2001 in South Africa, it does not mean 

that it has any influence on the decision-making process of beach visitors 

(McKenna, Williams and Cooper, 2011, p. 577). 

From a conservation point of view, the Blue Flag Programme helps ensure 

the safety of marine life and the environment. According to McKenna et al. 

(2011, p. 577) the Blue Flag Programme is seen as a symbol of clean, safe and 

environmental friendly coastal areas. The question remains however, does a 

beach’s Blue Flag status encourage tourists to visit the beach and does it have 

an influence on the decisions made by tourists in selecting a beach? 

 
PROBLEM STATEMENT 

 

The process of ascertaining a Blue Flag award is both costly and time consu-

ming. The beach manager is given a specific time frame in which the criteria 

must be met (Blue Flag South Africa, 2013). When a beach is awarded with Blue 

Flag status, it becomes subject to control visits by members of Wildlife and En-
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vironmental Society of South Africa (WESSA) or Denmark’s international Blue 

Flag management team. These visits can be unannounced and when a beach is 

not up to standard the award is taken away partially. If after a ten day grace 

period standards are still not met the award is taken away completely. The 

whole process should then be repeated in order to regain Blue Flag status if the 

standards are not met (Blue Flag South Africa, 2013). The Blue Flag programme 

is a constant and costly process where beach management should conduct 

water tests and ensure a clean beach throughout the season (Blue Flag South 

Africa, 2013). The financial implications associated with this process are thus 

great (Nahman & Rigby, 2008, p. 735). A study conducted by Nahman and 

Rigby (2008) found the costs associated with the loss of Blue Flag status to be 

between R17-R25 million p.a. It thus becomes important to determine whether 

or not Blue Flag status of a beach has any influence on the visitors’ decisions in 

selecting a beach. Thus the problem that arises is Blue Flag status worth having 

as seen from a tourism perspective? 

 
METHODOLOGY 

 

A comparison of the results for Blue Flag beaches and non-Blue Flag beaches 

will be conducted, thus determining whether Blue Flag status has an influence 

on visitors’ decision-making process for a beach holiday. The type of research 

conducted for this study is quantitative of nature with probability sampling 

methods. The method of research used was systematic sampling, meaning 

every second individual or group of people on the beach was approached and 

asked to complete a questionnaire. The questionnaire was developed by TREES 

(Tourism Research in Economic, Environs and Society), and was based on work 

previously conducted by McKenna et al. (2011) and Van der Merwe, Slabbert 

and Saayman (2011). The questionnaire contained various decision-making fac-

tors. Respondents were asked to rate the aspects of importance to them when 

making a decision about which beach to visit according to a six-point Likert 

scale, where one is not at all important, five is extremely important and six is 

not applicable. The questionnaires were distributed amongst respondents by 

four fieldworkers, briefed beforehand regarding what the study pertains. 

The data was captured using Microsoft™ Excel™ and analysed with SPSS 

(Statistical Package for Social Sciences, version 21). A Principal Axis factoring 

analyses with Oblimin and Kaiser normalisation on six beaches was conducted 

to determine the aspects of influence on visitor decision-making to beaches in 

the Margate area. The total variance explained is 52.26%. Furthermore, in order 
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to determine whether any significant differences exist in the decision-making 

aspects of visitors to Blue Flag beaches and non-Blue Flag beaches, a linear 

mixed-effects model analysis was carried out. This analysis enables one to fit 

linear mixed-effects models to data samples from normal distributions (SPSS, 

2005, p. 1). P-values and effect sizes were used to determine the statistical diffe-

rence between the two groups of beach visitors. 

 
RESULTS 

 

The profile of beach visitors (Table 2) showed that the greatest part of beach 

visitors is female with an average age of 39 years. They are mostly married and 

originate from Gauteng or North-West and KwaZulu-Natal. These individuals 

have a diploma or degree form a tertiary institute. They are the type of visitors 

who will stay overnight for an average of 8 nights in the Margate area. The 

group sizes they travel in range from four to six people and they visit the area 

between one and three times a year. The average number of people whom they 

are financially responsible for is four people. 

Five factors were identified from the factor analysis which makes up the as-

pects influencing the decision-making of tourists. These factors include envi-

ronmental education, safety and access, cleanliness, landscape and popularity. Of 

these factors the most important factor was rated as Cleanliness, which scored a 

mean value of 4.37. Cleanliness includes aspects such as clean water, no litter on 

the beach, no oil, no commercial/industrial noise and good general facilities.  

There was a statistically significant difference found at only one factor na-

mely, popularity (p = 0.002). Furthermore, the mean value for visitors to non-

Blue Flag beaches (3.99) was higher than that of Blue Flag beach visitors (3.95) 

for this factor, which is interesting seeing as the concept regarding the Blue 

Flag status of the beach is included with this factor. The other factors do not 

show any statistically significant differences. The decision-making aspects of 

both groups of beach visitors are similar in the sense that cleanliness remains the 

most important aspect which beach visitors consider when choosing a beach. 

 
CONCLUSION AND IMPLICATIONS 

 

Three findings were identified from the results. Firstly, the fact that a beach has 

a Blue Flag status does not influence the decision-making of beach visitors to 

select a beach. This implies that managers of Blue Flag beaches need to adverti-

se the programme with specific reference to the criteria that Blue Flag beaches 
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are based on. Secondly, Blue Flag status is worth having from an environmen-

tal point of view. The Blue Flag programme not only contributes to keeping the 

environment safe, clean and healthy, but it also contributes to the expectations 

of clean, safe and environmental friendly beaches of visitors when they visit the 

beach. Thirdly, the research found that by being part of international and nati-

onal accreditation systems such as TGCSA (Tourism Grading Council South 

Africa) and TIES (the International Ecotourism Society) do benefit towns and 

product owners of tourism related businesses as this leads to improved stan-

dards of product delivering. Tourism destinations should thus focus their 

energy and capital available to meet the criteria of the programme thereby rai-

sing beach competitiveness as the standards of the beach will be raised as well 

as conservation of the environment will benefit. 

This research contributes to the literature regarding beach tourism seeing as 

more knowledge is gained as to the decision-making aspects of the market for 

beach tourism. Furthermore more knowledge and understanding is gained re-

garding the Blue Flag programme which can be used as a cornerstone for furt-

her research on the topic as well as other rating systems in the tourism in-

dustry. 
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INTRODUCTION 

The value of researching social impacts of tourism cannot be overestimated 

(Deery, Jago & Fredline, 2012), as local residents’ goodwill towards the in-

dustry in many cases determine the industry’s sustainability (Park, Lee, Choi & 

Yoon, 2012). Many studies on the social impacts of tourism have however been 

done, but the majority focus on the more tangible social impacts of tourism 

such as its income-generating power and infrastructure development for in-

stance (Swarbrooke, 1999), while they, to a certain extent, disregard intangible 

social impacts such as community pride and the preservation of culture to 

name but a few (Slabbert & Saayman, 2011). This is, however, problematic from 

a South African point of view as very few tangible impacts reach community 

level (Blake, 2008). 

LITERATURE REVIEW 

According to Slabbert (2007: 150), the social impact of tourism is the impact 

created by the activities of the industry on the communities where they take 

place, thus creating positive and negative social relations. Various models have 

been developed to create a better understanding of the social impacts of tour-
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ism (Page & Connell, 2009:412) such as Doxey’s irridex and the social exchange 

theory to name but a few. The social exchange theory holds that all human rela-

tions are formed by the exchange of activity (tangible or intangible) which 

should be more or less rewarding to both persons (Homans, 1961:13). This 

means that residents should also receive benefits from tourism before they will 

lend their goodwill (Park et al., 2012:1512). 

The lack of research on intangible social impact is thus problematic for a 

country such as South Africa, seeing as this country is commonly seen as an 

upper middle-income, developing country when expressed in “per capita” 

terms, but the country also has one of the most unequal distributions of income 

in the world. The country furthermore has prevailing socio-political, cultural 

and economic limits (such as many other developing countries), which means 

that the tangible benefits of tourism do not necessarily reach local community 

level (Tosun, 2000:614). 

A study by Hermann, Du Plessis and Miller (2012) revealed that community 

members continued to support the tourism industry without receiving tangible 

benefits from the FIFA 2010 World Cup which took place in South Africa. In-

tangible impacts such as community pride and social cohesion were thus 

strong enough to attain community support. This, together with a few other 

studies, pointed towards the role that intangible social impacts play in the 

South African tourism industry. This is supported in a study by Richard and 

Palmer (2012:365) in which they state that studies are beginning to place more 

focus on the intangible social impacts of tourism such as community pride and 

image or education for instance. 

A question arises: What are the real benefits of tourism development and ac-

tivities and how should that knowledge be utilised in creating a tourist friendly 

environment and a more sustainable industry that will ultimately improve the 

quality of the lives of residents? It was the purpose of this research study to 

critically analyse both the tangible and intangible social impacts of tourism in 

order to fill the gaps. The findings of this research (which formed part of a PhD 

study) was then used to create an optimised framework for measuring the rela-

tionships between tangible and intangible social impacts which will allow for 

improved management, development and marketing of the tourism industry. 
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METHODOLOGY 

This study comprises of both a literature review and an empirical study. In the 

literature review, the researchers made use of various forms of information in 

order to build the foundation of this research. Pertaining to the empirical study, 

a distinction which was made between the tangible and intangible social im-

pacts of tourism which was incorporated into a self-administered questionnaire 

distributed in three tourism-dependent communities in South Africa by means 

of convenience sampling within stratified sampling. The communities included 

in the research were Clarens (n=251), Soweto (n=375) and Jeffreys Bay (n=375). 

The questionnaires were captured in Microsoft Excel and analysed in the IBM 

Statistical Package for Social Sciences (SPSS v 20.0.0), while the software packa-

ge, Analysis of Moment Structures (AMOS v 21.0.0) was utilised for the Struc-

tural Equation Model (SEM). 

In order to develop an optimised framework, the analysis of data had to be 

done over three phases. Exploratory research was used in the first phase by 

firstly using two-way frequency tables for compiling a combined community 

profile after which two Exploratory Factor Analyses were done to explore ways 

in which tangible and intangible social impacts can be grouped. During the se-

cond phase, Confirmatory Factor Analyses (CFA) was used to reveal a theoreti-

cal model which makes a distinction between the tangible and intangible social 

impact factors. From this, comparative studies could be done to compare the 

communities. The third and final phase included the development of the opti-

mised framework for measuring the relationships between tangible and intan-

gible social impacts of tourism. Certain hypothesis were made based on litera-

ture which was tested in the framework. These are listed in Table 1. 
 

Table 1: Hypothesis for the model 

H1 
There is a direct relationship between environmental improvement (Tangible 1) and community 
protection and education (Intangible 1) 

H2 
There is a direct relationship between environmental improvement (Tangible 1) and community 
upliftment and pride (Intangible 2) 

H3 
There is a direct relationship between environmental degradation (Tangible 2) and community pro-
tection and education (Intangible 1) 

H4 
There is a direct relationship between environmental degradation (Tangible2) and community up-
liftment and pride (Intangible 2) 

H5 
There is a direct relationship between cost of daily living (Tangible 3) and community protection and 
education (Intangible 1) 

H6 
There is a direct relationship between cost of daily living (Tangible 3) and community upliftment and 
pride (Intangible 2) 
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H7 
There is a direct relationship between economic improvement (Tangible 4) and community protec-
tion and education (Intangible 1) 

H8 
There is a direct relationship between economic improvement and community upliftment and pride 
(Intangible 2) 

 
RESULTS 

The CFA in the second phase of research revealed the theoretical model with 

four reliable tangible social impacts and two reliable intangible impacts. The 

tangible social impacts included: environmental improvement; environmental deg-

radation; cost of daily living; and economic improvement while the intangible social 

impacts included: community upliftment and pride and community protection and 

education. The intangible social impact, community upliftment and pride was 

perceived as the most important impact. From the latter, an optimised fra-

mework for measuring and predicting the tangible and intangible social im-

pacts of tourism was mastered (Figure 1). 

Hypotheses that support the framework included: H1, H2, H3, H5, H6 and H8. 

The hypotheses H4 and H7 were not supported. 

 
Table 2: Goodness-of-fit indices 

Default model 4.547 0.860 0.058 0.055 0.061 

 

 
Figure 1: Optimised theoretical framework 
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CONCLUSION AND IMPLICATIONS 

The findings of this research firstly revealed the power of intangible social im-

pacts for fostering community support for tourism. It was even perceived as 

more important than the tangible social impacts. Furthermore, one of the most 

significant findings of this study was that community members continues to 

lend their support for the tourism industry, even if they are not directly invol-

ved in it.  This innovative framework was optimised in order for it to be appli-

cable to other South African tourism dependent communities. It is especially of 

importance for tourism developers, managers and marketers as it will assist 

them in understanding the tangible and intangible social impacts of tourism on 

communities, as well as how the community members will react to the in-

dustry’s impacts. This optimise framework will ultimately serve as a tool for 

maximising the positive social impacts of tourism, while minimising the nega-

tive impacts which will aid in creating sustainability for the industry. This 

study made contributions towards the research of social impacts, towards the 

methodology of determining social impacts (especially from a developing 

world perspective) as well as practical contributions pertaining to how tourism 

planning and management should be conducted. 
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INTRODUCTION 

The origin of tourism in the Balearic Islands is dated at the end of the nine-

teenth century, but traveling to the Islands did not become a mass phenome-

non until the late nineteen-fifties and sixties. This is the so-called tourism-

boom, which led to a strong increase in hotel capacity and annual number of 

tourists. This new reality became the backbone of the tourist, economic and 

singular model, which has almost always shown a linear ascending behavior, 

with slight deviations such as the one motivated by the energy crisis from the 

sixties. In fact, the economic impact that is generated by the tourist industry in 

the Balearic economy is extremely important, as evidenced by recent data from 

Impactur (2009), which estimated that 43.2 % of the total GDP in the Balearic 

Islands comes from participation in tourism. In the labor market, 30.3 % of the 

total employment in the Balearic Islands is attributed to tourism employment.  
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LITERATURE REVIEW 

Despite all the previously mentioned figures, tourism in the Balearic Islands is 

a seasonal incident; in fact, it is the one with the strongest seasonal pattern 

within the Spanish territory (Aguiló  and Rossello 2005), which results in a se-

ries of consequences that are not always desirable for a society. 

The first published report about seasonality in tourism is that of Barón 

(1975), and despite the importance of this phenomenon, there are not many 

published reports on this matter by tourism economists (Allcock, 1994; Higham 

and Hinch, 2002; Aguiló 2010). 

For López and López (2007) seasonality is the variation in demand experi-

enced throughout the seasons of the year, which is characterized by long peri-

ods of low demand and short periods of excessive demand. 

Despite the unquestionable contribution of tourism to the economy, the sea-

sonality derived from tourism generates some negative effects of great signifi-

cance to the whole sector, such as; the increase in temporary contracts, envi-

ronmental degradation during the months of mass tourism (atmospheric and 

noise contamination), saturation of public services during the period of maxi-

mum tourist activity, road congestion, uncertainty in the labor market, varia-

tions in hotel capacity (from minimums forcing hotels to close, to maximums 

where 100 % of the hotel vacancies are full), and decreased profitability during 

the months of lower tourist activity, which make it difficult to cover mainte-

nance costs of the property, among others (Alemany, Ruiz & Suau, 2010). 

Due to all these instabilities caused by seasonality, Nieto and Amate (2000) 

state that preventing seasonality in tourism is one of the main objectives of the 

tourist policies in different administrations, and Laquar (2001) affirms that sea-

sonality is a constant concern for the people responsible for marketing different 

tourist destinations, who strive to maintain seasonality within certain limits. 

The Balearic economy has a strong seasonal component, so the authorities and 

tourist agents of the Balearic Islands have been raising proposals to fight sea-

sonality for years, proposals that specify different marketing plans approved 

by the Balearic government, and these will be reviewed in this study. 

 
METHODOLOGY 

The purpose of our work is double. On one hand, the first objective is to devel-

op a qualitative review of the evolution experienced by marketing plans be-

tween 1991 and 2015 that have been happening in the framework of tourist pol-

icies. In order to mitigate the effects of seasonality, strategies based on product, 
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price and communication policies are suggested. In order to address the study 

of marketing plans, we will focus on these aspects, in order to show the evolu-

tion that they have experienced over the years. On the other hand, the second 

objective is to measure the seasonality of tourist demand in the Balearic Islands 

and envision a possible relation between marketing stimuli mentioned in vari-

ous marketing plans and the behavior of the seasonality of demand. For this 

objective, we will measure the seasonality from the point of view of demand. 

The variable used is the number of tourists in the Balearic Islands, considered 

with a monthly regularity. The indicators we use to carry out this measurement 

are the coefficient of variation and the Gini-coefficient, possibly the most used 

indicators for this type of work (Lundtrop, 2001, Fernandez, 2003). 

 
RESULTS 

A marketing plan is usually presented as a tool with proposals that allows for a 

higher efficiency of the optimization and supply of resources of public admin-

istrations, in collaboration with agents of the private sector. In recent history of 

the Balearic Islands, different marketing plans have been successively, but not 

continuously, developed: 1991-1993, 2001-2005, 2009-2012 and the Comprehen-

sive Tourism Plan in 2012-2015, currently in force, and in some way they have 

all influenced the future of tourism in our region. 

We will now describe the most significant aspects of the plans, such as their 

objectives, policies, geographical markets and lines of action, with particular 

reference to strategies implemented to fight seasonality and the literature that 

links the product, price and communication policies. 

The set of strategies designed in recent years have more things in common 

than differences between each other. Meeting the needs and desires of tourists 

and of the local community is a reference in each and every one of the planning 

tools. Shared aspects in the different marketing plans include to strengthen the 

relationship with the tourist, strengthen ties with brokers, diversify tourism 

products to stop relying on the sun and sand's monoculture, to be able to cor-

rect instabilities generated by the peak seasonality of this product, the applica-

tion of segmentation and branding techniques, and the progress towards new 

formulas of promotion based on telecommunication technologies. 

Besides the analysis of marketing plans, this study measure the seasonality 

of tourist demand in the Balearic Islands between the years 1992 and 2012. To 

do so, the coefficient of variation and the Gini-coefficient of the monthly num-

ber of tourists in the Balearic Islands are calculated. 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

430 

The coefficient of variation shows a slight decrease in seasonality during the 

nineteen-nineties. For the decade of the nineties, its minimum value is in 1999, 

which is remembered as one of the best years for tourism in the Balearic Is-

lands. From this date until 2003, seasonality begins to appear and the trend 

changes. From 2003 until 2007 a decrease in the values of the statistic that re-

flects the seasonality of tourist arrivals to the Balearic Islands starts again. 2007 

marks a new minimum and is a turning point, as the rebound that has occurred 

places seasonality in the lowest levels of the past few decades, with the latest 

available data, in 2012, being the worst recorded in our analysis. 

The other statistic analyzed that measures the seasonality of tourist demand 

is the Gini-coefficient. The conclusions drawn from the analysis of its values are 

the same as those described for the coefficient of variation. 

The decisive years are 1999, 2003 and 2007. During these years, changes in 

the seasonality cycles occur.  

The same development is experienced by the Gini-coefficient of national 

and international tourism demand, and from its analysis we conclude that: The 

results show that the national and international tourism demands have a simi-

lar cyclic behavior (high and low periods usually match). The values of the 

Gini-coefficient of domestic tourism demand have a more volatile behavior 

(standard deviation of 0.059) than international tourism demand (standard de-

viation of 0.022). International tourism demand, according to the Gini-

coefficient, is more seasonal (average value 0.418) than the national tourism 

demand (average value 0.253). 

 
CONCLUSION AND IMPLICATIONS 

When trying to explain the cyclic behavior of seasonality, we cannot overlook 

the coincidences with Aguiló and Sastre (1984), who claim that there is a clear 

association between tourism growth and reduced seasonality, and that when 

the beginning of a crisis is reached; an increase in seasonality takes place. These 

authors state that it seems clear that tourism has already reached such a degree 

of maturity that, in relative terms, tourism during the low season is more af-

fected by seasonality than tourism in the peak season, possibly because tourism 

in the peak season has become a good of first need, and is therefore less subject 

to changes of income (Sastre & Aguiló 1984). In the same line, Rosselló et al. 

(2004) conclude that the visits of German and British tourists (representing ap-

proximately two thirds of the international tourism in the Balearic Islands) 

have a lower seasonal pattern as their income increases. 
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INTRODUCTION 

During the last decades, world economy has changed considerably. Globaliza-

tion and internationalization have gained great interest among researchers and 

managers as new main methods of new challenges and opportunities for the 

world business. The hotel industry has not been an exception. In fact, in last 

decades the Spanish hotel chains have considered the investment abroad as a 

form of innovation and growth strategy (Williams & Shaw, 2011; Quer, Claver 

& Andreu, 2006; Fuster, Lillo, Martínez & Ramón, 2010). In general the process 

of internationalization of the Spanish tourism industry is fairly recent, it began 

about 35 years ago, and it is also a relatively low internationalized sector when 

compared with traditional industries. Within the Spanish hotel industry, the 

internationalization of hotel chains of Balearic origin has led the process, estab-

lishing as a world leader in traditional market segments, but also opening new 
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niches that were previously reserved for European and/or American compa-

nies, such as urban hotels. The expansion began in the Caribbean, but soon 

spread to other parts of Latin America and to other areas. Its beginning in the 

mid-eighties, has led to the opening of tourism markets in the early stages of 

the lifecycle of the tourist destination, unlike the Balearics that can be consid-

ered a mature tourist destination (Knowles & Curtis, 1999). Meliá Ho-

tels International S.A. and Barceló Group have been the pioneers in this process 

of internationalization. 

The current financial crisis that began in 2007 has created the greatest finan-

cial disorders since the Great Depression of the 1930s (Melvin & Taylor, 2009). 

As with most industries, the hotel industry sector has experienced numerous 

challenges as a result of the global economic crisis. The decline resulted not on-

ly from fewer customers in hotels, restaurants, conference and convention cen-

tres, etc., but also from a significant decline in the average expenditure per 

guest (Pizam, 2009).  

The aim of this paper is to analyze the evolution and changes that the Span-

ish hotel sector has experienced since the beginning of the economic crisis in 

2007, and to underline if the new economic scenario has had any effects or 

changes on the investment decisions to carry out the internationalization strat-

egy. In order to achieve this objective, the paper firstly provides an overview of 

the internationalization processes of the Spanish hotel industry, with particular 

emphasis on the origin, extent and nature of the expansion into Latin America 

and the Caribbean. We have examined the internalization process in terms of 

location. Secondly, the paper analyzes the effects of the economic crisis on the 

Spanish hotel chains’ internationalization strategy related to changes in in-

vestment decisions such as location, property management systems and so on. 

Thirdly, the relationship between the firm size and the pattern of the interna-

tionalization process is evaluated.  

 
LITERATURE REVIEW 

 

Recent literature on internationalization in the hospitality sector has mainly 

focused on the study of the factors explaining the modes of entry into foreign 

markets (Martorell, Mulet & Otero, 2013; Rojo, 2000; Rodríguez, 2002; Quer, 

Claver & Andreu, 2007; Graf, 2009; and Martorell & Mulet, 2010); other studies 

(Fuster, Lillo, Martínez & Ramón, 2010) present the internationalization process 

from a historical perspective; however, these studies have not analyzed if the 

economic crisis has affected the internationalization strategy. Thus, from an 
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exploratory approach, the present study discusses how the economic crisis has 

had an impact on the internationalization strategies of the Spanish hotel com-

panies in relation to chosen market where they are operating; besides, it is ana-

lyzed if the size of the hotel chain determines its internationalization strategy.  
 

METHODOLOGY 

 

On the one hand, we use a descriptive analysis of the international expansion 

of Spanish hotel chains to analyze the effects of the economic crisis on their in-

ternationalization process, and on the decisions of the companies to operate in 

different regions as consequence of the crisis. On the other hand, we use non-

parametric statistics to test several hypotheses. The first hypothesis is that there 

is a positive relationship between the firm size and the increase in the extent 

and scope of internationalization after the crisis. Furthermore, the second hy-

pothesis is that with the crisis those small firms that had started an internation-

al strategy have followed the initial pattern of the pioneers in the international-

ization process. Finally, the third hypothesis is that after the crisis there has 

been a change in the internationalization pattern in terms of location and prop-

erty management systems in the hotel industry.  

To carry out the descriptive analysis, as well as to test the hypotheses, we 

use a database gathered from Hostelmarket – yearly hospitality statistics – con-

sidered a reliable source in the public domain, companies’ web pages and Hos-

teltur journal, a monthly magazine with information on hotel companies strat-

egies and behavior. 
 

RESULTS 

 

We find that before the crisis the hotel establishments abroad managed by 

Spanish companies are mainly located in Latin America and the Caribbean 

(LAC) countries. However, in recent times, especially after the crisis, there is a 

growing trend to open up hotels in other foreign countries in order to diversify 

the risk. It is worth noting that Europe and the USA have turned into the main 

markets for the largest hotel firms. In fact, the results indicate a positive rela-

tionship between the firm size and the increase in the extent and scope of inter-

nationalization after the crisis. 

In Spain, the internationalization process has extended to more firms after 

the crisis, and it is not any more a phenomenon between multinational compa-

nies. Thanks to new property formulae, such as management contract or fran-
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chise, the internationalization is a strategy used not only by large firms. In fact, 

the results show that there has been a change in the internationalization pattern 

in terms of location and property management systems in the hotel industry. 

Furthermore, this pattern has been different between larger firms (multination-

al firms) than the small and medium firms. 
 

CONCLUSION AND IMPLICATIONS 

 

Learning from how the economic crisis has affected the internationalization 

process patterns can be useful for other hotel firms or enterprises related to 

tourism, such as enterprises that provides technology to hotel firm. Thus this 

research could contribute to point out new markets where they can take profit. 

Besides, the study concludes that the crisis has pushed to internationalization; 

not only to the largest hotel companies, either to the smaller ones. The results 

are useful for the design of policies to promote the internationalization of other 

firms with a hotel firm as a key customer, such as technology enterprises which 

provide technology products to hotels. 
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INTRODUCTION 

The economic model for the Balearic Islands is based on tourism. The latest da-

ta from Impactur (2009) estimates that tourism accounts for 43.2% of total GDP 

in the Illes Balears (11,032 million of €) participation in tourism. Considering 

the job market, 30.3% of total employment in the Balearic Islands (148,767 jobs ) 

are attributed to tourism  employment and tourism in 2009 contributed 39.1% 

of the tax revenue that is obtained in the Balearic Islands, which resulted in the 

generation of 2,052 million euros in revenue for the government, including di-

rect and indirect taxes in the whole archipelago. 

However, to reach these figures, tourism has experienced several stages. Alt-

hough previous tourism in Balearics we date to the late nineteenth century, it 

wasn´t until the early 50s that there was a turning point for tourism. The 60´s is 

given the call of tourist boom, which becomes the axis of the Balearic tourism 

and economic model for many years. With the arrival of the early 70s and the 

energy crisis, the tourist flow slows down considerably as a result of the reces-

sion suffered in recent years in European economies. With the arrival of the 

new decade, tourism in the Balearics begins a new launch, which will remain 

with some fluctuations, continuing in an upward motion until today. However, 
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the successive stages in Balearics witnessed an evolutionary theory and change 

of a tourist destination (Butler 1980). 

 
LITERATURE REVIEW 
 

The tourist area life cycle (Butler, 1980), is the most widely used paradigm, but 

it is not the first model, but is the most comprehensive, it explains the evolution 

of tourist destinations not only by changes in space and attitudes of tourists 

and residents, but also includes: the history and composition of visitors, the 

involvement of local agents, destination accessibility, and competition (Martin 

2005). Agarwal (1994) it also notes that there is no evidence of an irreversable 

state of decline as the phase model suggests. The author checks the perfor-

mances of both the private and public local initiatives, aimed at strengthening 

the competitiveness of destinations, ie rejuvenating destination in order to 

adapt to changing markets, and therefore proposes that tourism is at an inter-

mediate stage of "reorientation". This stage represents an ongoing effort to re-

structure the market, which is characterized by specialization, segmentation 

and investment in accommodation in the best hotels in the destination market . 

The condition of a classic destinations or coastal destination catalogues the 

second generation Knowles and Curtis (1999), the Balearic Islands are one of 

the top destinations in the Mediterranean, and have been studied by several 

authors. Aguilo, Alegre and Sard (2003) analyse the case of the Balearic Islands 

as a classic destination based on the TALC declining model, and conclude that 

this destination is repositioning after being in a declining position, Aguilo and 

Alegre (2004) also they analysed the Baleares as a tourist destination for the 

classic reasons of having good weather and beaches. 

The combination of these factors: classic destination, evolutionary theory 

based on the TALC and Agarwal’s contributions recommending the adoption 

of measures in order to avoid the dreaded decline in the phase of reorientation 

and with a view of obtaining a competitive advantage that will permit new 

tourist areas to reposition themselves, has triggered a set of tourism policies. 

 These driven initiatives that are sector responsible have covered these 

different fields: 

 Urban redevelopment strategies for improving urban quality, beautifi-

cation of tourist areas, investments in infrastructure and retraining es-

tablishments, etc..  
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 Product diversification strategies and for singularization of the same 

conforming destination offers for specific market segments very related 

to sports, golf and cycling tourism.  

 Sustainability strategies aimed at expanding protected areas and con-

trolling the intensity of visitor use thereof .  

 Promotional strategies oriented at generating markets move more in 

accordance with the new reality image, this has been a strategy used in 

major international fairs, promotional material has been published, it 

has promoted the creation of digital platforms, digital editing materi-

als, promotional videos, roadshow, street branding, etc.. 

 

Cycling tourism is one of the strongest bets by Spanish tourist destinations. 

According to a study commissioned by the European Parliament in 2012, an 

estimated 80 million itouring trips in Spain alone were made, which contribut-

ed 1.6 billion euros to the national economy. However, these figures are still far 

from our European neighbours who are leaders in the tourism market: Germa-

ny with 607 million bicycle trips worth over 11,300 million euros, followed by 

France with 373 million passengers and 7,500 million euros. In view of these 

results, cycling is underdeveloped, if enough is invested in making Spain an 

attractive destination for cyclists both domestic and foreign, the potential in 

travel to have this product may be important in the coming years. In recent 

decades organized sports have become increasingly relevant, both cultural and 

entertainment events. Sporting events generate both positive and negative ef-

fects for a town. Among the beneficial aspects for the territories is the increase 

in revenue from visitors to the resort, the necessity to build facilities and it im-

prove the image of the town. 

 
METHODOLOGY 

 

Taking this into account, our paper analyzes the M312 , March International 

sporting event and exponent of new formulas experienced in Baleares, where 

public and private meet to maximise  the coordination of thier efforts to boost 

sport´s tourism with a clear objective, to reduce the seasonality of the main 

tourism industry. Sport´s will help in contributing to attract new visitors 

during off -season, especially with greater purchasing power, a change of the 

tourism infrastructure as well as the configuration of a range of  quality 

products aimed at a specific segment will adapt to the preferences of this new 

touristic sport demand. 
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We evaluated the dynamic that was posed by the local economy at the sporting 

event la Marcha Cicloturística Internacional Mallorca 312. This is a sporting 

event involving 1143 cyclists. It´s economic impact was studied using a repre-

sentative sample of the participants in motion.  

In our study, sporting events both small or medium size that has tradition-

ally received little attention on the literature both internationally(Baade, Bau-

mann, & Matheson (2008), Pillay and Orli (2008), Sourtar (1993), Sturgess and 

Brady(2006) or Waitts, (2003), Fernández, and Martinez, (2003)) and nationaly 

(Barajas, and Sánchez. (2011), Hurtado, Ordaz, and Rueda (2007) or Sanz, 

Moreno, and Camacho (2012)) that analyse the economic impact of major sport-

ing events such as the Summer and Winter Olympics, and the Football World 

Cup, or other widely popular sports. Our interest in this type of event is that, 

despite being economically less significant than the big events, they involve a 

significant leverage  effect on local economies that host them.  

Studies show that sports events provide social and economic benefits (in-

creased community and host community pride and spirit (Crompton and 

McKay, 1994, Thrane, 2002) and distribute spending among various sectors 

such as restaurants, transportation, lodging, entertainment and other support 

services (Crompton and McKay, 1994).  

In recent years sporting events have been  considered as major economic 

driving forces, especially in medium size communities, which increasingly face 

the  competition of communities bidding to host sporting events ) (Veltri, Mil-

ler and Harris, 2009).  

 
RESULTS 

Our contribution will identify the strengths of the destination to practice Cy-

clist tourism , the  profile of the Cyclist, sociodemographic variables, motiva-

tions, trip planning as well as satisfaction levels experienced throughout your 

stay in the Balearics. In addition to quantifying the economic impact generated 

by the M312 in the  town of Alcudia (Mallorca-Balearic Islands-Spain), a com-

munity small as hostess. Primary data was obtained from surveys conducted 

by questionnaire that were responded to by 149 participants. 

 
CONCLUSION AND IMPLICATIONS 

These activities grow slowly, although the current numbers do not show that 

the battle of seasonality has been won, you should not miss out. These activities 

can help improve the odds of off-season tourists, with more open markets, but 
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this will not mean there will be a "change in the trend to desire the sun and 

sand" that prevails in the Islands. Baleares has more than 1400 km of trails with 

unified signaling, which has allowed Balearic become the target for many of the 

European cycling teams, who are attracted by the climate, the islands are an 

ideal place for your workouts.  
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INTRODUCTION 

In Portugal, the phenomenon of second homes has been an important factor of 

land use and landscape changes. In recent decades, there has been a conside-

rable expansion in their number, with a 40% growth in 1991-2001 and 23% in 

2001-2011, while the number of permanent dwellings rose only by 16% and 

13% over the same periods. In 2011, second homes have accounted for 19% of 

all dwellings nationwide. However, the features of second homes are quite di-

versified across the country, given not only the different periods and styles of 

their construction, but also their location settings (urban, semi-rural, or rural), 

frequency and modes of use, or origins and, demographic socioeconomic and 

profiles of their owners. 

Portuguese development policy agendas have not fully recognized the im-

portance of second homes, as a part of the Portuguese tourism industry. In fact, 

though second home tourism is proclaimed as a priority in the National Stra-

tegy for Tourism Development, the existing stock of second homes is just igno-
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red while the promotion of new resorts are envisaged as a strategic goal for 

capturing foreign capital. At the same time, the National Programme for Spa-

tial Planning recommends controlling the expansion of second homes, because 

of the effects it can have on the management and sustainability of land use and 

landscapes, and nowadays this has become a frequent discussion topic among 

policy- and opinion-makers. Nonetheless, the expansion of second homes has 

not yet become a significant issue on research agendas in Portugal.  

Second homes are today omnipresent not only in the highly urbanized and 

dynamic littoral areas along the Atlantic shorelines, but also in the aged and 

stagnating rural interior, as well as in areas with rich natural and cultural ame-

nities. Consequently, there is a need for building a spatial typology of this phe-

nomenon, which is the focus of this paper, aimed at providing scientific sup-

port for spatial and tourism development plans. 

 
LITERATURE REVIEW 

 

Spatial distribution patterns and particularly spatial typologies have been a 

rare subject in second home tourism research. This is probably due to the fact 

that it has been conducted mostly in countries where this phenomenon is speci-

fically regulated, spatially concentrated and/or place-specific. Spatial typolo-

gies are not common even in Southern Europe where extraordinary rates of 

second homes expansion have been evidenced across entire countries (Roca 

2013). Nevertheless, the following research merits highlighting here: Gallent et 

al (2003) on the changing geography of second homes in rural Wales; Shellito & 

Pijanowski (2003) on the spatial distribution of seasonal homes in the Great La-

kes Region, USA; and Marjavaara & Müller (2007) on the attractive second ho-

me landscapes in Sweden. A common feature of almost all of this research on 

spatial typologies is based on only one or two indicators. 

 
METHODOLOGY 

 

The spatial typology proposed in this paper is an output of a pioneer national 

research project,1 conceived as a comprehensive research endeavour explicitly 

devoted to the issue of second homes expansion and its impacts on spatial and 

tourism development at the national and regional levels in Portugal.  

                                                                                 
1 “SEGREX - Second Home Expansion and Spatial Development Planning in Portugal”, financed by 

the Portuguese Fund for Science and Technology, carried out in the period 2008-2012 jointly by e-

GEO and TERCUD. 
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There has been no consensus in the literature about the definition of second 

homes, and this is reflected in the multiplicity of terms such as, vacation, sea-

sonal and/or recreational homes, multiple dwellings or residential tourism, 

among others, and researchers have to rely on definitions set by the available 

data sources. Here, the following definition of second home by the Portuguese 

National Institute of Statistics is adopted: a dwelling of seasonal or secondary 

occupancy, in which no family member lives permanently. This definition en-

compasses not only dwellings in urban (including apartments and townhou-

ses) and rural settlements, and isolated houses in the countryside, but also tho-

se located in tourist resorts. 

The taxonomic analysis covered all of the 278 municipalities in mainland 

Portugal. Data from the 2001 and 2011 Population and Housing Censuses was 

used. Five indicators were produced:  

 

i. Share of second home dwellings in 2011, as an indicator of the frequen-

cy of occurrence of second homes. It has been widely used to deter-

mine the intensity and pressure of second home expansion on land use; 

ii. Rate of change in the number of second home dwellings 2001 - 2011, as 

an indicator of their expansion; 

iii. Share of second home dwellings in buildings constructed 2001 - 2011, 

as an indicator of the importance of newly built second homes. It can 

express the intensity of second homes owned by urbanites with no 

previous bonds with the place where second homes are located; 

iv. Share of second homes in buildings with one dwelling in 2011, as an 

indicator of the importance of individual second homes, more com-

monly present in rural areas; 

v. Share of second homes in residential buildings with ten or more dwell-

ings in 2011, as an indicator of the importance of second homes in mul-

ti-storey buildings. In Portugal, and also Spain, second homes in multi-

storey buildings are a common feature of metropolitan suburbs and 

vacation resorts. 
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Cluster analysis was the sta-

tistical set of techniques chosen 

to build a multicriterial typo-

logy of Portuguese counties 

according to the features and 

dynamics of second homes. 

Besides GIS (Maryavaara & 

Müller 2007) and the neural 

network model (Shellito & Pi-

janowski 2003), cluster analy-

ses have been quite frequently 

used to produce typologies in 

regional development and tou-

rism research (Schuckert et al 

2007). The Ward’s hierarchical 

agglomeration method was 

chosen on the basis of the car-

tographic analysis of the five 

indicators mentioned above, as 

well as on the basis of nume-

rous studies that concluded 

that this method is indeed one 

of the best overall performers 

(Rencher 2002). Following its 

application, seven clusters of 

Portuguese municipalities were 

obtained (Figure 1).  
 

RESULTS 

Municipalities in emigration/out-migration areas 

Clusters 1, 3 and 4 include 195 municipalities where second homes have the 

highest proportions of individual second homes (93%, 82% and 92%, respecti-

vely)2. These clusters comprise municipalities that are mostly located in the in-

terior, where over the past decades emanated strong migration flows towards 

urban areas of the Portuguese coast and abroad. Nowadays most of these mig-

rants spend their vacations in their previously permanent homes. It should be 

noted that municipalities in cluster 4 experienced higher growth rates of second 
                                                                                 
2 Values in parentheses are the average values of the indicators in each cluster. 
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homes than those belonging to clusters 1 and 3 in 2001- 2011 (41%, 14% and 

23%, respectively). This strong increase is certainly related to a growing interest 

among urbanites without previous links to the rural milieu, including foreig-

ners, in buying and restoring old houses, particularly in villages with valuable 

built heritage. It must be stressed that these rural areas have become more ac-

cessible due to the development of road infrastructure connecting them to the 

metropolitan areas of Lisbon and Porto, where the main international airports 

are also located. 
 

Municipalities in areas of diffuse urbanization  

Municipalities belonging to cluster 2 are in areas of diffuse urbanization, such 

as the north-western areas of the country and the Oeste Region (NW of Lisbon 

Metropolitan Area). This cluster also includes some municipalities with medi-

um-sized cities in the interior. These second homes are located in peri-urban 

zones where there is a strong competition with other urban and rural land use 

functions. Consequently, the proportion of second homes is slightly above the 

national average (24%) and the proportion of individual second homes in the 

total number of second homes, though quite significant (60%), is lower than in 

the previous clusters. 
 

Municipalities in areas with natural and cultural amenities 

Cluster 6 has the highest growth (87%) of second homes in the last decade, and 

more than 1/4 of them (26%) are newly built ones. It comprises 12 municipali-

ties that are located in various areas with natural and cultural amenities easily 

accessible or even near the metropolitan areas of Porto and Lisbon. In the case 

of two coastal areas near Lisbon (Oeste and Alentejo Litoral), and Algarve, part 

of the significant growth of second homes is due to the construction of rural 

gated communities and tourist resorts.  

 
Municipalities in urban areas 

Municipalities belonging to clusters 5 and 7 are marked by the importance of 

second homes in multi-storey buildings (37% and 47% respectively). However, 

these clusters differ from each other. In the 34 municipalities of cluster 5, sec-

ond homes accounted for only 12% of total dwellings, and their growth was 

weak in the past decade (10%). Most are located in the Metropolitan Areas of 

Lisbon and Porto, and other are municipalities with medium-sized cities. Prob-

ably, second homes were acquired not only for leisure but also for being a prof-

itable investment. In turn, the eight counties of cluster 7 show, on average, a 
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high growth (48%) of second homes and represent 40 % of the total dwellings. 

Almost all are located in summer vacation resorts in Algarve.  
 
CONCLUSION AND IMPLICATIONS 

The results of this cluster analysis confirmed the initial assertion that second 

homes are a major element of land use and landscape change in many areas of 

mainland Portugal. Its quite strong expansion occurred in almost all parts of 

the territory, but the spatial distribution of the various types of dwellings that 

are used in second home tourism is quite diverse. Thus, second homes in older 

buildings and individual second homes are much more frequent in emigra-

tion/out-migration rural areas, while newly built second homes are important 

in peri-urban areas, as well as in summer resorts, often in multi-storey buil-

dings. 

Each spatial type of second homes largely matches a specific type of second 

home owner. For instance, emigrants/out-migrants predominate in depopula-

ted rural areas. However, due to its high cultural and landscape value, such 

areas have been increasingly attracting urbanites, including foreigners, with no 

prior ties to these areas, looking for the "rural idyll". At the same time, second 

home owners, belonging to the Portuguese and foreign elites, have become ma-

jor consumers of tourist and recreation areas in peri-urban fringes, summer co-

astal resorts and areas with rich natural and cultural amenities.  

Each spatial type of second homes calls for in-depth field research on the 

knowledge, attitude and practices of their owners and other local and regional 

development stakeholders, especially those who are involved in tourism ventu-

res, so as to provide scientific basis that will contribute to a greater efficiency of 

tourism and land use policies and, at the same time, could provide responses to 

Coppock´s old dilemma (1977) on second homes: are they a threat, or a bles-

sing? 
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INTRODUCTION 

Choosing a travel destination is a very complex process with many different 

influencing factors. Understanding the hidden processes of tourists’ destination 

choice is a fundamental issue both from an academic and destination manage-

ment point of view. 

LITERATURE REVIEW 

Many different models and approaches have been developed to analyse the 

travel decision-making process. Within the field of consumer research Howard 

and Sheth’s (1969) model of buyer behaviour can be seen as the basis for seve-

ral structure models of travel decision-making, including set theory. Set theory 

offers an explanatory approach for the structure and process of destination cho-

ice (Narayana & Markin, 1975; Woodside & Lysonski, 1989; Um & Crompton, 

1990; Crompton, 1992). Models following the set theory describe the destina-

tion choices as a multistage, sequential and funnel-like process with multiple 

choice alternatives (Woodside & Lysonski, 1989; Um & Crompton, 1990; 

Crompton, 1992). The complexity of the destination choice is simplified by dist-

ributing all possible destinations among the different and hierarchically struc-
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tured sets. The final destination choice has to be made only between a few des-

tinations (Crompton, 1992).  

Most studies on set theory concentrate on theoretical descriptions of tou-

rists’ destination choices rather than using set theory as an empirical instru-

ment for the analysis of the structure of tourists’ destination choices. The pre-

sent research attempts to shed some light upon tourists’ hidden individual des-

tination choice processes using set theory as a methodological tool to map des-

tination choices. The aim is to identify if the different sets of the destination 

choice structure are congruent in regards to type of destination and homogene-

ity of destinations for example.  

METHODOLOGY 

This study applies a quantitative approach, instead of qualitative interviews on 

which most past studies on set theory are based. This helps to gain a broader 

picture of the destination choice. Data was collected in Munich in 2013 using a 

standardised questionnaire. The sample is 622 randomly selected persons with 

travel plans for the following twelve months. The questionnaire contains items 

on general travel behaviour, details on the next planned trip and the destina-

tion choice applying set theory as methodological tool. Participants were asked 

to name destinations in the following sets: dream set; inept set; relevant set; 

and action set. The dream set contains destinations of which participants dream 

of as a future holiday destination. It includes the inept set with destinations 

which are considered but can temporarily not be visited due to different const-

raints. The relevant set comprises of alternative destinations which the respon-

dent considers for the next planned holiday. The action set derives from the 

relevant set and contains destinations on which the respondent is actively se-

arching for information.   

In order to enable a comparison of the different destinations mentioned in 

the survey, a destination index was developed. The aim of the destination in-

dex is to assess the (dis)similarity between tourists’ guest and home country 

and thus tourists’ relative familiarity with a destination and the degree of per-

ceived uncertainty when travelling to a new and unknown destination. The 

following five indicators were chosen: Safety & Security; Tourism Intensity; 

German Tourism Market Share; Human Development; and Accessibi-

lity/Distance. The destination index constructed from objective data on destina-

tions is then applied on the survey data to analyse individual destination choi-



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

452 

ce set structures of German tourists. Based on these results, a tourist destina-

tion choice typology with specific destination choice set structures can be iden-

tified. 

RESULTS 

The cluster analysis based on these indicators results in five clusters: 1) easy 

travel; 2) out-of-the-ordinary; 3) safe adventure; 4) tricky discovery; 5) no go. 

Cluster 1 includes very safe and very highly developed destinations at a short 

distance to Germany with a strong tourist flow from Germany. The destinati-

ons in cluster 2 are also highly developed, at medium distance but with a low 

general and German market tourism intensity. The safe adventure cluster 3 is 

characterised by very safe, very highly developed destinations at a long to very 

long distance. Destinations in cluster 4 are also at a long distance to Germany 

but are, in contrast to cluster 3, rather unsafe, non-touristic and less developed. 

Cluster 5 is defined as a very unsafe cluster with hardly any tourism at the 

moment. 

The analysis of the destination choice processes shows that the different 

destination choice sets vary in size (i.e., number of destinations in set), cluster 

composition (i.e., destinations’ cluster composition in set) and homogeneity of 

cluster allocation (i.e., uniformity of destinations’ cluster allocation in set). 

The size of the different destination choice sets was scrutinized from two 

different perspectives: 1) on the level of the respondent and 2) on a more agg-

regated level during the destination choice sequence from dream to relevant to 

action set to final destination choice. The first analysis reveals that the amount 

of alternative travel destinations for a trip varies significantly beyond respon-

dents. Moreover, the amount of destinations in the dream and relevant set dec-

reases exponentially. The second analysis on set size variation during the des-

tination choice sequence was realized on a 95 % threshold of all cases. It reveals 

that the set size of the majority of respondents decreases successively from five 

destinations in the dream to three in the relevant to two in the action set to one 

final destination. This corroborates the findings of previous work on the size of 

destination choice sets. 
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Figure 1: Destination choice sets’ cluster compositions in the destination choice sequence 

 

A further analysis of the cluster composition in the different sets detects 

significant changes during the destination choice sequence. Two particular re-

markable shifts have been identified. A minor shift in cluster composition 

between dream and inept set and a major shift from dream to relevant set (see 

fig. 1). In the minor shift from dream to inept set, the share of cluster 3 and 4 

increases. It seems possible that this finding is due to current financial and fa-

miliar restrictions which deter a tourist from visiting a destination of these two 

clusters at the moment. Moreover, the share of cluster 1 decreases considerably 

from dream to inept set. The observed decrease of cluster 1 could be attributed 

to the characteristics of destinations in this cluster being mostly safe, close to 

the home country, with a highly developed (touristic) infrastructure and are 

therefore “easy” travel destinations. In the second shift from dream to relevant 

set, the share of cluster 1 increases significantly while the share of cluster 3 and 

4 declines. A more detailed analysis of the past destination choices detects that 

the vast majority of the respondents travelled to at least one destination of clus-

ter 1 in the past three years. The same reasons as for the changes from dream to 

inept set may apply for the major shift. Cluster 2 remains unchanged during 

the whole destination choice sequence. It should be noted that in this sample 

destinations from cluster 5, the high risk cluster, only occur in the dream and 

inept set. Furthermore, no significant change is detected in the sequence from 

relevant to action set and to the final choice of one destination for the planned 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

454 

trip. As can be seen from figure 1, the cluster composition of the more realistic 

destination choice sets (i.e., relevant set and action set) as well as the final des-

tination choice highly correlates with past travel decisions.  

 

 

 

Figure 2: Homogeneity of destination choice sets’ cluster compositions in the dream set, the re-

levant set and past destination choices 

Besides the analysis of cluster compositions, destination choice sets are also 

analysed in regards to homogeneity of the cluster compositions of all respon-

dents. This helps better differentiate between different structures of destination 

choice. The analysis reveals a structural conformity in respondents’ cluster 

compositions in the different destination choice sets as highlighted in figure 2. 

The size of the pie charts in this figure represents the ratio of segmentation 

between multiple (i.e., destinations from at least two different clusters) and 

single (i.e., destinations from solely one cluster) cluster compositions in the dif-

ferent sets or the past destination choice. The action set as well as the inept set 

are not included in this report due to their high resemblance with the relevant 

or the dream set, respectively. Whereas dream set cluster compositions are 

highly heterogeneous with various combinations of destinations from all five 

clusters, the relevant set and past destination choices are more homogeneous 

with a smaller variety of different cluster combinations. The dream sets of half 

of the respondents are multiple cluster compositions. As opposed to that, the 
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relevant set as the most homogeneous and past destination choices consist of 

only 22 % or respectively 33 % of multiple cluster compositions. Further inves-

tigation of past destination choices and hence actual travel behaviour, shows 

that past destination choice sets are not as diverse in cluster composition as 

dream sets but also not as limited as the relevant set (see Figure 2). A more de-

tailed analysis of the single and multiple cluster compositions and the distribu-

tion among the different choice sets as illustrated in the figure above shows 

that relevant sets as well as past destination choices are dominated by single_1 

and multiple_1 cluster compositions. The vast majority of the respondents (88.7 

%) travelled solely to or at least to one destination of cluster 1 in the past three 

years. The dream set reveals a more heterogeneous picture with a stronger 

segmentation in different cluster compositions. Only 40.4 % of all dream sets 

include a destination of cluster 1. Moreover, the share of single_3 and multip-

le_3 cluster compositions is slightly higher in the dream set in comparison to 

relevant sets and past destination choices. Most destinations in cluster 3, the 

safe adventure, are well-known, safe, highly developed but also expensive co-

untries such as the United States of America, Australia or New Zealand. It can 

be expected that as a result of high media coverage of these countries, uncerta-

inty due to lack of knowledge is relatively low in these cases. Therefore, desti-

nations from cluster 3 can realistically be visited in the future but are part of the 

dream set probably due to financial reasons. In addition to that, dream sets are 

composed of more single_4 and multiple_4 cluster compositions. Further statis-

tical tests revealed that besides reasons that are subject to the personal situation 

of the tourist (e.g., financial constraints), characteristics regarding the political 

and security situation of a destination act as restricting variables. 

CONCLUSION AND IMPLICATIONS 

The results of this study provide strong evidence that most respondents choose 

their potential destinations for a specific trip within one cluster category and 

generally travel mostly to one cluster category. It can thus be suggested that 

competitive destinations for one distinct trip are similar in regards to familia-

rity. Although dream destinations are more diverse with destinations from 

cluster one to five, most tourists choose to travel to easy and familiar travel des-

tinations from cluster one in the end. Based on the results of the cluster compo-

sition analysis in regards to appearance of cluster categories and homogeneity, 

it is plausible to conclude that distinct patterns of set structures exist represen-

ting different tourist destination choice types. Further research on decisive de-

terminants of the destination choice structure should be conducted. Tourism 
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marketers can profit from the results to develop specific marketing strategies 

reducing the feeling of unfamiliarity with a destination. Consequently, this will 

help to shift destinations in the different sets to the final destination choice. 
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INTRODUCTION 

Tourism as a leading industry in Bulgarian economy is characterized by dy-

namic development and high rates of growth, clearly expressed since year 

2000. Its contribution to the growth of the country GDP is indisputable and this 

makes it an efficient tool of social-economic growth (NSI). The merits for its 

development could be taken to a large extent to private entrepreneurs. Nowa-

days over 99 % of tourism accommodation are private or shareholders’ proper-

ty. Another factor influencing favourably tourism is foreign investors’ increas-

ing interest for Bulgaria. The big hotel, restaurant and tour operator chains and 

companies making their way into the country contribute to its active inclusion 

in the process of globalization of tourism industry. Tourism development over 

the recent years has affected positively other sectors of national economy, too, 

like construction, agriculture, food, wine and tobacco industry, transport, etc. 

And, in the same time, tourism is among the sectors of national economy that 

are expected to quickly recover after the 2008 economic crisis and to report sus-

tainable development. Considering that, the aim of this paper is to investigate 

the possibilities, and the best ways, of developing Bulgarian tourism in a sus-

tainable manner.  

 
LITERATURE REVIEW 

 

As this is a conceptual related paper, it was essential that the used literature is 

from international and domestic authors, articles, gathered feedback; as well as 

analytic information is used from Bulgarian National Statistics Institute.   

The paper also takes into account the report of the Scottish Executive Social Re-

search, clearing the existence of two key conceptual approaches to sustainabil-
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ity (Sustainable Development: A Review of International Literature, p.28): 

“Strong sustainability (or a planet over people approach); and weak sustaina-

bility (essentially a willingness to pay approach).” 

According to the World Tourism Organization 

(http://sdt.unwto.org/content/about-us-5), sustainable tourism is the one that 

brings to management of all the resources in a manner allowing satisfaction of 

economic, social and aesthetical needs with preserved cultural integrity, fun-

damental environmental processes, biologic diversity and life-maintenance sys-

tems. As a part of sustainability definitions sustainable tourism can be defined 

also as a process meeting the needs of particular tourists and hosting communi-

ty protecting and improving their needs in future. Sustainable tourism should 

also maintain a high level of tourist satisfaction and ensure a meaningful expe-

rience to the tourists, raising their awareness about sustainability issues and 

promoting sustainable tourism practices amongst them (Making Tourism More Sustainable 

- A Guide for Policy Makers, UNEP and UNWTO, 2005, p.11-12). 

 
METHODOLOGY 

 

The theoretical framework studies the history of Bulgarian tourism, identifies 

the current situation, and investigates challenges in front of sustainable tourism 

development trough applying cluster approach to specific Bulgarian tourist 

destination. Assuming that the usual unit of analysis is the destination (Plog, 

1974; Cho, 2000). The main method of research was that of inductance, assum-

ing that each study can be viewed as a series of inferences leading to new 

knowledge. In this case, referring to judgments that follow from other, already 

accepted as true propositions relevant to the discussed problematic. 

 
RESULTS 

 

In the 80-ties Bulgaria was successfully developed as tourism destination and, 

according the assessments of foreign authors as well, was comparable with the 

tourism of the already developed tourist destinations like Spain, Greece or 

Croatia (Mintel, http://www.oecd.org/industry/tourism/40239491.pdf). Typical 

peculiarities for the Bulgarian tourism during the socialist period are the un-

balanced productive structure (sea holidays have dominating importance), 

manifested special conception, which includes many tourist resorts that isolate 

the tourists form the local environment, high seasons, undeveloped tourist in-

frastructure. As well as East-European market orientation, which in combina-
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tion with the highly developed social tourism reflects on the serving equipment 

standards and their price level, favouritism of the organized and especially of 

the group tourism (international and internal), forming of an image of cheap 

destination, concerning the mass tourism, inadequate use of the abilities for 

effective development of tourism as “export of place” (limited part of the addi-

tional tourist services expenses). In the same time, there is a developed system 

for tourism development planning (including specialized institutes and 

groups), but quite a few parts of the plans’ prescriptions (especially from pro-

tection environment point of view) are not preserves (Stankova, 2003, pp. 25-

37). 

After 1990, tourism development is characterized with the following more 

important tendencies: The sector gets into crisis, due to external changes (a 

change in the market conditions, the conflicts in the Persian Gulf and former 

Yugoslavia), as well as to inner factors (“decomposition” of the existing ruling 

system, lack of distinct conception for sector’s adaptation towards the new 

conditions, abruptly debasement of the living standards, high prices and cur-

rency dynamics,). A great part of the inherited disproportions and problems 

went deeper - unbalanced use of the tourist resource potential, homogenous 

product, special-time conception, low equipment and services standards, un-

professional management, and others. There is serious change of the approach 

towards the tourism management - on the level of enterprise and in tourism 

policy aspect (above firm)-  stipulated of the common approach towards the 

market economics, decentralization of state property administration, fast de-

velopment of the private and the privatization. It is hard to speak about the 

presence of national and local tourist policy until 1996. Several times were 

made attempts for development of Tourism low, but most of the projects are 

inadequate, concerning the nowadays conditions.    

The change, concerning the tourism policy is noticed since 1996 and espe-

cially during 1997. This step gives reasons to speak about an end of the existing 

model of tourism development and for searching for new alternatives as re-

gards of the products and then markets, as well as regarding of the tourist policy.  

Within the period 2000 – 2004 a significant growth for Bulgaria (by 15%) 

was registered, while the world growth was between 3 and 5 % per year. The 

growth, though of smaller rates, has been preserved in the following years up 

to year 2009 till present moment. Today, it is a fact that tourism is one of the 

major industries with a big contribution to the foreign currency revenue of 
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Bulgaria (http://www.mi.government.bg/bg/themes/statisticheski-danni-za-

mejdunaroden-turizam-v-balgariya-za-2013-g-1239-322.html). 

Speaking of sustainable development, first of all should be pointed the de-

velopment of the concept for national tourism policy (1996) and the govern-

mental Program “Bulgaria 2001.” Ever since the 90-s a set of specialized non- 

governmental organizations emerge, which has implied in the base of their ac-

tivity different aspects of tourism sustainable development, and the search of 

mass tourism alternatives (Bulgarian Association for agricultural and ecological 

tourism, Bulgarian Association for alternative tourism, the ‘Blue Flag’ move-

ment, and others). Unspecialized departments, engaged very actively with the 

problems of tourism (of its alternative forms), are the Ministry of Environment 

(eco- tourism, tourist utilization of protected territories), Ministry of Agricul-

ture (country tourism), Ministry of Culture (cultural tourism), and Ministry of 

Public Health (development and protection of resort resources and resorts), 

Ministry of Regional Development and Public Works (tourism as a factor of 

local and regional development and urbanization of the territories, with mani-

fested tourist functions, especially the Black sea coast). Some specialized tour 

operators appeared, even not a great number, offering really alternative oppor-

tunities for tourist travels and encouraging in practice local activities, directed 

towards the sustainable development 

(http://bulgariatravel.org/data/doc/Strategy_final_02.2009_3_7430.pdf). 

Keeping that focus, the framework of the paper investigates the challenges 

in front of sustainable tourism development trough applying cluster approach 

to specific Bulgarian tourist destination. Following the conceptual tourism 

chain a base model of tourism destination management (Stankova, 2009, p. 276) 

can be brought out with a format of a public-private partnership. In a structural 

plan it takes the sequence shown on figure 1.  
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Figure 1 Model of public-private partnerships (cluster) for competitive tourism destination man-

agement (Source: author) 

 

The major objective of the presented model is to provide the sustainability 

of the product produced by the tourism companies and the interim chain of 

organizations on the basis of the resource potential available within the territo-

ry. For its implementation a decomposition of task by major directions is to be 

carried out, and namely – supply (offering), coordination of offers (perfor-

mance of offers), market research, structuring the marketing and price strategy, 

tourist attendance. The proactive approach (Tribe, 1995; Cooper, Wanhill, 2008) 

is to be applied as a leading conception in order to secure the maximum effi-

ciency of management.  

The implementation of the partnership formed on the principle setting of 

cluster approach can be positioned in the area of Southwest Bulgaria, based on 

the ski tourism destination of Borovets, in the area of Rila Mountains. It is con-

venient and of good perspectives due to a series of prerequisites. On an inter-

national scale the resort is known to the European ski and biathlon federations, 

it is popular among the winter sports fans on a number of Bulgaria traditional 

markets like the British, German, Russian, Scandinavian market, etc. Based on 
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its closeness to the country centres from which considerable tourist flows origi-

nate, as well as on the convenient transport links for abroad, its geographical 

position is assessed as favourable for the development of both domestic and 

the attractive international tourism. 

The available superstructure and relatively good infrastructure secure struc-

turally the partnership strategy and reveal great choice options (Filipova, 2010). 

The model introduces a cooperation between tour operator and hotels. It con-

sist of cooperation for the increase of the degree of occupancy of the best ho-

tel/s; attracting the customers, with the trend to show loyalty inducing the de-

sire for repeated purchase as a result from the staff’s approach during the per-

sonal contacts and provision of oral recommendation; increase of the consumer 

value emphasizing on the usefulness of the goods offered. At the same time the 

tour operator undertakes to add new elements to the product increasing its 

usefulness, improving the qualitative parameters of the existing product. A 

part of the scheme is the tour operator’s participation in the publicity cam-

paigns with the obligation to present the conditions of stay in a mature destina-

tion, based on consumer attitudes (Kozak, 2001). 

 
CONCLUSION AND IMPLICATIONS 

To a large extent a model of that kind – orientated to improvement of sustaina-

bility – would contribute to the increase of trust in the Bulgarian tourism prod-

uct both abroad and in the country. In some not far future moment the partners 

who have adopted such a policy will inevitably offer a product of a better qual-

ity. The resources invested by them in the partnership will improve the stand-

ard and style of the service they provide. 
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INTRODUCTION 
 

Over the last fifteen years the growth of service firms and their internationali-

zation, has attracted considerable attention from researchers. In this interna-

tionalization process, information and knowledge of firms are key elements for 

firms’ profitability and survival in a changing environment (Tseng & Goo, 

2005; Dean & Kretschmer, 2007; Khamseh & Jolly, 2008; Mu et al., 2008; Delga-

do-Verde et al., 2011). Then, the knowledge-based resources of a firm are de-

terminant factors for firms’ competitiveness and internationalization strategies. 

Intellectual capital can be defined as a set of intangible resources and capabili-

ties related to different categories of knowledge, which can provide a firm 
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competitive advantage. Several authors have recognized the key role that 

knowledge plays in the performance of organizations and firms and/or have 

tried to analyze and identify its components (e.g. Bontis, 1998; Subramaniam & 

Youndt, 2005; Cabrita & Bontis, 2008). Most of the literature classifies intellec-

tual capital into three elements: human capital (knowledge, skills, experience, 

motivation, etc. embedded in firm’s employees), structural capital (methods, 

capabilities, routines, procedures, etc. embedded in the organization), and rela-

tional capital (knowledge, capabilities, procedures, etc. embedded in the organ-

ization which arises from the relationships maintained with external agents: 

supplier, customer, partner or other). Accordingly, relational capital can be de-

fined as the set of knowledge obtained by the firm derived from relationships 

with other agents of its environment (as customers, suppliers, or allies) which 

brings the necessary knowledge base to carry out its activity more efficiently.  

In this study we are analyzing first the linkages between the internationali-

zation process of a hotel firm and the one of its key technology supplier and 

second, the effects of the cluster creation in the internationalization process of 

these tourism technology firms. We are focusing on the role of interorganiza-

tional learning of technology-based firms from a key tourism customer or from 

cluster members.  

On one side, those technology-based firms with a key customer (a hotel 

firm) or belonging to a cluster may generate access to resources and knowledge 

for their international process. Then, relational capital or external-firm social 

capital can compensate these technology-based firms for their lack of interna-

tional experience. A key customer can be defined as one representing 10% or 

more of sales. On the other side, the membership to the cluster increases the 

number of collaborative projects between several firms. We argue that these 

collaborative relationships reduces the risks and costs of going international, so 

several firms develop solutions jointly with another firm when entering in a 

foreign market. 

 
LITERATURE REVIEW 

 

Recent research focuses on the role of relational capital, more specifically on the 

role that learning from key partners (the most important customers, suppliers, 

commercialization/technology partners and investors) may have on the inter-

nationalization process of young technology-based firms (Bruneel, Yli-Renko & 

Clarysse, 2010; Yli-Renko et al., 2002, 2013). Their results indicate first, that 

learning from key partners can facilitate the internationalization process of 
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young firms and second, that at the early stages of internationalization, young 

firms achieve a higher extent of internationalization by learning from their key 

partners.  

All this literature on intellectual capital has mainly focused on the manufac-

turing sector or KIBS, there is limited existing research on tourism and it has 

concentrated mainly on the hospitality industry (Hall & Williams 2008). Fur-

thermore, for tourism firms and their technology suppliers, internationalization 

can be understood as a form of innovation and growth strategy (Williams & 

Shaw, 2011). The learning of the firm as it expands internationally’ learning and 

knowledge transfer are central to tourism innovation (Shaw & Williams, 2009). 
 

METHODOLOGY 

 

We use multiple regression analysis to estimate a model of the extent of inter-

nationalization of these young technology-based firms and the role of a key 

tourism customer in their internationalization strategy, as well as clustering 

effect on the extent of internationalization. To test the hypotheses we use a da-

tabase of young technology-based firms in the Balearics that are suppliers of 

services to a tourism firm.  

 
RESULTS 

 

We find that social interaction and relationship quality in a firms’ key customer 

have a positive effect on the extent of internationalization of the young tech-

nology-based firms. The greater the international intensity of the key customer 

(hotel firm), the greater the international intensity of a young technology-based 

firm. Furthermore, the greater the social interaction between the technology-

based firm and its key customer, the longer survival duration of the technolo-

gy-based firm. Finally, the results indicate that the greater the collaborative re-

lationship with another technology firm, the greater the scope of internationali-

zation of the firm. In fact, the cluster membership increases the number of col-

laborative projects between several firms and therefore, increases the probabil-

ity of carrying out an international activity, of entering in a foreign market with 

the development of a technological product jointly with other technological 

partners. 
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CONCLUSION AND IMPLICATIONS 

Learning from key partners can facilitate the internationalization process of 

technology-based firms that are suppliers of services to a tourism firm.  The 

results are useful for the design of policies to promote the internationalization 

of young technology-based firms with a hotel firm as key customer. Young 

technology-based firms achieve a higher extent of internationalization by learn-

ing from key partners. However, as firms get more international experience, 

the influence of the key customer (hotel firm) can be limited. Future research 

can explore this hypothesis. 
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INTRODUCTION 

Amidst the decline in traditional travelling circuses, the popularity of Cirque 

du Soleil raises some pertinent research questions: What kind of people make 

up these audiences? And What are their motives for traveling to attend shows 

of this kind? On investigation, the present researchers found that empirical ac-

ademic research into people’s motives for attending performing art shows was 

scarce. As observed by McCarthy and Jinnet (2001:11), ‘empirical academic re-

search exploring arts attendance from an individual motivation perspective is 

nearly non-existent’. This is especially true in the case of circuses. Although its 

cultural importance, economists neglect to address this topic (Zanola, 2007). 

Zanola (2007:2) provides possible explanations for the lack of research stating 

that ‘firstly the economics of arts has considered circus as a minor performance 

arts and secondly, there are difficulties in the collection of reliable quantitative 

information on circuses’. The purpose of this research is therefore to narrow 

this gap in current research by determining the motives of attendees at the 

Cirque du Soleil Dralion production in South Africa during 2013, and, based on 

these motives, identify and profile different market segments. To the authors’ 

knowledge, this will be the first time that attendees at this acrobatic perfor-

mance will be analyzed in a developing country context and this research will 

therefore provide valuable insights into the profile and motives of these at-
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tendees. This information can help circus managers and promoters of these per-

formances to adapt their marketing strategies to attract and retain more at-

tendees as well as satisfy the needs and expectations of the different market 

segments traveling to these types of performances. 

 
LITERATURE REVIEW 

 

Alternative circus performances such as the Cirque du Soleil attract different 

markets that attend for different reasons. By measuring the main needs that 

attendees’ are seeking to satisfy at the performance and which motivational 

factors lead to the preference for this particular type of circus performance, a 

more detailed profile of the attendees can be obtained and so allow managers 

and marketers to better address these needs with a tailor-made marketing pro-

gramme and production line-up. Understanding visitor motives for attending 

Cirque du Soleil performances can ultimately help entice more visitors to at-

tend (Kruger & Saayman, 2012; 2013). Further insights into visitors’ motives 

can benefit Cirque du Soleil marketing with regard to market segmentation, 

product development, service quality evaluation, image development, and 

promotional activities (Yoon & Uysal, 2005; Kruger & Saayman, 2010; Kruger, 

Saayman & Ellis, 2010; Kruger & Saayman, 2012; 2013). 

While various studies have attempted to profile theatre and performing arts 

attendees, limited studies have focused on circus attendees. Research done on 

circuses (using Cirque du Soleil as the case study) have mainly focused on inju-

ry patterns and injury rates in circus acts (for example Shrier, Meeuwisse, 

Matheson, Wingfield, Steele, Price, Hanley & Montanaro, 2009), injury preven-

tion in circus performances (for example Lamine, 2011), psychological predic-

tors of injuries in circus artists (for example Shrier & Hallé, 2011) and reviews 

of productions (for example Lavender, 2011). To the authors’ knowledge, Za-

nola (2007) is the only study that has focused on circuses from a consumer 

point of view. Zanola (2007) analyzed the determinants of demand for a tradi-

tional travelling circus in Italy and the results indicated a positive elasticity of 

demand to income and to ticket price. The number of animals was also shown 

to be important in attracting audiences. However no studies have to date ana-

lyzed the audience in terms of demographic and behavioral characteristics or 

their motives to attend an alternative circus production and performance such 

as Cirque du Soleil. 

Due to this lack in current research, we want to generalize the extend and 

utility of the profile and motives explored by authors who focused on perfor-
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mance arts attendees and specifically theatre attendees since the majority of 

research has focused on this form of art attendance. Various studies have at-

tempted to profile theatre attendees and revealed the prevalence of middle-

aged, well-educated and high-income earners (Bennett, Frow & Emmison, 

1999; McCarthy et al., 2004; Saayman & Saayman, 2011; Kruger & Saayman, 

2012). With regard to the motives of theatre attendees, Bergadaá and Nyeck 

(1995) conducted one of the first studies of theatregoers’ motives. They found 

four motivational typologies for theatergoing: escapism/entertainment, ‘edu-

tainment’, personal enrichment and social hedonism. Swanson et al. (2007) 

found that visitors at live performances of the arts are motivated by aesthetics 

(for example beauty and grace found in artistic expression), education (for ex-

ample the desire to know more about the arts or learn about other cultures), 

escape (for example a diversion from normal daily routine), recreation (for ex-

ample the desire to do something fun), enhancement of self-esteem (for exam-

ple maintenance of a positive social identity) and social interaction (for exam-

ple the opportunity to socialize or to be seen with others). Walmsley (2009) in-

vestigated the motives of visitors to the Melbourne Theatre Company and the 

West Yorkshire Playhouse and found, like Bergadaá and Nyeck (1995), that the 

visitors’ main motives were the pursuit of emotional experiences and impact, 

followed by escapism and ‘edutainment’. In the only South African study, Kru-

ger and Saayman (2012) identified four motives for attendees at the musical 

theatre production of RAIN! A tribute to the Beatles, entertainment and artist 

affiliation, social interaction, group affiliation and unique experience, from 

which they identified two types of attendee, which they labeled Beatle maniacs 

and Music lovers. The results revealed that the profile of attendees at this pro-

duction was largely homogeneous, with the few differences being behavioral 

rather than socio-demographic. In another study, Kruger and Saayman (2013) 

revealed five motives for attendees at performances of The Phantom of the 

Opera namely unique experience, socialization, entertainment, group affiliation 

and fun as well as appraisal. Two clusters of attendees were identified and la-

beled Phantom deluxe and Phantom lite and the results showed that these at-

tendees are not homogeneous in terms of their socio-demographic profile and 

behavioral characteristics.  

By analyzing the findings of the discussed studies, collectively, the results 

show that theatre attendees can be regarded as a niche market with specific 

characteristics and motives.  It is furthermore evident that even though the pro-

file of attendees seem similar and certain motives such as escape, entertainment 

and social interaction overlap, the type of production or arts performance in-
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fluence and shape attendees’ motives and behavior. These results emphasize 

that arts attendees cannot be regarded as homogeneous in terms of their mo-

tives. The present study therefore has much to contribute to the knowledge 

base regarding arts performance attendees and specifically circus attendees in 

South Africa. 

 
METHODOLOGY 

 

This research is of a quantitative nature. A destination-based survey was un-

dertaken and questionnaires were distributed at five of the Cirque du Soleil 

Dralion performances held at the Grand West Arena at the Grand West Casino 

in Cape Town (7 & 8 March 2013) and the Coca-Cola Dome in Johannesburg 

(21, 22 & 23 March 2013). A stratified sampling method was used and in order 

to limit bias, a simple random sampling method was used within the stratified 

sample, where trained fieldworkers followed specific guidelines as question-

naires were handed out to different non-homogeneous age groups, gender 

groups and ticket holders. A total of 450 questionnaires were administered at 

each venue and 339 (Cape Town venue) and 423 (Johannesburg venue) com-

pleted questionnaires were obtained for the respective shows. Due to the im-

portance of completed motivational information, of the 762 questionnaires ob-

tained in the surveys, 652 fully completed questionnaires were included in the 

analysis.  In a population of 100 000 (N), 398 respondents (n) would be seen as 

representative. Therefore, since approximately 65 000 attendees purchased 

tickets for the shows, the number of completed questionnaires (n = 652) was 

more than adequate (Krechie & Morgan, 1979). Microsoft Excel was used to 

capture the data and SPSS (SPSS Inc, 2013) to analyze it. The analysis was done 

in three stages: a factor analysis, a cluster analysis (a hierarchical cluster analy-

sis by means of Ward’s method with Euclidean distances) and an analysis of 

significant differences between motivational clusters of attendees at the Cirque 

du Soleil Dralion shows (ANOVAs, two-way frequency tables, chi-square tests, 

effects sizes and phi-values). 

 
RESULTS 

 

The factor analysis identified five motives to attend the Cirque du Soleil 

Dralion production were identified (in order of importance): Exceptionality, 

enchantment and aesthetics, fun and entertainment, socialization and social status and 

act affiliation. The cluster analysis based on attendees’ motives identified three 

unique clusters: Observers, Novices and Enthusiasts. Enthusiasts regarded all five 
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motives important, followed by the Novices while the Observers had the lowest 

mean values across all five motivational factors. Although Observers is attracted 

by the performance and the act of Cirque du Soleil (Exceptionality), they seem 

too only accompany someone to the performance; Novices seem to be attendees 

that are only starting to attend these types of performances while Enthusiasts 

seem to be the most enthralled by Cirque du Soleil. The profile of attendees at 

this production is furthermore not homogeneous since the main differences are 

based on socio-demographic as well as behavioral characteristics.  

 
CONCLUSION AND IMPLICATIONS 

 

The purpose of this research was to determine the motives of attendees to 

Cirque du Soleil’s Dralion production in a developing country.  It was the first 

time that such a survey was conducted at an alternative circus production of 

this nature in South Africa and the approach differs significantly from research 

done a traditional traveling circus context. This is also, to the authors’ 

knowledge the first time that the audience to a Cirque du Soleil production has 

been analyzed from a consumer perspective and not from a performer’s side. 

The results revealed five key motives, of which the combination has not previ-

ously been found in arts literature. The nature of the act furthermore revealed 

unique motives namely exceptionality and enchantment. Clustering based on 

these motives revealed three distinct clusters namely Enthusiasts, Novices and 

Observers. These clusters show that attendees are not homogeneous in terms of 

their socio-demographic and behavioral profile. This in itself was an interesting 

finding since most similar research clearly indicated differences in terms of on-

ly socio-demographics or behavioral and not both. While the Enthusiasts and 

Observers resemble similar characteristics to other clusters found in previous 

research, this research made a clear contribution in identifying a new emerging 

segment, Novices and implications indicated how to retain and expand this 

market. Although the Novices is a valuable market to pursue in the future, they 

are already in their thirties. A major challenge arising from this research is the 

fact that this study, as with all similar research, showed that few young people 

attends these types of productions. This implies that arts production managers 

and marketers as well as academics need to determine what young people en-

joy, in other words, what motivates young people so that arts production hous-

es can attract them.  Further research on this is therefore recommended espe-

cially given the variety of arts on offer, and the fact that little research has been 

done on this topic from a marketing point of view. This study also revealed 

another major challenge namely the inaccessibility of most of these types of 
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productions to the majority of audiences in developing countries. Performances 

are mainly restricted to high income and high educated groups of society and 

limited to select venues in only metropolitan cities, usually Johannesburg and 

Cape Town. This research addresses this challenge by outlining the role that 

the government and arts and culture departments can play in making these 

performances more accessible and affordable thereby also increasing exposure 

to the arts. 
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INTRODUCTION 

National parks are important components of the ecotourism sector and are re-

garded as symbols of a high-quality, natural environment with well-designed 

tourist infrastructure. The number of national parks is growing worldwide and 

becoming more competitive, and South Africa is no exception. The country has 

more than 20 national parks, numerous local and provincial parks and 9000 

privately owned game reserves competing for nature or eco-tourists. Neighbo-

uring countries such as Namibia, Zimbabwe and Botswana are also becoming 

more competitive. To gain a competitive advantage, the national parks must 

keep up with the trends and the needs of nature tourists in order to streamline 

future marketing strategies.  

As an all-inclusive holiday destination that provides a unique nature and le-

isure experience, the Kruger National Park (hereafter referred to as the KNP) is 

a magnet for tourists, both domestic and international. It is one of the top five 

international tourist destinations in the country (SANParks, 2012) as well as a 
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major export earner of Proudly South African products that constitutes an im-

portant part of the South African tourism industry and image (Cook, Yale & 

Marqua, 2010). The Park attracts over one million visitors per annum, making it 

one of the most profitable national parks in the country (SANParks, 2009). Cur-

rently, 80% of South African National Parks revenue comes from Kruger Park 

accommodation and admission fees (Mabunda & Wilson, 2009). All nature tou-

rists who visit the KNP have needs that they want fulfilled, and preferably 

exceeded, by the activities and facilities offered by the Park. In order to ensure 

continuity and growth, a destination (attraction) such as the KNP that depends 

on nature tourists, must understand and satisfy their needs (Kruger, Viljoen & 

Saayman, 2014). As attracting the right market and developing the right pro-

ducts and services will have a direct impact on the parks’ competitiveness and 

long-term sustainability, marketers must identify the profile and understand 

the behaviour and preferences of visitors to the Park. This can be achieved 

through the process of market segmentation.  

The aim of our study is therefore to apply market segmentation based on 

demographic characteristics in order to identify the various types of nature to-

urists travelling to the KNP and thus the viable target markets for the park. 

This research makes a unique contribution by not only determining the diffe-

rences between the identified segments based on their socio-demographic and 

behavioural characteristics but also in terms of factors that contribute to the 

competitive advantage of the KNP, factors that influence a memorable nature 

experience in the Park as well as visitors motivations to travel to the Park. The-

se factors will contribute to the ability of park managers in satisfying the needs 

and expectations of the different market segments travelling to this South Afri-

can national park. 

LITERATURE REVIEW 

The frequently asked question is: ‘Who are the tourists that visit nature-based 

attractions?’ However, little is known about the profile of individuals who are 

either interested in such experiences, or currently driving this apparently lucra-

tive market. A clear answer is therefore not yet available due to many reasons, 

which include a lack of research, poor definitional understanding, and the fact 

that nature tourist markets are generally not homogeneous (Wight, 2001; 

Bricker & Kerstetter, 2000). Furthermore, studies tend to discuss the general 

growth in interest or markets to particular destinations, rather than identify 

characteristics, preferences and motivations of broad ‘origin’ populations 

(Wight, 2001). According to Hvenegaard (2002), research to identify nature tou-
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rists or segment nature tourists from other types of tourists has not occurred in 

a consistent manner, and given the lack of consistency in identifying nature 

tourists, it is unknown whether nature tourists identified in one study would 

also be identified in another study using different methods. The activities, mo-

tivations and characteristics of the nature-tourism market are as varied as the 

spectrum of products/experiences that may be termed nature tourism (Wight, 

1993). Furthermore, markets today reflect greater sophistication, changing li-

festyles, attitudes, values and interest, while nature tourism attracts specialised 

niche markets that share many characteristics, preferences and motivations 

(Kruger, Viljoen & Saayman, 2014). 

To identify the right target market, marketing strategists divide the hetero-

geneous market into fairly homogeneous groups of tourists, a process that is 

referred to as market segmentation. Market segmentation is the process of di-

viding the market into segments, profiling and analyzing the segments, and 

formulating a strategy for each segment. Using market segmentation, a tourist 

profile can be developed that will enable the KNP to target the right markets 

and focus its resources and efforts, in order to achieve maximum penetration of 

those markets. Added benefits of market segmentation include the ability to 

predict visitor behavior, to identify and exploit new market opportunities for 

commercial benefit, and more focused ideas for product development. Furt-

hermore, segmentation enables marketers to avoid direct competition in an inc-

reasingly crowded marketplace by providing them with opportunities to dis-

tinguish their particular product, perhaps on the basis of price, but more often 

through styling, promotional appeal and park activities and amenities. The 

process therefore allows for easier choices about the most appropriate visitors 

to serve and makes the best of limited resources. 

A popular way to segment markets is to use typologies, which consist of va-

rious segmentation bases. These bases include geographic segmentation (cove-

ring, for example, city, region and country of origin), demographic segmenta-

tion (age, gender, marital status, family lifecycle, income, occupation, education 

and nationality), psychographic segmentation (attitudes, interests, opinions 

and lifestyle) and behavioral segmentation (product usage, product loyalty, 

attitude to the product and awareness of the product) (Page & Connell, 2009; 

Cook et al., 2010; Walker & Walker, 2012). Demographic segmenting and clus-

tering of visitors is the simplest and most commonly used of these bases and 

has been extensively studied in the tourism literature (a few examples are 

Sharma & Dyer, 2009; Park & Yoon, 2009; Tsiotsou & Ratten, 2010; Rogerson & 
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Kotze, 2011). Cini, Leone and Passafaro (2010) point out that consumers’ cha-

racteristics are the key elements of the marketing strategy. These represent the 

starting point for the identifying product qualities that better respond to con-

sumers’ preferences. Incorporating the needs, motivations, interests and expec-

tations of consumers in developing a target population will lead to a better un-

derstanding of consumer attitudes and behaviours (Cini et al., 2010). Knowled-

ge of the needs and preferences of visitors will help the marketer to create a 

tailor-made product that will provide a memorable experience for the visitor. If 

park managers understand and respond to viewers’ expectations and needs, 

they can provide services and infrastructure that meet visitor expectations and 

ensure that visitors are satisfied with their experience. This will increase loyalty 

in the form of return visits, giving the park a greater competitive advantage 

and added revenue. 

METHODOLOGY 

As this was a quantitative study, a structured questionnaire was used to collect 

the data. The survey sample consisted of respondents to this questionnaire, 

which was distributed to overnight visitors (camping and chalet) staying in the 

KNP from 27 December 2013 to 4 January 2014. The rest camps surveyed du-

ring the survey time included Berg-en-Dal, Lower Sabie, Olifants and Skukuza. 

Fieldworkers distributed questionnaires in the evenings and collected the ques-

tionnaires later during the same evening or early the next morning. Only one 

questionnaire per group was allowed and only adults (18 years and above) we-

re allowed to complete the questionnaire. In total, 51, 98, 74 and 212 question-

naires were administered for the respective rest camps resulting in a total of 

437 completed questionnaires. The data were captured using Microsoft Excel 

and analysed using SPSS (2014). The data from the respective rest camps were 

pooled and the analysis was done in three stages: three factor analyses (factors 

contributing to the KNPs competitive advantage, “memorable nature” expe-

rience factors and motives to travel to the Park), a cluster analysis (a hierarchi-

cal cluster analysis using the Block approach) based on demographic characte-

ristics and an analysis of significant differences between different market seg-

ments traveling to the KNP during December/January. 

RESULTS 

The factor analyses identified five factors that contribute to the KNPs competi-

tive advantage (in order of importance: biodiversity; eminence; accommodation; 
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facilities and cultural significance; general management); seven “memorable nature” 

experience factors (in order of importance: amazement; variety of species; ambien-

ce; proximity to wildlife; secondary and tertiary interpretation; hides; primary interpre-

tation) and four motivational factors (in order of importance: escape; lifestyle; 

comprehensive family destination; endorsed affordability). A cluster analysis was 

done based on demographic characteristics (gender, home language, age, home 

province or country of origin, level of education, marital status and gross an-

nual income). Three clusters were identified: distinct international, domestic 

and, particularly, local clusters. Statistically and practically significant differen-

ces between the clusters are evident in terms of their behavioral characteristics 

(age first exposed, spending behavior, frequency of visitation, length of stay), 

how popular they regard the Big 5, the factors that contribute to the KNPs 

competitive advantage and memorable nature experience as well as their moti-

ves to travel to the Park. 

CONCLUSION AND IMPLICATIONS 

This study is one of the first to segment nature visitors to the KNP in South Af-

rica based on their demographic characteristics and to identify factors that the-

se visitors regard as contributing to the Parks’ competitive advantage and im-

portant for a memorable experience. The results show that clustering visitors 

on the basis of their demographic characteristics is a useful market segmenta-

tion tool as it gives a clear profile of different types of visitors and their prefe-

rences when travelling to the KNP. Our findings provide clear strategies on 

how to adapt marketing and management efforts in accordance with the needs 

and preferences of each cluster. Since nature-based tourism is increasing, it is 

important to understand clearly what such tourists perceive as important. Our 

study therefore fills a gap in the current literature on this topic and offers park 

managers and marketers some ideas for improving the Parks’ competitive ad-

vantage as well as visitors’ experience and thus encouraging return visits.  
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INTRODUCTION 

While tourism destinations are usually chosen according to images derived 

from information (Reich, 1999), it is a challenge to communicate the complex 

characteristics of destinations through tourist information. Certain elements are 

usually excluded from the information. As tourism is a phenomenon arising 

from the interaction between people and environments (Walmsley & Jenkins, 

1993), the presence of people is necessary for places to be deemed tourism des-

tinations. Nevertheless, people may also be subject to exclusion. The effects of 

the presence of people on visitors’ evaluations of tourism destinations have of-

ten been debated. This study focuses on the people included in photographs. 
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LITERATURE REVIEW 

In the field of environmental psychology, crowding—which is the psychologi-

cal stress resulting from high population density (Stokols, 1972)—is regarded 

as a constraint upon desirable tourist experiences (West, 1982) or as a contribu-

tor to a sense of exhilaration (Argyle et al., 1981), depending on the situation. In 

tourism studies, Urry (1990) proposed two types of tourist gazes: romantic and 

collective. Tourists might direct the former at objects because solitude, privacy, 

and a personal, semi-spiritual relationship with the object are appreciated. The 

latter might be directed at objects that require the presence of other people to 

validate their existence.  

Turning to empirical studies, Aiko et al.’s study (2002), about visitors’ per-

ceptions of photographs of natural settings, revealed that the presence of more 

people in photographs increased a perception of crowding. As for historical 

destinations, in Naoi and Iijima’s (2004) slide experiment, the presence of peo-

ple in the pictures resulted in the subjects perceiving an active atmosphere in 

most cases and a boorish atmosphere in some cases. Naoi et al.’s (2006, 2007) 

studies of historical districts, using personal interviews, with photographs, also 

showed that the presence of people related to both positive and negative senses 

of activity and newness—in a sense, it deters unique experiences, and famous, 

touristic, and novel atmospheres.  

Overall, the effect of others’ presence on visitors’ evaluations of places are 

likely to vary according to the situation. However, studies reviewed so far have 

not examined the effects of people in different types of places. This study, using 

slide experiments, aims to investigate the relationship between visitors’ evalua-

tions of tourist sites and the presence of other people pictured in photographs, 

based on the type of sites.  

METHODOLOGY 

Nagasaki City, Japan, was selected due to its array of tourism resources, in-

cluding exotic and historical sites, city views, and sites related to the atomic 

bombing (Nagasaki City, 2013). The following eight sites were selected from 

photographs frequently featured in free tourist brochures issued by the city 

and the Nagasaki Prefecture, and from the list of major sites which the largest 

number of respondents mentioned as sites that they either visited, or planned 

to visit in Nagasaki City, according to the latest visitor survey conducted by 

Nagasaki City (Nagasaki City, 2013):  
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1. The Martyrdom of the Twenty-six Christians 

2. Nagasaki Peace Park (commemorating the atomic bombing)  

3. Nagasaki Chinatown  

4. Megane Bashi (a symbolic arched bridge in the city centre) 

5. Inasayama Observatory (offering a view of the city) 

6. Oura Tenshudo (a church dedicated to the Twenty-six Christian Mar-

tyrs) 

7. Dejima (the reproduction of a town, that existed on the artificial island, 

open to foreign countries during the national isolation) 

8. Glover Garden (preserving historical western-style houses) 

Researchers took 870 photographs at these sites in accordance with the way 

they appear in tourist brochures.  

Accordingly, photographs of the Inasayama Observatory were taken during 

daytime and nighttime, while the other sites were photographed only during 

daytime. Through a pilot study and a subsequent screening by the researchers, 

one photograph with people and another without people were selected for each 

of the nine settings (the eight sites during daytime and Inasayama Observatory 

during nighttime), resulting in 18 slide photographs.  

Thirteen bipolar word pairs related to active, touristic, and harmonious at-

mospheres were garnered with reference to the aforementioned studies (Aiko 

et al., 2002; Naoi et al., 2011; Naoi & Iijima, 2004): 

 

 Not crowded-Crowded 

 Not warm-Warm 

 Inactive-Active 

 Restless-Calm 

 Not harmonious-Harmonious 

 Gloomy-Cheerful 

 Like daily life-Unlike daily life 

 Not touristic-Touristic 

 For locals-For tourists 

 Noisy-Quiet 

 Ordinary-Unique 

 Artificial-Natural 

 Minor attraction-Major attraction 
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Two bipolar word pairs—‘unfavourable-favourable’ and ‘I would not like/I 

would like to visit the site’—were added to measure subjects’ overall evalua-

tions of the photographed sites. Seventeen Semantic Differential Scales (SDS) 

were designed such that the scale-points escalated from the left word to the 

right. 

Forty-six Japanese students (30 males and 16 females), from Tokyo Metro-

politan University, rated each of the settings, in the 18-slide presentation, on 

the 15 SDSs. Each slide was shown for 20 seconds. The name of the site was 

shown beside each slide photograph. Eleven students had visited the city once, 

while one had visited twice.  

RESULTS 

The first set of analyses attempted to investigate overall relationships between 

the presence of people, the evaluative dimensions, and overall evaluations. 

Each respondent’s evaluation of each setting was treated as a separate case, 

which meant there were 828 data sets (46 subjects multiplied by 18 settings).  

Factor analysis (principal factor method, promax rotation) was performed 

on the SDS ratings, which did not include the two scales for overall evalua-

tions. Three factors were obtained, with each component having an eigenvalue 

greater than 1.0. The distinctive items that loaded on the first factor, related to 

senses of activity. They include, for instance, ‘Inactive-Active’ and ‘Noisy-

Quiet.’ This component was, hence, labelled ‘Activity’. The items that loaded 

distinctly on the second factor were associated with touristic senses such as 

‘For locals-For tourists’ and ‘Not Touristic-Touristic’, hence naming this factor 

‘Touristic.’ Items that loaded clearly on the third factor were relevant to senses 

of harmony such as ‘Artificial-Natural’ and ‘Not harmonious-Harmonious.’ 

Hence, this factor was termed ‘Harmony’. 

Then, independent t-tests were performed to determine significant differ-

ences in the three factors’ scores—between photographs with people and those 

without. As a result, the factor scores of ‘Activity’ and ‘Touristic’ were found to 

be significantly higher for photographs with people.  

Next, multiple regression analysis was used to investigate the impact of the 

three factors’ scores on overall evaluation ratings of ‘unfavourable-favourable’ 

and ‘I would not like/I would like to visit the site.’ This was conducted for each 

overall evaluation. The results showed that the factor scores of ‘Activity’ and 
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‘Touristic’ were proportional to the ratings of both the overall evaluations. 

Mutlicollinearity (VIF of 2.0 or more) was not observed. 

The second set of analyses were performed to compare the effects of people 

in slide photographs on subjects’ evaluations between settings. Paired t-tests 

were conducted to determine significant differences in the SDS ratings, except 

the two scales for overall evaluations, between photographs with people and 

without people, in the same setting. Each respondent’s response was treated as 

a single case, which meant there were 46 data sets. 

The results showed that the presence of people contributed to higher ratings 

of both positive and negative senses of activity. The ratings on ‘Not crowded-

Crowded’ and ‘Inactive-Active’ were significantly higher for photographs with 

people, in all the settings. Significantly higher ratings were also observed on 

‘Not warm-Warm’ and ‘Noisy-Quiet’ for photographs with people, in all the 

settings except at the site of The Martyrdom of the Twenty-six Christians. The 

subjects rated photographs of Nagasaki Chinatown, Megane Bashi, Inasayama 

Observatory (daytime), Oura Tenshudo, Dejima, and Glover Garden with peo-

ple, significantly higher on the ‘Not warm-Warm’ parameter.  

Regarding touristic senses, the ratings on ‘Not touristic-touristic’ and ‘For 

locals-For tourists’ were significantly higher for photographs with people, at all 

sites except the Inasayama Observatory (both daytime and nighttime) and 

Oura Tenshudo. The subjects rated photographs with people significantly 

higher on ‘Minor attraction-Major attraction’ in the cases of Nagasaki Peace 

Park, Megane Bashi, Inasayama Observatory (daytime), Dejima, and Glover 

Garden. 

Regarding overall evaluations, significantly higher ratings on ‘I would not 

like/I would like to visit the site’ were observed for photographs with people in 

Megane Bashi and Nagasaki Chinatown. The ratings on ‘unfavourable-

favourable’ were significantly higher for photographs with people in Megane 

Bashi and Nagasaki Chinatown and Inasayama Observatory (daytime) whereas 

the ratings on the same scale were significantly lower for photographs with 

people in the case of Inasayama Observatory (nighttime). 

CONCLUSION AND IMPLICATIONS 

The results of the overall analysis suggest that senses of ‘Activity’, ‘Touristic’ 

and ‘Harmony’ may contribute to a more favourable impression of the destina-

tions and foster visitors’ intentions to visit there, and that the presence of peo-
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ple may lead to stronger senses of ‘Activity’ and ‘Touristic.’ Therefore, the in-

clusion of people in photographs may be useful to stimulate favourable im-

pressions of the destination and motive potential visitors to visit the site—

which may point to a positive psychological effect of “crowding.” However, as 

the sense of ‘Harmony’ was not significantly affected by the presence of people, 

other factors such as architectural consistency may be investigated in the fu-

ture.  

The analysis by setting implies that the effect of people on viewers’ evalua-

tions may vary, depending on the types of settings. While perceived senses of 

activity may be higher with people in various settings, it may not be applicable 

to religious places such as the Martyrdom of the Twenty-six Christians, or me-

morials such as the Nagasaki Peace Park. Touristic senses may be enhanced by 

the presence of people, but, again, it depends on the setting.  

The overall results pointed to public spaces such as Nagasaki Chinatown 

and Megane Bashi as places where touristic implications can be strengthened 

by the presence of people. In such spaces, the presence of people may also con-

tribute to the viewers’ motive for visiting these sites. However, it may have a 

negative impact on viewers’ impressions of places like the Inasayama Observa-

tory (nighttime). These observations suggest spaces that may take on character-

istics as those that attract a “collective gaze” and those that attract a “romantic 

gaze.” Although limited in scope for generalisation, the results here may offer 

avenues for investigation of visitors’ visits to a place, which could also help 

tourism managers select elements to be included in the visual tourist infor-

mation.  

ACKNOWLEDGEMENT 

We greatly appreciate the cooperation extended by the Municipal Office, Naga-

saki. 

REFERENCES 

Aiko, T., Cheng, C., & Asakawa, S. (2002). Applying a photographic approach to estimate visitors' 

perceptions of crowding to determine acceptable limits of encounters in natural parks, 

Journal of the Japanese Institute of Landscape Architecture, 65(5), 669-672. 

Argyle, M., Furnham, A. & Graham, J.A. (1981). Social situations. Cambridge, UK: Cambridge Uni-

versity Press. 

Nagasaki-shi (2013). Heisei 24 nendo Nagasaki-shi Kanko Doko Chosa Bunseki Hokokusho. Nagasaki, 

Japan: Nagasaki-shi. 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

488 

Naoi, T., & Iijima, S. (2004). Effects of the presence of other people on visitors’ evaluation of a histo-

rical district. Proceeding of The 14th CATHUE Conference, Brisbane, Australia. 

Naoi, T., Airey, D. & Iijima, S. (2009): Evaluating historical districts: exploring the use of photog-

raphs and slide experiments. Tourism Analysis, 14(5), 587-603. 

Naoi, T., Airey, D., Iijima, S., & Niininen, O. (2006). Visitors’ evaluation of an historical district: 

repertory grid analysis and laddering analysis. Tourism Management, 27(3), 420-436. 

Naoi, T., Airey, D., Iijima, S., & Niininen, O. (2007). Towards a theory of visitors' evaluation of his-

torical districts as tourism destinations: Frameworks and method, Journal of Business Rese-

arch, 60(4), 396-400. 

Reich, A.Z. (1999). Positioning of tourist destination. Champaign, IL: Sagamore Publishing. 

Stokols, D. (1972). On the distinction between density and crowding: some implications for future 

research. Psychological Review, 79(3), 275-277. 

Urry, J. (1990). Tourist Gaze, 2nd ed. London: Sage. 

Walmsley, D.J., & Jenkins, J.M. (1993). Appraisive images of tourist areas: application of personal 

constructs. Australian Geographer, 24(2), 1-13. 

West, P.C. (1982). Effects of user behaviour on the perception of crowding in recreation settings: An 

urban case study. Leisure Sciences, 9, 87-99.  

 
 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 489-495,  
03 – 07 June 2014, Istanbul, Turkey 
Printed in Turkey. All rights reserved 

ISBN:  

 

 

Corporate Governance, Institutional Ownership and Credit Ratings 

 
Mehmet Altin 

Department of Hospitality and Tourism Management 

Virginia Polytechnic Institute and State University, USA 

E-mail: maltin@vt.edu 

 

 

 

 
INTRODUCTION 

The early years of 2000s witnessed considerable turbulence in the investment 

world with massive corporate scandals that involved trusted and large public 

firms both in the USA like Tyco, Enron, WorldCom, and in Europe like Vivendi 

and Swissair. These scandals shook the confidence of investors and brought 

about a decline in the credit ratings of these companies (Agrawal & Chadha, 

2005), while at the same time, creating a renewed interest in corporate gover-

nance research (Alali, Anandarajan, & Jiang, 2012; Guillet & Mattila, 2010).  

The corporate governance studies focus on the various attributes of the go-

vernance, such as, ownership, board structure, CEO power, board expertise 

and the like. Balance of power between management, shareholders and bond-

holders plays a key role in the corporate control of the firm. Gompers, Ishii, 

and Metrick (2003) found that the democracy portfolio (GIM index ≤ 5 / strong 

shareholder rights) outperformed the dictatorship portfolio (GIM index ≥ 14 / 

weak shareholder rights) by 8.5 percent. This approach suggests that higher 

shareholder rights will lower the opportunistic management style, thus increa-

se the firm value. This shareholders point of view to give greater power to sha-

reholders might not be necessarily good for bondholders (Fitch Ratings, 2004). 

For example, Warga and Welch (1993) showed that, with leveraged buyouts, 

bondholders suffer significant wealth losses, which implies that comparing to 

the shareholders, bondholders might be worst off under takeover scenarios. 

Under take over scenarios, a higher GIM index (higher anti-takeover provisions 

/ lower shareholder rights) might be beneficial to bondholders and could affect 

credit rating agencies’ decision. Similarly, Klock, Mansi, and Maxwell (2004) 
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showed that firms with stronger anti-takeover provisions have lower cost of 

debt financing compared to firms with weaker anti-takeover provisions.  

The hospitality industry is considered as a capital intensive industry due to 

extensive physical (fixed) assets such as land, building property, equipment, 

and furniture for firms (Lee & Qu, 2011). Hospitality firms can access necessary 

capital in two major ways, using equity offerings and/or debt issuing. Both 

equity offerings and debt issuances are highly affected by the firm’s credit ra-

ting. Often, higher costs related to lower credit ratings may eliminate the profi-

tability of the investment opportunity.   

There is limited research on this topic in relation to the hospitality sector. 

This gap is important because hospitality firms display unique characteristics 

like capital intensity, real estate ownership as well as management, and low 

level of inventory (Guillet & Mattila, 2010), which affects the manner in which 

their top management team design the governance of the firm. Studying corpo-

rate governance could expand our understanding of market perceptions of a 

firm’s risk and may help both practitioners and academicians to determine 

non-financial risks of firms in the hospitality sector. 

This study focuses on the relationship between corporate governance and 

credit ratings of the hospitality firms that may not be explained by the firms’ 

financial conditions. The study utilizes the established governance measures 

such as the GIM index (Gompers et al., 2003) which assess the anti-takeover 

measures, other aspects of the governance, and ownership.  Based on the litera-

ture, the study also includes firm-specific risk measures that could affect credit 

rate and the credit rating of the hospitality firms as supplied by the Standard & 

Poor.  

 
DATA COLLECTION AND METHODOLOGY 

 

The methodology adopted the model proposed by Ashbaugh-Skaife et al. 

(2006) in order to examine the influence of corporate governance on hospitality 

firms’ credit ratings. The model hypothesizes that credit rating is explained as a 

function of governance characteristics and selected control variables shown 

below. 

 

The study uses following variables: 
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Definitions and calculations of variables

Variables Definition and Calculations Data Source

Rating S&P long term credit rating (See Table 2) Compustat

GIM GIM Index proxy for anti-takeover measure IRRC

Lev Leverage ((short term debt+longterm debt)/total asset) Compustat

CapInt Capital Intensity (property plan and equipment/total asset) Compustat

Size Size Log of total asset Compustat

IntCov Interest Coverage (operating income before dep./interest expense) Compustat

Loss Loss assigned 1 if current or previous year has negative net income Compustat

ROA Return on Asset (net income/total asset) Compustat

Beta Beta of the firm CRSP

Subord Subordinated debt assigned 1 if firm has subordinated debt Compustat

Compustat

Block Block Owners ( number of blockholders with at least %5 ownership) Thomson Reuters

InstOwners Institutional Owners (number of institutional owners) Thomson Reuters

InstOwnPer Institutional Owners Percentage (total percentage of inst. Owners) Thomson Reuters

Firm Characteristics

Ownership

 

 

ANALYSIS AND RESULTS 

 

Overall, the hospitality industry has a value of 4.5 credit rating (between specu-

lative and lower medium grade) and an average value of 10 point in GIM in-

dex. Results indicate that as part of the hospitality firm clusters, hotels had the 

highest mean of governance index of 10.83 and casinos had the lowest mean of 

governance index of 8.50. Restaurants seem to enjoy higher credit ratings of 4.9 

(close to lower medium / adequate to lowest investment grade) and casinos had 

the lowest credit ratings of 3.75 (close to non-investment/speculative grade).  

The correlation results indicate multicollinearity is not a concern and that 

this is also confirmed with VIF (Variance Inflation Factor) values. Furthermore, 

some of the assumption tests were also obtained to continue with multivariate 

tests. There is no major problem related to heteroskedasticity, normality, or se-

rial correlation and Ramsey RESET (Regression Equation Specification Error 

Test) shows no omitted variables in the model.  

The study utilized two different estimation methods to test the model. Cre-

dit ratings were divided into two categories, if the firm had a rating of BBB- 

and higher grade it was coded as investment grade and assigned 1, otherwise it 

was considered as speculative grade and assigned 0.  

Logistic Regression: Table 5 shows the logistic regression results of the effect 

of the anti-takeover provisions (GIM index) on the hospitality firms’ credit ra-

tings. 
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Logistic Regression

Variables Coeff. Std. Err. Wald Sig. Odds Ratio

GIM 0.21 0.11 1.87 0.06 1.235

Lev -0.26 2.16 -1.20 0.23 0.075

Capint -0.53 1.27 -0.42 0.67 0.586

Size 3.04 1.29 2.35 0.02 20.96

Intcov 0.13 0.08 1.75 0.08 1.14

Loss -1.38 1.29 -1.07 0.28 0.25

ROA 33.11 12.26 2.70 0.01 2.41E+16

Beta 0.23 0.56 0.41 0.68 1.256

Subord -0.54 0.67 -0.80 0.42 0.581

Block 0.33 0.27 1.22 0.22 1.388

InstOwners 0.00 0.01 -0.35 0.73 0.9979

InstOwnPer -7.22 2.15 -3.36 0.00 0.0007

Constant -9.01 4.92 -1.83 0.07

Likelihood ratio χ² = 90.19     Sig=0.00

Cox and Snell R² 0.49

Nagelkerke R² 0.65

Homer and Lemeshow Testχ²= 6.71 Sig=0.5685

 

 

The omnibus tests are measure of the performance of the model and the re-

sult of the test (chi-square= 90.19 and 0.00 significance for Step, Block and Mo-

del) indicates the model performed well. Homer and Lemeshow test (x2=6.71 

sig=0.57) is not significant which indicates that the model fits the data well. 

Table presents that GIM index, size, interest coverage, return on asset are signi-

ficant (10% level) and positively associated and institutional ownership percen-

tage negatively associated with credit ratings.  

Ordered Logit Regression: Second part of the analysis is based on the ordered 

logit regression and used in conjunction with seven categories of credit ratings 

assigned earlier. Ordered logit regression is also called proportional odds mo-

del and is the best choice where the dependent variable has more than two ca-

tegories. Values have sequential order and later category has a higher value 

than the previous one 
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Ordered Logistic Regression

Variables Coeff. Std. Err. Sig. Odds Ratio

GIM 0.19 0.08 0.02 1.20

Lev -1.75 1.13 0.12 0.17

Capint 0.21 0.87 0.81 1.24

Size 1.31 0.80 0.10 3.71

Intcov 0.07 0.05 0.11 1.08

Loss -2.04 0.73 0.01 0.13

ROA 16.22 4.89 0.00 1.11e7

Beta 0.32 0.43 0.46 1.38

Subord -0.44 0.52 0.39 0.64

Block 0.17 0.20 0.39 1.18

InstOwners 0.01 0.00 0.03 1.01

InstOwnPer -6.91 1.58 0.00 0.00

/cut 1 -3.073

/cut 2 0.000 Number of obs = 135

/cut 3 4.350 LR Chi2 (8) = 136.32

/cut 4 8.460 Prob > Chi2 = 0.00

/cut 5 10.498 Pseudo R2 = 0.39  

 

The model as a whole is statistically significant compared to the model with 

no predictors as indicated with likelihood ratio chi-square of 136.32 and 0.00 p-

value. Positive GIM index coefficient indicates an increased chance that higher 

GIM index will be observed in a higher category which means high GIM index 

increases the likelihood of being in a higher credit rating category for the firm. 

As we can see from the both results anti-takeover provision could be important 

and significant predictor of hospitality firm’s credit rating. Governance mecha-

nism could be used to asses and reduce both default risk and agency cost, then 

we can argue that firms with stronger governance could be associated with bet-

ter credit ratings and relatively lower interest rates as a result. 

 
LIMITATIONS AND FUTURE RESEARCH 

 

The study suggests that good corporate governance increases the credit ratings 

and studies found positive relationship between corporate governance and fi-

nancial performance variables (Black, Jang, & Kim, 2006; Cremers & Nair, 2005; 

Gompers et al., 2003), but there are also studies that show mixed or no relati-

onships (Bhagat & Black, 2001; Demsetz & Villalonga, 2001). GIM index repre-

sents governance and is used in many studies in accounting and finance even 

though it is actually considered as anti-takeover protection provisions and co-
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uld not be considered to include all aspects of the corporate governance 

(Cremers & Nair, 2005). There are also different measurements suggested, such 

as entrenchment index created by Bebchuk, Cohen, and Ferrell (2004) and ISS 

(Institutional Shareholder Services) governance index used by Brown and 

Caylor (2006). There are also many studies that suggest to add different variab-

les as proxy for corporate governance such as corporate board ownership 

(Bhagat & Bolton, 2006), board independence (Hermalin & Weisbach, 1998), 

stock ownership of board member (Bhagat, Carey, & Elson, 1999), size of board 

(Monks & Minow, 2001), separation of CEO and Chairman (Imhoff, 2003) and 

many more. These possible variables mentioned could be included in future 

studies to investigate different aspects of the governance and credit rating rela-

tionship in the hospitality sector. 

Some corporate governance provisions may put greater power in the hands 

of shareholders (DeAngelo & Rice, 1983) and this could limit some stakehol-

ders’ right and be undesirable for some of the bond issuers. Thus, the relati-

onship between corporate governance and credit rating approach should be 

extended to determine actual bond issue outcomes using separate provisions. 

Nevertheless, we encourage researchers to further examine this relationship by 

bringing more appropriate and justifiable factors into analysis. 
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INTRODUCTION 

Entrepreneurship and entrepreneurial activities are very important part of the 

economic systems around the world for many countries. Many governments 

understand that economic well-being of country influenced by these activities. 

Blanchflower (2000) argues that variance in entrepreneurship is related to dif-

ference in level of economic development and also has to do with diverging 

demographic, cultural and institutional characteristics. According to Van Stel, 

Carrea and Threll (2005) impact of entrepreneurial dynamics on economic 

growth is considerably smaller for developing countries than highly developed 

economies. 

For example, economic freedom may lower cost of transaction and, as the 

rational choice theory implies, when cost-benefit calculations for entrepreneur-

ship and opportunity cost of transaction are considered, low cost of transaction 

may influence outcome. While worldwide economy and individual economies 

grow, their transition between manufacturing (factor driven) economy to ser-

vice driven (knowledge based) economy might trigger service sector invest-

ment to increase. Similarly, high level economic development increases overall 

income and wealth, which enhance consumer demand for variety (Jackson, 

1984). Following the Maslow’s (1970) approach, when people’s needs are satis-

fied, they work to satisfy higher levels of needs, which also creates increased 

demand for service related activities. 

The major questions in entrepreneurial activities are, why some countries 

have more entrepreneurs than others, and what might the influence national 

level of entrepreneurship in the hospitality and tourism industry. This study 

tries to accomplish two objectives: First, we investigate differences in levels of 
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hospitality tourism based entrepreneurship among countries and their level of 

economic development using various data. Second, we investigate countries’ 

institutional factors such as business freedom, monetary freedom, government 

spending and procedures and cost related to opening a business, and their in-

fluence on hospitality tourism (HT) based entrepreneurship. 

Sound business regulations are important and necessary for the private sec-

tor to flourish. Especially, in the developing economies private sectors provide 

over 90 percent of the employment (World Bank, 2011). To investigate the rela-

tionship between HT entrepreneurship, economic freedom and ease of doing 

business, this study focuses on the institutional economic theory. According to 

North (1990), there are two types of institutions. Informal institutions includes 

values, beliefs, attitudes and ideas of the people, which are transferred via so-

cial interactions. Formal institutions on the other hand covers economic, legal, 

political rules and regulations and contracts. Political rules establish the struc-

ture of government, economic rules defines property rights such as use and 

transfer of asset and resources, and contracts contains provisions for the ex-

change agreements (Norton, 1990). These institutions affect the firms’ creation 

and progress overtime. Changes or differences in institutions influences entre-

preneurial activities. These institutional effects and ease of doing business 

might have different influences from industry to industry, thus this study in-

vestigates if there is any differences in the influence for HT industry to other 

industries.  

 
METHODOLOGY 

 

In order to examine entrepreneurial activities in HT entrepreneurship this 

study used three databases.  

The Global Entrepreneurship Monitor (GEM): 2001-2009 Over one million observa-

tions with 283 variables including demographics and many business, entrepre-

neurship related variables. GEM takes a comprehensive socio-economic ap-

proach and considers the degree of involvement in entrepreneurial activity 

within a country, identifying different types and phases of entrepreneurship. 

Economic Freedom Index: This index is produced by Heritage foundation and 

promotes economic policies to increase freedom. The index measures 10 factors 

that are associated with economic freedom using statistics from World Bank, 

IMF (International Money Fund), and more. 
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Ease of doing business: Initiated in 2003 by World Bank, doing business project 

measures the efficiency and strength of laws, regulations, institutions and pro-

cedures that are relevant to small and medium–sized businesses covering 189 

economies (World Bank, 2013). 

 

Dependent variables:  

HT Entrepreneurship: Hospitality and Tourism Entrepreneurship level in select-

ed countries over multiple years. The study used the early stage HT entrepre-

neurs as measured in GEM. Using TEA (Total early stage entrepreneurial activ-

ity) data and selecting UN institutional classification code 55 (hotel and tour-

ism) total HT entrepreneurial activity was determined for each country and 

year, this value was divided by total surveyed to get final percentage of HT 

entrepreneurs. 

 

Other Entrepreneurs: All of the other entrepreneurs was calculated excluding 

agricultural and government related (SIC id 1 and 9) entrepreneurs divided by 

total surveyed. 

 
Independent Variables:  

There are ten components and one overall score for the economic freedom in 

the Heritage foundation index. These are property rights, freedom from cor-

ruption, fiscal freedom, government spending, business freedom, labor free-

dom, monetary freedom, trade freedom, investment freedom, and financial 

freedom valued between 0 to 100 and higher the number higher the freedom 

score of the country. Some of these components are highly correlated with each 

other (e.g. correlation between property rights and freedom from corruption is 

0.93). This study selected and used following variables from this index (as de-

fined in Miller, Holmes, Feulner (2009)): 

 

Government Spending: Excessive government spending could create problem 

and leads to inefficiency, bureaucracy, and low productivity.  

 

Business Freedom: is defined as the right of individuals to create, operate and 

close business without governmental interference (Miller and Holmes (2009)). 

Excessive regulations such as licensing requirements, bureaucracy related 

problems, business registrations problems and other arbitrarily enforced regu-

lations are expected to discourage entrepreneurship (McMullen, Bagby, and 

Palich 2008). 



Research Papers 

 

499 

 

Monetary Freedom: is defined by stable currency and market determined prices. 

When effective monetary policy is enforced long term plans become feasible 

and individuals can invest in many venues. 

Additionally following measures used to determine difficulties associated with 

opening business: 

 
Table 1: Definitions and calculations of variables

Variables Definition and Calculations Data Source

HT Hospitality and Tourism Entrepreneurship (ISIC ver3,4 = 55) GEM

Other Other than HT,  agricultural, and governmental Entrepreneurs GRM

GovSpending Government Spending EFI

BusFreedom Business Freedom EFI

MonFreedom Monetary Freedom EFI

StartBuspronum Starting a Business Procedures (number) The World Bank

StartBusCost Starting a Business Cost (% of income per capita) The World Bank

DCPPRO Dealing with Construction Permits Procedures (number) The World Bank

DCPCost Dealing with Construction Permits Cost (% of income per capita) The World Bank

RPPRO Registering Property Procedures (number) The World Bank

RPCost Registering Property Cost (% of property value) The World Bank

Ecpro Enforcing Contracts Procedures (number The World Bank

ECCost Enforcing Contracts Cost (% of claim) The World Bank

Economic Freedom

Ease of Doing Bus.

 
 
RESULTS 

 

In the GEM data, there was over 1 million people surveyed in 78 countries from 

2001to 2009. Out of those people, 84,362 of them are considered as early stage 

entrepreneurs, and 5,998 of them considered themselves as hotel and tourism 

entrepreneurs (7.1 percent of early stage entrepreneurs activity occurred in 

HT). 

The correlation analysis indicates multicollinearity is not a major concern 

and that is also confirmed with VIF (Variance Inflation Factors) values.  

Overall, HT entrepreneurs range from 0.01 percent in United Kingdom 

(2006) to as high as 4.3 percent in Venezuela (2003). When we compare ad-

vanced economies (as gathered from IMF 2011 report) to developing economies 

(this term is highly arguable, we define it as countries are not in the IMF ad-

vanced economies list) there are some significant differences. Analysis shows 

that there are significant (t=9.28) difference between means of HT entrepre-

neurs: for example, developing economies have higher percentage of HT entre-

preneurship (1.08 percent) compared to advanced economies (0.35 percent). 
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While original argument was when economies advance they might move to-

ward service economy, it seems that developing countries have higher interest 

in the HT entrepreneurship than the advanced economies. The explanation be-

hind this could be related to lower entry barriers associated with HT industry, 

especially higher unemployment and other economic factors might push peo-

ple to the HT field where relatively low investment and technical expertise are 

required. This concept could be interesting topic to study. 

Due to nature of data this study utilized panel regression analysis. Random 

effect approach as confirmed by the hausman test (Chi2=13.31 p=0.274) used to 

investigate further. Multiple models were analyzed to determine differences 

between HT and other entrepreneurs under different conditions (advanced and 

developing economies). Initial analysis and visual confirmation shows normali-

ty problems (Shapiro Wilk W=0.706 p=0.00) in the dependent variables, to solve 

the problem log of percentage of entrepreneurs used. Due to this transfor-

mation, coefficient results became percentage of changes in the dependent var-

iable.  

As mentioned earlier, more analysis was done to differentiate advanced 

economies and developing economies, additionally percentage of entrepre-

neurs in other areas (excluding agriculture, fishing and governmental activi-

ties-SIC code 1 and 9) was used to see if HT industry have differences from 

other industries. 

As we can see from the table, all models are significant but model 6. First 

model explains 51 percent variance in the HT entrepreneurship. Government 

spending positively and monetary freedom negatively effects the HT entrepre-

neurship. While starting business procedures and starting business cost effects 

HT entrepreneurship positively, dealing with construction permits procedures 

has negative effect on the HT entrepreneurship. When we analyzed the data 

dividing into advanced and developing economies some of the differences be-

came apparent. While in the advanced economies government spending had 

positive and significant effect, in developing countries it becomes non-

significant. Starting business procedures also significant in developing econo-

mies but it is non-significant in advanced economies. Also in HT entrepreneur-

ship decision negatively affected by construction permit procedures in devel-

oping economies but non-significant in advanced economies. The government 

spending seems to be significant for HT entrepreneurs but not the other indus-

tries in developing economies. The government spending becomes significant 
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for HT entrepreneurs in advanced economies but becomes non-significant for 

others.  

 
Table 2: Panel Regression Results

Model 1 Model 2 Model 3 Model 4 Model 5 Model 6

PercentHT PercentHT PercentHT Other Other Other

Advanced=0 Advanced=1 Advanced=0 Advanced=1

GovSpend 0.0152*** 0.00952 0.0134* 0.0125*** 0.0105* 0.00809

(3.78) (1.40) (2.45) (3.98) (2.33) (1.42)

BusFreedom -0.0187 0.00184 -0.0156 -0.00762 0.00382 -0.0161

(-1.62) -0.11 (-0.74) (-0.85) -0.34 (-0.73)

MonFreedom -0.0263* -0.0187 -0.0305 -0.016 0.00122 -0.015

(-2.17) (-1.22) (-1.19) (-1.55) -0.11 (-0.55)

StartBuspronum 0.0595+ 0.107* -0.107 -0.00116 0.0523+ -0.113

(1.71) (2.35) (-1.38) (-0.04) (1.65) (-1.37)

StartBusCost 0.00761+ 0.00659 0.0825* 0.00822* 0.00695* 0.035

(1.78) (1.46) (2.44) (2.26) (2.22) (0.96)

DCPPRO -0.0424*** -0.0436** -0.000895 -0.0175+ -0.0128 0.0178

(-3.32) (-2.92) (-0.03) (-1.90) (-1.47) -0.52

DCPCost -0.0000459 -0.0000869 0.00143 -0.0000535 -0.000113 0.00163

(-0.28) (-0.48) -1.15 (-0.41) (-0.97) -1.22

RPPRO -0.0258 -0.0664 0.0453 -0.000595 0.0059 0.0143

(-0.69) (-1.28) -0.79 (-0.02) -0.18 -0.24

RPCost 0.0245 0.0175 -0.043 -0.00459 0.0166 -0.0671

(1.21) (0.61) (-1.06) (-0.28) (0.86) (-1.53)

Ecpro -0.00693 -0.0102 -0.0198 0.0156 0.00242 0.0175

(-0.41) (-0.41) (-0.62) -1.19 -0.16 -0.53

ECCost -0.00636 -0.00548 -0.0281 -0.00302 -0.000238 -0.0461*

(-0.94) (-0.71) (-1.47) (-0.54) (-0.04) (-2.36)

_cons -2.269 -3.675+ -1.486 2.513* 0.396 4.262

(-1.43) (-1.84) (-0.48) -1.96 -0.29 -1.3

N 161 87 74 170 93 77

R-Squared 0.51 0.42 0.41 0.35 0.39 0.28

chi2 94.15 33.44 29.39 70.86 35.83 16.01

p 0.00 0.00 0.00 0.00 0.00 0.14

z-statistics in parentheses ="+ p<0.10 * p<0.05  ** p<0.01  *** p<0.001"  
 

One of the important outcomes from this study is that HT entrepreneurs re-

act differently to some of the chosen variables than other industries. Thus, this 

results could give some clues to decisions makers to focus if they want certain 

industries to flourish. 
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INTRODUCTION 

Beaches are a vital coastal resource and a precondition to successful tourism 

development. Resent research shows that when looking for a destination where 

to enjoy the sea and sun tourists tend to choose the Croatian coast. In Croatia 

today, beaches are underutilized resources. Beach management in Croatia is 

carried out by regional and local self-governments that have varying success in 

fostering development in accordance with beach usage and burgeoning user 

demands.  

This paper examines legal and other solutions that profoundly affect beach 

management quality. Given the broader, economic and socio-environmental 

significance of beach management today, the authors explore management 

mechanisms and analyse the level of coordination among institutions.  

The purpose of the paper is to analyse the interdependence of local admin-

istration and the involvement of local communities in beach-management deci-

sion making. The paper aims to identify the influences and effects of manage-

ment structure that directly impact development processes and sustainable 

beach management. Research methodology includes an overview of projects 
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for improving the effectiveness of beach management and understanding the 

importance of beaches as resources.   

Worldwide, beaches are an important source of revenue. Recently in Croatia 

there is growing interest in tapping into the recreational and commercial poten-

tial of beaches. The total length of Croatia’s coastline (islands and mainland) is 

5,835.3 km, placing Croatia far ahead of all Adriatic countries (74%). Croatia’s 

coastline is well indented (a coefficient of 11.10; second in the world) with 

many islands (1,246; first in the Mediterranean, next to Greece). Croatia’s seven 

Adriatic counties are reckoned to have over 2,000 beaches, of which Primorje-

Gorski Kotar County accounts for 375.  

  
LITERATURE REVIEW 

 

Williams and Micallef (2009) define beaches as accumulations of unconsolida-

ted materials (e.g. sand, gravel, clay or mixtures) that extend seaward from the 

landward edge of the beach (e.g. a dune scarp or seawall) to the sea depth at 

which there is no significant sediment movement.  

Beaches can be classified according to a broad spectrum of physical, natural 

and anthropogenic factors, including sea physics, phytogenic sediment compo-

sition, colour, shape, stability, the conservation of natural habitats and species, 

naturalness, usage and environment. 

Marković et al. (2010) suggest that beaches should be seen as multidimensi-

onal natural systems incorporated into larger coastal systems encompassing the 

interactions of natural, sociocultural and management systems.  

Simm at al. (1995) define beaches as complex systems uniting land and sea, 

as exceptionally valuable natural habitats and as vital areas to which specific 

social and economic conditions are closely linked. Accordingly, a beach is a highly 

valuable resource, in terms of its natural, social, economic and recreational potential, 

which is threatened by harmful influences from numerous natural and other actions, 

especially human activities.  

Few papers dealing with beaches can be found in the Croatian literature. 

Most of the literature refers to projects (COAST), studies, guidelines, etc. (Mar-

ković 2006, 2007).  

According to Anić (Anić  ) a beach is “the area alongside a sea, river or lake 

adapted to bathing”. The main difference between beaches at rivers and lakes 

and sea beaches is that the former may be in an ownership regime while the 
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latter are part of the marine domain. The marine domain is a common good, 

meaning that it is not and cannot be subject to an ownership regime; it is res 

extra commercium, meaning goods outside commerce (Kundih, 2005).  

Generally speaking, a beach is part of a marine or freshwater shore adapted 

for bathing. It can be a completely natural or artificially built part of the shore, 

adapted to ensure easy access for bathing. Beaches with amenities provide faci-

lities such as restaurants, coffee bars, toilets and showers, as well as sports and 

recreational facilities and services. Because safety is today a vital element of 

tourism, more and more beaches provide lifeguarding and first aid services. 

Beaches are now seen as safe recreational environments providing enjoyment 

to all members of society. Kovačić (2010) argues that beaches are increasingly 

seen as highly valuable social, economic and national resources requiring effec-

tive management. The focus of global tourism, beaches are becoming an icon of 

modern tourism and are considered a major economic factor on the tourism 

market.  

As people have more leisure time, they find these recreational areas increa-

singly appealing, giving rise to expectations in terms of quality and choice. The 

result is the need to develop an efficient scheme for the classification, evalua-

tion and management of beach areas (Simm 1995, Cendrero 1997, Defeo 2009, 

Kovačić 2012). 

In many countries, local government has the authority to pass by-laws per-

taining to public beaches and beach management. However, most provisions 

concerning beach management are contained either in broader legal acts dea-

ling with coastal zone management or in certain sectoral provisions. Especially 

important to beach management is legislation (WHO 2001) dealing with water 

quality, beach safety, beach nourishment and protection, beach access, and the 

protection of vital ecosystems such as dunes. Also important is the duty-of-care 

concept which involves the responsibility of either private operators or mem-

bers of the public (William et al. 2009). Many authors (Simm et al. 1995, Ozhan 

1996, Kovačić 2010) agree that good beach-management practice is based on the 

knowledge of scientists, experts and the local community.  

METHODOLOGY 

There has been little systematic research of beaches to develop a management 

strategy that would be based on establishing the actual or approximate number 

of beaches. A number of reasons exist, ranging from the fragmented competen-

ce of coastal zone management in Croatia and the lack of funding to the small 
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number of institutions and experts operating in this area. The research, studies 

and projects conducted indicate the need to unify: 
 

 Reports and databases on bathing-water quality (a signatory of the Barce-

lona Convention on environment protection, Croatia was among the first 

to implement the programme ) 

 The profile and cartographic presentation of beaches in Primorje-Gorski 

Kotar County and Dubrovnik-Neretva County  

 Initiatives to research the natural or recreational values of beaches 

(COAST project or BARE  scheme) 

 Individual studies for managing selected beaches 

 The beach-thematizing project Adriatic Sea Stars of Kvarner (2013),  

 The beach-thematizing project One Thousand Croatian Beaches (2014), 

currently underway. 

 

Beach management in Croatia can be viewed from the perspectives of sea 

protection, the environment and competence. According to the Maritime Do-

main and Seaports Act (Official Gazette   ) and the Concessions Act (Official 

Gazette 143/12), the regional self-governments (counties) and the local gov-

ernments (towns/municipalities) are the competent authorities. This enables the 

institute of concession or concession licences to be implemented, while the 

purpose of beach management is to maintain or improve beaches as recreation-

al resources. In Croatia, beach concessions are usually granted by the regional 

self-government but, in some counties, by the local administration as well. The 

public administration mostly stipulates the conditions of beach usage, with fo-

cus on carrying capacity and the maximum number of beach equipment al-

lowed (Jovičić 2008, Marković et al 2010).  

RESULTS  

Because of the administrative division of Croatia into counties, beach manage-

ment authorities are in charge of small geographical areas. While inter-county 

beach management practices may differ somewhat, they must meet the criteria 

of integrated coastal zone management and uniform application.  

Croatia still lacks a comprehensive scheme for the valuation of beach re-

sources and the beach environment. A beach classification database has been 

created at the national level but includes only beaches at which water sampling 

in performed. Regional governments have different approaches to this issue. 
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Primorje-Gorski Kotar County possesses a beach cadastre with information 

concerning beach type, length, and position within a specific location. Split-

Dalmatia County has developed a marine domain assessment model that in-

cludes an overview of activities, ecological and economic valorisation, and ma-

rine domain assessment criteria. The model assists in making decisions in 

beach management. Most counties in Croatia use a geographical information 

system to process data. GSI-based data processing is increasingly being used, 

especially by decision makers because it displays highly abstract data in an 

easy and user-friendly way. This, however, is where the problem of profession-

al and intellectual resources and their competencies may arise.  

At the local level, management is based on marine domain management 

plans adopted by towns/municipalities and is carried out through concession 

licences or by municipal service companies. In recent years local governments 

have shown a willingness to take charge of beach management in their admin-

istrative territory through the institute of concessions. Thus local government is 

additionally motivated to directly manage beach resource development in ac-

cordance with existing spatial plans.  

In 2013, “Adriatic Sea Stars”, a beach thematization project, was launched in 

Primorje-Gorski Kotar County to raise the awareness of all stakeholders con-

cerning coastal region preservation and identify the economic effects of increa-

sed tourist traffic and tourist spending.  The expected project outcomes are inc-

reased satisfaction of tourists with the quality and offering of beaches, greater 

opportunities and new jobs for residents. The project’s special objective is to 

thematically differentiate beaches and adjust them to specific target groups, 

and to encourage the design of new theme beaches.  

 

CONCLUSION AND IMPLICATIONS 
 

A basic guideline of good beach management at the local level suggests parti-

cipation of citizens in decisions concerning the use of public goods, and part-

nerships between local authorities, civil society organizations and the private 

sector. The experiences of other countries and a methodological approach to 

beach evaluation are additional tools for effective and sustainable beach mana-

gement.  

The commercial use of beaches in Croatia is based on concessions or conces-

sions licences. While applying for a concession is a simple procedure, granting 

one is complicated and time-consuming. Causing legal uncertainty, frequent 
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changes in laws and by-laws should be avoided in the future. The concession 

awarding procedure should also be simplified.  

 Because beach management has a much broader economic and socio-

ecological meaning today, it should be based on sustainable development prin-

ciples. Guidelines for effective management primarily refer to developing intel-

lectual resources, coordinating between institutions (national, regional and lo-

cal), ensuring pro-activity and being oriented toward the future. Scientists and 

professionals need to recognize their role and take action to preserve this valu-

able asset for future generations. 
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INTRODUCTION 

The Islamic Tourism Education (ISTE) seeks to provide aims, knowledge, and a 

conceptual framework for tourism education programs in the context of Islamic 

tourism. ISTE also seeks to promote Islam as a way of life in term of tourism 

activities. The needs for ISTE development will be highlighted in this research. 

The objectives of this study are 1) to understand Tourism Education Future Ini-

tiative (TEFI) values that have relationship with Islamic values, 2) to develop 

Islamic Tourism Education (ISTE), and 3) to identify the demand for Islamic 

Tourism Education (ISTE) in the industry and education system. A qualitative 

approach through case study is the most suitable method to be conducted in 

this study. Personal Interviews will be conducted with academia to identify 

what qualities, knowledge and values that are being promoted by Islam. Then 

the values will be integrated with TEFI values in developing Islamic Tourism 

Education (ISTE) and to be introduced in tourism programs. A total of twenty 

(20) organizations for a case study approach will be selected. The outcome of 

the study is hoped to provide an insight of Islamic values and its integration 

with TEFI values to develop Islamic Tourism Education. ISTE are hoped to 

produce quality, skill and holistic students upon graduating. This study will 

also fulfil the needs of the government as tourism is one of the 12 National Key 

Economic Areas (NKEA) to drive the nation’s economic growth under Malay-
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sia’s Economic Transformation Programme (ETP) with a target of 2020:36:168 

to be achieved. 

Recognized as one of the major industry that provides foreign exchange and 

job employment, travel and tourism industry has grown into global economic 

powerhouse. In 2012 more than 260 million jobs employment, more than US$70 

billion investment and US$1.2 trillion in exports, stated by the World Travel & 

Tourism Council (WTTC). In January 2011, Pew Research Center's Forum on 

Religion & Public Life reported that the world's Muslim population will increa-

se from 1.6 billion in 2010 to 2.2 billion by 2020 and Muslims will make up 

26.4% of the world's total projected population of 8.3 billion in 2030 (Pew Rese-

arch on Religion & Public Life Project, retrieved from www.pewforum.org).  In 

2011, 12.3% of the total global outbound tourism expenditure are come from 

Muslim tourist with 126,124 US $ million (Global Muslim Lifestyle Tourism 

Market 2012 Report – Crescent rating & Dinar standard). Based on this report, 

the number of Muslim tourist will increased, their necessity, needs and wants 

are differ from other tourist and the hospitality that need to accommodate for 

this tourist also differ.  Based on research that had been conducted, the most 

sought by Muslim tourist are “Halal Food” (67%), followed by “Overall price” 

(53%), and “Muslim-friendly experience” (49%), (Global Muslim Lifestyle Tou-

rism Market 2012 Report – Crescent rating & Dinar standard). 

The above research stressed the opportunity in developing Islamic Tourism 

Education (ISTE) by proposing education system with Islamic values within the 

education system especially within the Islamic countries. To develop further in 

the system, concept of Islam need to be comprehends first where; Islam is both 

a religion and a comprehensive way of life. Whereby, Islam is not a new reli-

gion, but it is the same truth that God revealed through all His prophets to 

every single man.  

Beside Islamic values Tourism Education Futures Initiative (TEFI) will be in-

tegrated to develop Islamic Tourism Education (ISTE). TEFI highlighted by 

Sheldon, Fesenmaier, & Tribe, (2011) seeks “to be the leading, forward-looking 

network that inspires, informs and supports tourism educators and students to 

passionately and courageously transform the world for the better”, improving 

the tourism education system by applying the TEFI values to the participants of 

their study comprising of students, academicians and practitioners.  The intro-

duction of TEFI was based on the discussion and concern of educators regar-

ding the future of graduates entering the tourism industry (Wallis & Stepoe, 

2006; Sheldon, Fesenmaier, Wӧber, Cooper, & Antonioli, 2008). TEFI had five 
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values that participant need to have upon graduation namely ethics, stewards-

hip, knowledge, professionalism and mutuality. These values can be interlea-

ved in the higher education system as scholars give high interest on tourism 

higher education (Airey, 2005; Ayikou, Tribe, & Ariey, 2009; Ateljevic, Pitchard, 

& Morgan, 2007; Dwyer, Edwards, Mistilis,  Scott, Cooper & Roman 2007; 

Echtner & Jamal, 1997; Hsu, 2005; Gretzel, Jamal, Stronza, & Nepal, 2008; Jen-

nings, 2001; Pearce, 1993; Ritchie 1993; Sigala & Baum, 2003; . Sheldon et al., 

(2008), emphasized that students are entering into the uncertain future, thus 

they need to be equipped with different skills, aptitudes, and knowledge.  

The unpredictable future of tourism, such as the emerging market of Islamic 

tourism is noticeable in the recent years.  The tourism sectors are now marke-

ting Islamic tourism activities and packages to cater for Muslim markets.  

 
LITERATURE REVİEW 

 

The outline of this literature review is the significance variables related to this 

study. This section aims to clarify the relationship between TEFI Values, Isla-

mic Values in developing Islamic Tourism Education (ISTE). Firstly, Tourism 

Education Futures Initiative (TEFI) is reviewed, which is then followed by Is-

lamic values. Later, it has been attempted to clarify the relationships of the va-

lues as Islamic Tourism Education values (ISTE values) and the development 

Islamic Tourism Education (ISTE). To explain further on development of ISTE, 

concept of Islamic Tourism will be elucidated. 

 
TOURISM EDUCATION FUTURE INITIATIVE (TEFI) 

 

The Tourism Education Future Initiative (TEFI) was developed by few tourism 

educationalists and the industry. TEFI and its values are introduced by Sheldon 

et al., (2011) due to the changing environment in tourism sector. Explicitly TEFI 

has the following mission: "TEFI seeks to provide vision, knowledge, and a 

framework for tourism education programs in promoting global citizenship 

and optimism for a better world." Meanwhile the vision of TEFI is as follow: to 

reform tourism education in global scale and facilitate the tourism industry that 

is embedded in its basic values; 1) Ethics, 2) Mutuality, 3) Stewardship, 4) 

Knowledge and 5) Professionalism. Tourism Education Future Initiative are 

hoped to enable student or participant to survive in the ambiguous future upon 

graduation they with the embodied values. 
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ISLAMIC VALUES  

As been proposed in this study, TEFI values will be assimilated with Islamic 

values. List of Islamic values that are suitable with education in the context of 

tourism and hospitality industry will be highlighted in this literature review 

from the interview with the respondent. Main Islamic values will be elaborated 

in this literature review. 

 
SINCERITY INTENTION 

 

A student should ensure that he has no corrupt intention or any worldly moti-

ve when acquiring knowledge. He should acquire knowledge with sincerity for 

the pleasure of Allah SWT and to secure his Aakhirah. Prophet Muhammad 

(PBUH) has said: “Every action is based on its intention and every man will 

receive according to his intention.” 

Definitions of these values in term of Islamic perspective are defined in this 

section. The integration of these values is essential for catering the increasing 

number of Islamic tourist.  

 

"And He provides for him from (sources) he never could imagine. And if any 

one puts his trust in Allah, sufficient is (Allah) for him. For Allah will surely 

accomplish his purpose: verily, for all things has Allah appointed a due pro-

portion." [Q 65:3] 

In coherence with the above verse, tawakal or reliance literally means faith, 

confidence, or trust to the Creator. In Islam tawakal had a deep meaning with 

the base of tawhid, whereby we gives our trust in Allah s.w.t after we had given 

our best in going something. Tawhid can be defined as the act of believing and 

affirming that Allah s.w.t is one and there no other above Him. The root of 

tawakal are reliance and dependence, people place trust and reliance to the Cre-

ator in term of world affair and hereafter (Deen) and people will depend on Al-

lah s.w.t as He is the disposer in human affair. Tawakal involves in 1) be-

lief/trust, 2) dependence/reliance, and 3) action/act. (The Levels of Tawakkul: 

Trust and Reliance on Allah (2012). Retrieve from http://www.islam21c.com) 

Taqwa or piety literally means quality of being religious or reverent. Allah 

had emphasised the concept of Taqwa numerous times in the Quran in order to 

emphasise its relevance and significance to the Muslims.  
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“O you who believe! fear Allah as He should be feared and die not except in a 

state of Islam" [Q 3:102].  

 

“And unto Allah belong all that is in the heavens and all that is on earth. And, 

verily, We have recommended to the people of the Scripture before you, and to 

you (O Muslims) that you (all) fear Allah, and keep your duty to Him, but if 

you disbelieve, then unto Allah belongs all that is in the heavens and all that is 

in the earth, and Allah is Ever Rich, Worthy of all praise.” [Q 4:131].  

Taqwa in essence means god consciousness, being conscious of Allah in all 

our actions and affairs this will lead student in doing the right deeds. Other 

definition of taqwa are from Shaykh Al-Islam Ibn Taymiyah, he outline that 

taqwa “includes doing everything that Allah has enjoined whether it is obligatory or 

recommended, and avoiding all that He has forbidden, whether it is forbidden or disli-

ked” (Khushaim, 1971). 

 
RESEARCH METHOD  

This study aims to integrated TEFI values with the proposed Islamic values in 

developing Islamic Tourism Education. Thus, a qualitative approach through a 

case study is the most suitable method to be conducted. A case study is suitable 

for complex research and it requires exploration and explanation within the 

specific context especially when the area of research is new or not well studied. 

This method delineates the topic generally concentrate on contextual conditi-

ons and the phenomena with interview as a main paradigm.  In depth informa-

tion can be obtained through interview with academia from Islamic education 

background in Malaysia. A total of five to twenty organizations and universi-

ties for a case study approach are sufficient with a total of about ten respon-

dents to be interviewed from each organization. 

 
REFERENCES  

Airey, D. (2005). United Kingdom. In D. Aiery & J. Tribe (Eds.), An international handbook of tourism 

education (pp. 271-282). Oxford, UK: Elsevier 

Al-Hamarneh, A. and Steiner, C. (2004). “Islamic tourism: rethinking the strategies of tourism deve-

lopment in the Arab world after September 11, 2001”, Comparative Studies of South Asia, 

Africa and the Middle East, 24(1), 173—182 

Ateljevic, I., Pritchard, A., & Morgan, N. (2007). The critical turn in tourism studies. Oxford, UK: Elsevier 

Ayikoru, M., Tribe J., & Ariey, D. (2009). Reading tourism education: Neoliberalism unvield.  An-

nals of Tourism Research, 36 (2),  191-221 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

514 

Barber, E. (2011). Case Study: Integrating TEFI (Tourism Education Futures Initiative) CoreValues 

into the Undergraduate Curriculum. Journal of Teaching in Travel & Tourism. 11 (1), 38-75 

Brimi, H. (2009). Academic instructors or moral guides? Moral education in America and the 

teacher‟s dilemma. Clearing House,  82, 125-130 

Delener, N. (1990). The Effects of Religious Factors on Perceived Risk in Durable Goods Purchase 

Decisions, The Journal of Consumer Marketing, 7(3), 27-38.  

Dwyer, L., Edwards, D., Mistilis, N., Scott, N., Cooper, C., & Roman, C. (2007). Tredns underpinning 

tourism until 2020: An analysis for key drivers for change.Gold Coast, Qld, Australia: 

Sustainable Tourism CRC 

Echtner, C. M., & Jamal, T. B. (1997). The displinary dilemma of tourism studies. Annals of Tourism 

Research,24 (4), 868-883 

Esso, N. and Dibb, S. (2004). Religious Influences on Shopping Behaviour: An Exploratory Study, 

Journal of Marketing Management, 20, 683-712.  

Goldsmith, A., & Zahari, S. (1994). Hospitality Education in Malaysia: Filling the skill gap. Interna-

tional Journal of Contemporary Hospitality Management, 6 (6),  27-31. 

González, J., & Wagenaar, R. (2003). Tuning educational structures in Europe. Informe final - Proyecto 

Piloto, Fase Uno. Bilbao: Universidad de Deusto. 

Gretzel, U., Jamal, T. B., Stronza, A., & Nepal, S. K. (2008). Teaching international tourism: An in-

terdisciplinary, field-based course. Journal of Teaching in Travel and Tourism, 8 (2-3),  261-282.  

Henderson, J.C. (2003). “Managing tourism and Islam in peninsular Malaysia”, Journal of Tourism 

Management, 24 (4), 447-456 

Hirschman, E.C. (1981). American Jewish Ethnicity: It’s Relationship to Some Selected Aspects of 

Consumer Behaviour, Journal of Marketing, 45, 102-110. 

Hsu, C. (Ed.). (2005). Global tourism higher education: Past, present, and future. New York, NY: The 

Haworth Hospitality Press 

Jennings, G. R. (2001). Do I or don’t I teach them? Journal of Teaching in Travel and Tourism, 1(4),  26-38 

Khushaim, `Al Fahm (1971). Ahmad Zarruq his life and works, Durham theses, Durham University. 

Retrieved at Durham E-Theses Online: http://etheses.dur.ac.uk/7919/ 

Kumar, R. (1996).Research Methodology: A Step-by Step Guide for Beginners. London, SAGE Publishers.  

Munar, A. M., & Montaño, J. J. (2009). “Generic competence and tourism graduate”, Journal of Hos-

pitality, Leisure, Sport & Tourism Education, 8 (1), 70-84 

Othman, N., Tarmudi, S., & Taha, R (2013), Marketing of Islamic Tourism: Transformation and 

Discovery of Values in Tourism and Hospitality from Islamic Perspectives. Proceeding 5th 

Advances in Tourism Marketing Conference: Marketing Places and Spaces: Shifting Tou-

rist Flows. 2-5 October 2013, Vilamoura, Algarve, Portugal.  

Pearce, L. (1993). Defining tourism study as specialism: A justification and implication. Teoros Inter-

national, 1, 25-32 

Ritchie, J. (1993). Educating the tourism educators: Guidelines for policy and program develop-

ment. Teoros International, 1 (1), 9-23 

Sigala, M., & Baun, T. (2003). Trends and segues in tourism and hospitality higher education: Visi-

oning the future. Tourism and Hospitality Research, 4 (4),  77-86. 



Research Papers 

 

515 

Sheldon, P. J., Fesenmaier, D., & Tribe, J. (2011). Special Issue: Tourism Education: Activating 

Change in Tourism Education Futures Initiative (TEFI). Journal of Teaching in Travel & To-

urism. 11 (1),  2-23 

Sheldon, P. J., Fesenmaier, D., Wӧber,K. Cooper, C., & Antonioli, M. (2008). Tourism education 

futures, 2010-2030: Building the capacity to lead. Journal of Teaching in Travel & Tourism. 7 

(3), 61-68 

Wallis, C., & Steptoe, S. (2006, December 10). How to bring our schools out of the 20th century. New 

York Times, 21-22 

Lebanese Muslim Association (2010). Retrieved January 02, 2014 from http://www.lma.org.au  

Malaysia Islamic Tourism Centre (ITC) (2012). Retrieved November 29, 2013 from 

http://www.itc.gov.my 

Pew Research Religion & Public Life Project (2011). Retrieved January 02, 2014 from 

http://www.pewforum.org  

The Levels of Tawakkul: Trust and Reliance on Allah (2012). Retrieved January 02, 2014 from 

http://www.islam21c.com  

 
 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 516-519,  
03 – 07 June 2014, Istanbul, Turkey 
Printed in Turkey. All rights reserved 

ISBN: 978-605-4940-25-7 

 

 

 
Investigation of Travel Constraints in a Non-Western Context:   

A Case Study of Iranian Women 

 

 
Moji Shahvali 

Department of Recreation, Park & Tourism Management 

The Pennsylvania State University, USA 

E-mail: moji@psu.edu 

 
Deborah Kerstetter 

Department of Recreation, Park & Tourism Management 

The Pennsylvania State University, USA 

E-mail: debk@psu.edu 

 
Reihaneh Shahvali 

Department of Sociology 

Shiraz University, Shiraz, Iran 

Email: rojo_sh90@yahoo.com 

 

 
 

 

INTRODUCTION 

Research has documented that traveling for pleasure can lead to multiple bene-

fits for the traveler such as escape from the everyday environment, bringing 

family members together; exploring and evaluating oneself, learning some-

thing new, and relaxing and social interactions (Chen & Petrick, 2013; Cromp-

ton, 1979; Dolnicar, Yanamandram, & Cliff, 2012; Falk, Ballantyne, Packer, & 

Beckendorff, 2012; Gilbert & Abdullah, 2004; McCabe & Johnson, 2013). These 

benefits are not being realized by a sizeable number of people in the world, 

however, because they experience constraints that limit their desire to travel or 

how often they travel. The topic of constraints has received a great deal of at-

tention from leisure researchers who developed the Hierarchical Constraints 

Model (HCM: Crawford, Jackson, & Godbey, 1991) to guide their research. A 

handful of tourism researchers have used the Model to guide their studies of 

constraints to travel, but have had limited success. Thus, the purpose of this 
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research is to provide a modified constraints framework “grounded” in data 

from individuals who have experienced pleasure travel.  

 
LITERATURE REVİEW 

 

The main body of empirical research activity in the area of leisure constraints 

dates back to the 1980s. Back then, leisure constraints were atheoretical, not 

operationally defined, and were considered barriers that come in between an 

individual’s preferences and participation (Crawford & Godbey, 1987). In 1991, 

Crawford et al. introduced the HCM, which was based on the notion that three 

constraint types or dimensions (i.e., intrapersonal, interpersonal, and structur-

al) affect leisure participation. Since then the HCM has been applied primarily 

in recreation activity contexts, modified to include antecedents such as motiva-

tion, and challenged as researchers have found that individuals negotiate 

through constraints in order to participate in preferred activities (e.g., Hubbard 

& Mannell, 2001; Jackson, Crawford & Godbey, 1993). In a travel context, scho-

lars have generally employed the HCM model or modified it by adding items 

to the dimensions. Most have found that the constraint dimensions do not ne-

cessarily load as expected, leading to questions about its validity in different 

cultural settings.  

Given the challenges levied on the HCM, Crawford et al. (1991, p. 318) ar-

gued: “given the poorly understood nature of antecedent constraints (e.g., int-

rapersonal and interpersonal) and the processes whereby they operate, explora-

tory research is recommended as an initial step.” But their recommendation 

was not heeded as most studies on perceived constraints to date rely heavily on 

quantitative methods (Chen, Chen, & Okumus, 2013; Kerstetter, Zinn, Graefe, 

& Chen, 2002; Oh, Oh, & Caldwell, 2002). Thus, the purpose of this research is 

to provide a modified constraints framework “grounded” in data from Iranian 

women who have travelled for pleasure. According to Livengood & Stodolska 

(2004) Muslim women should be the focus of constraints research as they may 

experience unique constraints due to their beliefs in modesty in dress, speech 

and everyday behavior, as well as some social, political and religious re-

strictions. 

 
 METHODOLOGY 

 

Convenience sample of 26 women in Iran were invited to participate in focus 

group interviews. A semi-structured protocol consisting of 8 questions guided 
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the discussion during the 6 focus group interviews. The interviews were con-

ducted in the native language (i.e., Farsi) and digitally recorded. The focus 

group interviews lasted from 18 to 61 minutes.  

 
RESULTS 

 

Coding of the data is on-going, but initial results suggest that the perceived 

travel constraints of Iranian women are either structural, intrinsic or culturally 

imposed extrinsic constraints. Interviewees pointed to the effect of these con-

straining factors on their decision to travel, the destinations they choose to visit, 

the length of their stay, and the kinds of activities they participate in at the des-

tination(s). Also, initial results suggest that perceived constraints differ prior to 

and during the experience at the destination.  
 

CONCLUSION AND IMPLICATIONS 

 

The results of this research suggest that culture is an important moderator of 

perceived leisure constraints. This finding is in line with what Arab-

Moghaddam et al. (2007) and Chick and Dong (2005) have argued. They believe 

that these categories are too individualistically oriented; human beings are highly 

social animals and our norms guide both our intrapersonal and interpersonal 

relationships. Norms are superordinate to individuals’ agency and interperso-

nal relationships; even prior to some structural variables like gender and race, 

which often legitimate who can or cannot access an activity.  

As for the implications of this study, knowing why people do not travel at 

all or why they do not travel more is critical for tourism planning and marke-

ting (Chen et al., 2013; Nyaupane & Andereck, 2008). Eliminating travel const-

raints and enhancing travel opportunities can increase local employment op-

portunities in the host communities; tax revenues; economic diversity; people’s 

sense of well-being in various life domains such as material life, community 

life, emotional life, and health and safety (Kim, Uysal, & Sirgy, 2013); and ove-

rall quality of life (Dolnicar, Yanamandram, & Cliff, 2012). 
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INTRODUCTION 

There is no doubt that Corporate Social Responsibility (CSR) is one of the hot-

test topics today, both in academia and in boards of directors. It is much under 

discussion all around the world, endorsed and actively promoted by key global 

institutions such as the World Bank, the OECD, the UN and the EC. Although 

the concept of CSR is widely discussed in theory and practice, there is no gene-

ral agreement about its definition. Because an in-depth examination of definiti-

ons of CSR goes far beyond the scope and purpose of this study, it doesn’t 

examine the various theories. For relevant are adopted those definitions given 

by the EC, where CSR is seen as “a concept whereby companies decide volun-

tarily to contribute to a better society and a cleaner environment by integrating 

social and environmental concerns in their business operations and in their in-

teraction with their stakeholders” (COM, 2001). 

According to the European Commission, CSR can make a significant contri-

bution towards sustainability and competitiveness (COM, 2011). Due to this 

reason, it is part of the Europe 2020 strategy for sustainable growth. CSR is mo-

re relevant than ever in the context economic crisis. It can help to build (and 

rebuild) trust in business, which is vital for the health of Europe's social market 

economy. It can also point the way to new forms of value of creation based on 

addressing societal challenges, which may represent a way out of the crisis. 

Until recently, CSR is regarded as the trademark of large multinational corpo-

rations (MNC) and expensive pleasure to small and medium enterprises (SME). 

Since CSR evolved from charities in mindset, since value-driven concept increa-

singly shift the concept value-added, CSR has become a necessity for any mo-

dern and self-respecting company regardless of its size. Especially in times of 

economic crisis, however, SMEs often find it difficult to separate tangible and 
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intangible resources for defining and implementing CSR strategies. Therefore 

much desired business socializing run at a relatively slow pace. 

Based on all mentioned issues this paper presents a model for integrated 

CSR in the tourism sector, focusing on one trend of recent years, namely Food 

tourism. The purpose of the model is to create preconditions for easy and not 

expensive integration of responsible practices, targeting social and ecological 

benefits, but also increased competitiveness of the tourism enterprises. The 

model focuses furthermore on one area of CSR, which often takes a back seat 

compared to the more widely environmental or human resources practices, 

namely local community development. 

 

Food tourism 

- Definition 

 
Fig.1: Source: World Food Travel Association, 2013  

 

In recent years, Food Tourism has grown considerably to one of the most 

dynamic and creative segments of tourism. With food so deeply connected to 

its origin, this focus allows destinations to market themselves as truly unique, 

appealing to those travelers who look to feel part of their destinations through 

its flavours. (WTO, 2012). It becomes very popular topic for many authors and 

researchers, investigating different aspects of food tourism. Henderson (2009) 

provides a comprehensive review of publications, addressing the links between 

food, tourism, tourists and food as a tourism product. Mostly the definitions 

offered by different authors (WTO, 2012; WFTA, 2013; Hall&Sharples, 2003) 

considered food as a reason for travel. Often the terms culinary, gourmet and 

food tourism used synonymously, but with clear trend of imposing last name. 

Even the World Association of Culinary tourism changed its name in 2013 by 
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the World Association for Food Travel. For the purpose of this study is relevant 

adopted the following definition: 

 

- Food tourism is tourism which primary or secondary tourist attraction is the food 

and/or technology for its production or processing (Gendzheva, 2014). 
 

- Why local food? 

 

Food tourism has different manifestation, trials to typology depend on the 

type of the food or the visited event /venue is made in different papers (WTO, 

2012; Henderson, 2009). A research of World Food Travel Association (WFTA, 

2013) targeting the culinary tourist, highlights the leading role of the tourist-

lokalist (Tab.1). Authentic cuisine has become one of the most interesting tou-

rist attractions, important part of tourist products. Increasingly, the new age 

tourist avoids the modern concepts for the past decades - the mass All inclusive 

tourism and embarks on a search for new emotions, experiences, tastes, diffe-

rent lifestyles, away from stress, bustle and anonymity of the highly technolo-

gical urbanized lifestyle. This trend creates a movement in tourism – the mo-

vement of the tourist Lohas (Lifestyle of Health and Sustainability), meanwhile, 

recognized by the tourism industry as a growing factor, one of the sought after 

and desirable clients. The proposed model attempts to capture all those trends. 

 

 

Type Primary % Secondary % Tertiary% 

Gourmet 8.1 7.4 11.3 

Authentic 8.8 9.8 10.7 

Localist 11.0 11.7 10.4 

Ecletic 9.2 10.7 9.2 

Organic 8.9 9.9 8.0 

Budget 7.3 6.3 6.7 

Innovative 5.4 5.8 6.6 

Vegetarian 3.3 2.4 2.3 

Tab.1: Source: World Food Travel Association, 2013  

 

Another defining aspect for the model except the trend towards local cultu-

re is the changed attitudes to food in general. Several factors lead to a signifi-
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cant deterioration in the quality of food today and this has its negative impact 

on human health. As a result, food has become a criterion for quality for life, 

and strives to eat a healthy and clean food produced without artificial impuri-

ties and harmful substances becomes to conscious lifestyle. If a few years ago 

the food as part of the trilogy of tourism (accommodation, food and transport) 

was not important, today it is an important factor in the production of tourism 

products. 

 
THE MODEL OF CSR  
 

Detailed description of the model and its justification is presented in the 3rd In-

ternational Forum for Responsible Tourism, Romania (Gendzheva, 2014). For 

the purposes of this study it is limited by the details and focusing on its concep-

tual framework. Many tourism companies want to use more local products, but 

complained about the lack of contacts to local farmers and confidence in the 

quality of production by small producers. For that reason the presented model 

proposes the following steps: 

 

1. Step: Establishing a system of short (local) supply chains of food by creating 

regional Food Hubs as a consumer cooperatives or NGOs, especially for the 

purposes of the tourism industry. 
 

Hundreds of food hubs exist already in the USA, build mostly with the 

purpose to help local farmers to rich new markets. Actually, the given definiti-

ons by the United States Department of Agriculture (USDA) is: “A regional food 

hub is a business or organization that actively manages the aggregation,  distribution, 

and marketing of source-identified food products primarily from local and regional pro-

ducers to strengthen their ability to satisfy wholesale, retail, and  institutional de-

mand.”(USDA, 2012) 

Regional food hubs are defined less by a particular business or legal structu-

re, and more by how their functions and outcomes affect producers and the 

wider communities they serve. Main characteristics of a regional food hub are: 

organizes the aggregation, distribution, and marketing of primarily regionally 

produced foods from multiple producers to tourism enterprises; buying from 

small to mid-sized local producers whenever possible; works closely with pro-

ducers to ensure they can meet buyer requirements by either providing techni-

cal assistance or findings partners that can provide this technical assistance; 

uses product differentiation strategies (group branding, sustainable production 
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practices as certified organic, minimum pesticides, or “naturally” grown or rai-

sed)to ensure that producers get a good price for their products; aims to be fi-

nancially viable while also having positive economic, social, and environmen-

tal impacts within their communities, as demonstrated by carrying out certain 

production, community, or environmental services and activities. 

 

2. Step: Priority use of the products registered by the Food Hub for the compila-

tion of tourism products:  
 

- Hotels/Restaurants: by using registered by the Food Hub local foods as 

ingredients for the production of their offers; 

- Travel agency/Tour operators: through the use of hotels and restau-

rants offering food prepared by local food ingredients from Food Hub 

members, and by promoting local food as a tourist attraction and the 

region as authentic destination. 

 
3. Step: Labeling the regional food tourism and measuring the CSR of the Food 

Tourism Supplier  

As the main purpose of this model is to create conditions for easy integra-

tion of socially responsible practices in the tourism enterprises, it should be no-

ted that an integral part of CSR is its communication with stakeholders. To ac-

hieve this communication, the model proposes a label of tourist sites, which 

makes apparent to the end user two major factors: the availability of regional 

food products and the extent of their use. The use of regional products such 

ingredients may be indicated for example by  

introduction of a label or a local brand, showing that the relevant restaurant 

offers regional produced food. The model provides further an indication of the 

degree of used regional foods by measuring the quantity and building an index 

of regional food. Depending on this level is proposed to introduce a categoriza-

tion of 1/2/3 stars that will help the end user to navigate to what extent the res-

taurant offers regional produced food. 

 
METHODOLOGY 

 
The model is presented by the National Conference “Culinary and Hospitality 

– a Factor for successful development of Tourism”, 27-28 February, Bulgaria. 

After the presentation is organized a discussion involving 20 representatives of 

academics and professionals in the field of food tourism, including 5 represen-
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tatives of department Food in hotels on the Bulgarian Black Sea coast, 3 journa-

lists on tourist themes, 5 representatives of tour operators offering culinary to-

urs, 4 scientific experts in the field of tourism and gastronomy, 1 organizer of 

local culinary festival and 2 chefs. The results of the discussion are summarized 

and analyzed in order to display the strengths and weaknesses of the proposed 

model. 

 
RESULTS 

 

Analysis of the comments of the discussion group can be codified to SWOT 

analysis as follows: 

 

CONCLUSION AND IMPLICATIONS 
 

The proposed model produces great interest of the expert audience of tourism 

industry, to which it is presented and they believe, it can be successfully app-

lied and will serve for increasing the competitiveness of both companies and 

sector level. Therefore, the model has good potential for practical application 

with high performance. It should however be noted that this paper does not 

claim sufficient scientific justification, and presents the conceptual framework. 

Through further analysis and studies of consumer attitudes for example, can be 

derived relationships between the model and the competitiveness of companies 

implementing it, as well as their impacts on society. 
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INTRODUCTION 

There has been a growing interest in tourism destination branding among both 

academics and destination marketing practitioners over the last decade. Croatia 

has been no exception with national, regional and local branding strategies be-

ing usually tackled within destination development or marketing plans. Jud-

ging, however, from current destination management practices in Croatia, the-

re does not seem to be sufficient understanding of the destination branding 

process on either the consultants’ or the stakeholders’ side. This research study 

aims to address stakeholder dynamics as these may bear on the readiness and 

capability of Croatian destinations to engage in branding. 

LITERATURE REVIEW 

With increasing competition among in many ways similar destinations, Mor-

gan, Pritchard and Pride (2004) see the brand, and no longer just the price and 

the product, as the key factor of destination success. In fact, a number of influ-

ential authors in the field, including Anholt (2009), Olins (2004), Kotler and 

Gertner (2002), argue that, similar to branding of goods and services, tourism 

destinations can be branded to differentiate themselves by projecting memo-

rable, powerful and convincing brand images. Olins (2004) and Anholt (2007) 
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stress that destination branding involves discerning the ‘truth’ about a destina-

tion and communicating a ‘competitive identity’ which is relevant to its targe-

ted consumers and which all stakeholders can identify with and support in 

their activities. Unlike, however, the process of branding goods and services 

which is carefully orchestrated and controlled by the owner, destination bran-

ding is a much less structured, participatory and consensus building process 

among often a large group of diverse players with diverse interests. As such, 

destination branding faces several challenges with Pike (2008) pointing to three 

broad areas where additional research efforts should be directed, namely a bet-

ter understanding of stakeholder dynamics in establishing brand identity, as-

sessing the possibilities for destinations to generate effective brand positioning 

strategies in as heterogeneous markets as those encompassed by tourism and 

measuring brand equity in terms of (re)shaping destination image or genera-

ting customer loyalty. 

METHODOLOGY 

Focusing on the Croatian tourism board system, accommodation providers, 

large public sector companies managing assets in the public domain and on 

different levels of executive government as the key stakeholder groups in tou-

rism destinations, the research study ascertains their understanding of destina-

tion branding, their expectations of the branding process and the perception of 

their own role in destination brand management. The research is being conduc-

ted through structured in-depth interviews with representatives of the above 

described stakeholder groups selected in a manner to allow for conclusions to 

be made with respect to national, regional and local decision making levels. 

The data will be analysed using content analysis tools. 

RESULTS 

Despite the concept’s growing popularity, destination branding extending be-

yond the production of visual identity elements is still not often practiced in 

Croatia. Although this is undoubtedly linked to the fact that tourism planning 

is currently performed by about a third and strategic marketing planning by 

less than a quarter of the country’s tourism destinations, it may also be a reflec-

tion of other ‘blockages’ within the ‘destination system’. It is expected this first 

time research effort to analyse the state of ‘destination branding thinking’ 

among key destination stakeholders in Croatia will provide insights as to addi-
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tional factors which may be deterring destination branding practices in the co-

untry.  

CONCLUSION AND IMPLICATIONS 

Being very much a tourism oriented country (direct contribution of tourism to 

the country’s GDP is approximately 8%), Croatia and particularly its sea-side 

resorts are eager to embrace destination branding which would take them be-

yond the current ‘family sun and sea holiday destination’ image. The country’s 

new ‘Tourism Development Strategy’, adopted in April of 2013 and just 

months ahead of Croatia joining the European Union in July 2013, considers 

branding a key stepping stone to increased market penetration and higher tou-

rist expenditures ultimately contributing to Croatia’s improved competitive-

ness on the international tourism market. 

Although destination branding is being adopted industry-wide in Croatia as 

a strategic orientation, every-day practice of brand implementation lags be-

hind. Research points to critical gaps in stakeholder understanding of destina-

tion branding and, particularly, in the role stakeholder relations play in this 

process. Implications for destination management, extending beyond the bor-

ders of any one destination, are obvious. Ignoring the gaps could erode a desti-

nation’s market position in face of increasing competition, while bridging them 

requires innovative tools in the education of very diverse and not necessarily 

receptive stakeholder groups. 
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INTRODUCTION 

The Mekong’s Vietnamese name, Cuu Long means the nine Dragons, which by 

mere coincidence is the number of mouths which terminate the flow of this 

great river as it is swallowed up by the sea. 

Mekong Delta is the vast delta is formed by the alluvium deposited by the 

multiple arms and tributaries of the Mekong River with natural area about 

40,553.1 km21, is located adjacent to the Southeast region, north of Cambodia to 

the southwest of the Gulf of Thailand, southeast of the South China Sea. Ave-

rage annual amount of water of the Mekong River provides about 4,000 billion 

cubic meters of water and about 100 million tons of alluvium deposited for rice 

supply of the region. This is the equatorial climate is favorable to the develop-

ment of agriculture and growing rice other food crops. 

Mekong Delta’s 13 provinces and city: An Giang, Ben Tre, Bac Lieu, Ca 

Mau, Dong Thap, Hau Giang, Kien Giang, Soc Trang, Long An, Tien Giang, Tra 

Vinh, Vinh Long provinces and Can Tho city. With population is about 

17,330,900.00 people, live in multi-ethnic as Kinh, Khmer, Chinese, 

Cham...among them are followers of dieverse religious beliefs including Budd-

hism, Catholicism, Cao Dai, Hoa Hao and Islam with the unique culture 

expressed through festivals, village, traditioal customs, cultural and historical 

monuments become the resources humanities tourism values. 

 
                                                                                 
1 According to the General Statistics Office of Vietnam, Ha Noi, 2011 
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Resources for tourism development 

Mekong Delta region has the potential to developing tourism. This place is 

blessed with intricate river systems, with the Mekong River silt rich, intricate 

canal system interference and mountains, forests, wetlands ... create so many 

verdant orchards, many bird sanctuary is the endless potential for eco-tourism 

development, gardens, rivers, Phu Quoc island (Kien Giang province) with 

hundreds of islands undulating sea windy shore; landscape painting Seven 

mountains (An Giang province); mangroves Ca Mau (Ca Mau province), ... has 

gone down in history as a legend, along with the vast rice fields ... really appea-

ling and attractive. 

Besides, human resources need to be exploited here is based on ethnic and 

cultural factors, customs, rituals, festivals, historical monuments are very valu-

able in terms of history, culture, art, science, archeological buildings waist .. to 

creat the mark cultural characteristics of Vietnamese, Chinese, Khmer, Cham ... 

who living here. 

Currently, the Mekong Delta provinces have got about 211 craft villages, ac-

counting for 10% of villages in the country and about 50% of agricultural hou-

seholds is considered craft production occupations. An Giang village to Broca-

de, jaggery, pottery village of Vinh Long, Soc Trang Pia cakes, sausages, Ben 

Tre coconut is clamped, the handicrafts items from coconut trees, ... 

Traditional Arts: Folk dance is also an interest of tourism product develop-

ment being noticed. Necklace and opera, dating to meet the Nine Dragon River 

reflects psychology, personality garden. 

Ethnic music and dance is a type of tourism product development being no-

ticed. Necklace and opera, dating to meet the Nine Dragon River reflects psyc-

hology, personality garden. Living oratorio dating repartee on both river enco-

unters lyrical loving, considerate exchange of passionate love, just as the occa-

sion of the release of sexual desire and fertility for thousands of years. 

 
LITERATURE REVIEW 
 

A geographical area (city, region, village, that a particular guest (or segment of 

guests) choose for its leisure objective). Therefore the destination is the compe-

titive uint in the incoming tourism market. The destination has to be run as a 

strategic business unit. 
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Destination contain a number of basic element which attract the visitor to 

the destination and which satisfy their needs on arrival. These basic elements 

can be broken down into attractions (the must see) or “must dos” and the other 

remaining elements (Cho. B. H 2000 “Destination”, in J. Jajari (Ed), Encyclopa-

edia of Tourism, Routuedge, London and Newyork). 

Tourism product is a series of interrelated services, namely services produ-

ced from various companies (economically), community services (social aspect) 

and natural service. According Suswantoro (2007:75) on substantially the un-

derstanding of tourism products “is obtained and the overall services felt or 

enjoed by tourists since he left hi residence to the tourist destination of his cho-

ice and to return home where she origionally  departed”. Tourism product is 

the inclusion of a whole tourism package to meet the clients expectations. The-

se would include accommodation, tourism, meals, entertainment, transport 

among others. It can be divided into a local product to encourage the citizens to 

participate or international products for revenue collection. 

 
METHODOLOGY 
 

This research is desiged to use quantitative method by using self – adminit-

stered questionnaire with closed Department of Culture, Sport and Tourism of 

Mekong Delta provinces. The researchers uses the list of the Report of  the Pro-

ject of Mekong Delta tourism development to 2020, (2010) for Institute for Tou-

rism Development Research (ITDR) to find the travel routes that are active in 

their Mekong delta provinces. The researchers also obtained name the General 

Statistics Office of Vietnam, Ha Noi (2012), and method of analysis and synthe-

sis, and method of Compare and contrast of destination attraction products 

which attract the visitor to the destination and which satisfy their needs on ar-

rival. These basic elements can be to plan traveling route in the Mekong Delta 

provinces, Vietnam. 

 
RESULTS 
 

Planning travel route for destination tourism products in the Mekong Delta 

provinces, VietNam to become the sustainable tourism destination by 2020 loo-

king forward to 2030. 
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1. Destination products from local tangible cultural heritage 

- Visiting the Vietnameses’ temples and pogodas, Khmer’s pagodas, Chi-

neses’ temple, the cathedral, Cham’s mosques, ancient houses, Frech vil-

las, House of Bac Lieu.. 

- Visiting the historic arts and culture, monuments, learn culture – his-

tory, revolutionary relics, revolutionary monuments, museums. 

 

2. Travel Route for Destination products from local and world Intangible cultural heri-

tage 

- Visiting the Festivals and events: cultural traditional festival, Ba Chua 

Xu festival, fruit and rice festival, traditional villages, whale festival, 

Cow racing festival… 

- Visiting the Traditional villages: pearl farming, winemaking processes 

sim, fishing nets, pepper, fruit trees, Pia cakes, Ta Nien mat weaving 

villages, net weaving village… 

- Visiting the Religious and rituals tourist: Pilgrimage tourism, spiritual 

tourism in Ba Chua Xu temple, Sam mountain.. 

- Visiting the Performing arts: “Đon ca tai tu” (the world intangible cultu-

ral heritage), “hat boi” (classical theatre and folk song), “nhac le” (cere-

monial music), Chôl-chnam-thmay (happy new year of Khmer), múa 

bóng rỗi (dance performances spare ball), Ba Chua Xu spiritual temple. 

 

3. Destination products from Sport and recreation 

- Visiting the dragon boat racing, Ngo racing boat, canoeing on the river 

rowing on canal, floating marketing in the river,.. 

- Visiting the Casino in Phu Quoc Island, folk games, … 

 

4. Destination products from Sea, rivers, canals, forest 

- Visiting the racing sailing, boats, Ngo boat, fishing squid, shrimp, crab, 

fish…in the river and sea 

- Visiting the large and small islands, the dunes on the river; floating 

markets in the river; pearl farming village on the sea.  

- Sightseeing Tours river, sea, canal, fruit gardens,  

- Leisure for healthy and medical, staying the luxury resort islands (in 

Phu Quoc – Kien Giang province 
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5. Destination products from Disaster regions 

- Visiting the disaster areas, floods, fires, crop failures, relief for poor fa-

milies in almost Mekong’s Delta provinces. 

 

6. Destination products from Foods and Beverages 

- Food: For enjoying the local cuisine specialties: Traditional dishes, Lau 

Mam (Mixed vegetable and meat hot pot); Ca kho to (dry –boiled cat-

fish); Ca nuong trui (bare fried fish); Goi buoi  (Salad of shaddock),… 

- Beverages: Sim fruit wine, Go Den wine, Rice wine, coconut wine, fruit 

juice… 

 

7. Destination products from Business  

- Attending MICE in Phu Quoc Island, leisure, hospitality, study, semi-

nas, international Conferences. 

 

8. Destination products from living community 

- Travel experience life the people, combine people stay at ho-

mes/communities, living and doing with people, travel community le-

arning. 

 

9. Destination products from Substainable tourism 

- Visiting the Ecotourism (or rural tourism) in the primary forest, mang-

roves, tour gardens such as: the forest, plains and rivers.  

- Visitng the urban and ancient town tourism, village tourism, tangible 

culture. 

 

10 . Destination products from inter-regional and inter-national 

- Visiting  and buy goods in the duty-free shop at international border ga-

tes, and the commercial center of trade between two countries Vietnam 

and Cambodia as: Tinh Bien, Xa Xia 

 
CONCLUSION AND IMPLICATIONS 
 

The development of tourism destination product from tourism resources plays 

an important role in economic development - culture - society of the joint Me-

kong Delta provinces, Vietnam. Developing tourism destination products in a 

sustainable way means restructuring the economy, create jobs and contribute to 

poverty reduction and improved livelihoods families. Although abundant tou-

rism resources and diverse natural landscape with river systems, canals, is-
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lands create unique tourism product of this places, along with tourism resour-

ces of human to the cultural and historical monuments, the Don Ca Tai Tu So-

uthern of the world cultural intangible heritage and other cultural intangible 

value created panorama of development tourism products here.  

Therefore, the Mekong Delta provinces have product development in tou-

rism development planning of destinations, areas, routes, location, specific tou-

rist products in a sustainable manner by 2020 looking forward to 2030, it beca-

me attractive tourist destination, peaceful and friendly. 
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INTRODUCTION 

It has been a common belief in modern societies that providing more choices 

and varieties is beneficial to consumers. However, recent studies has reported 

negative impacts when the number of choices increases (Scheibehenne, Greif-

eneder, & Todd, 2009). This phenomenon is named as choice overload effect, 

hypothesizing that decision-makers, when facing too many options, experience 

cognitive overload that leads to negative perceptions (Schwartz, 2004) such as 

dissatisfaction, post-decision regret (Iyengar & Lepper, 2000), or choice with-

drawal (Park & Jang, 2013). In addition, most research in consumer behavior 

implicitly emphasize that consumers make choices or decisions for themselves 

(Polman, 2012). Yet, there are situations when people make decisions on behalf 

of others (e.g., consultants are hired to make decisions on behalf of the organi-

zation, or a friend is asked to help buying a birthday gift, etc.). It is intuitively 

agreed that people who make decisions for themselves are different from them 

making decisions for others while research has not fully understood how and 

why these differences happen (Polman, 2012). This paper hypothesizes that 

there is choice overload in travel decision making for self vs. for other.  
 
REGULATORY FOCUS 

 

Research has shown that people who make choice for others tend to search for 

more information than making their own choices (Kray, 2000). Furthermore, 
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Jonas and Frey (2003) reveal that participants who are instructed to act as 

choosing a trip for a friend or a travel agent recommending a trip for a client 

look for more information than participants who are told to make decisions for 

themselves. These findings are consistent with certain behaviors from individ-

uals with a particular regulatory focus (Higgins, 1987).  

Regulatory focus theory (Higgins, 1987) suggests that human behaviors are 

dominated by two fundamental goal classifications: ideals and ought. Ideals 

represent hopes, dreams, wishes, and aspirations (e.g., travelling around the 

world), whereas ought refers to obligations, duties, and responsibilities (e.g., 

taking kids to a vacation during their summer holidays). When people pursue a 

certain goal, they adopt a regulatory focus, which specifies their intentional 

and motivational orientation (Higgins, 1987). There are two types of regulatory 

focus: a promotion focus and a prevention focus. For example, a promotion-

focused person may see travel as an activity to explore and be exposed to dif-

ferent cultures while a prevention-focused individual may travel to stay away 

from stresses at work. Promotion focused people aim at achieving as many pos-

itive outcomes as possible, while prevention focused people are more con-

cerned with minimizing negative outcomes (Higgins, 1987). 

The eagerness of promotion-focused individuals and caution of prevention-

focused individuals result in various judgments and decisions (Pham & Chang, 

2010). For example, people who are promotion-focused are more likely to ac-

cept new options and take risks. In contrast, prevention-focused people are 

more conservative and skeptical (Pham & Avnet, 2004) because they prefer cer-

tain, ongoing, and proven actions over new options. The eagerness of seizing 

opportunities of promotion-focused people lead them to favor larger choice-

sets with many available options because excess amount of options might en-

hance their goal pursuit. In contrast, the caution of potentially making poor 

decisions of prevention-focused people encourage them to cautiously consider 

only a small choice-set to avoid making mistakes. This theoretical proposition 

is proposed by Pham and Higgins (2005), and then empirically tested by Pham 

and Chang (2010).  

Using regulatory focus theory, Polman (2012) explained the underlying dif-

ference between decision-making for self versus for others. The author com-

pared participants making choices for themselves versus for others via series of 

experiments across contexts of choosing paint swatches, wine, and ice-cream 

flavors. He proved that people activated a promotion-focused (prevention-

focused) approach when making a choice for someone else (themselves). Sub-
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sequently, promotion-focused (prevention-focused) people were satisfied 

choosing among many (few) options.  

Regulatory fit (Higgins, 2000) provides a theoretical explanation for Pol-

man’s above findings. The notion of regulatory fit arises when individuals 

evaluate whether means to pursue a goal are compatible with their own regula-

tory focus. Given that promotion focused individuals are keen on seizing more 

opportunities and looking for new options, there is a greater regulatory fit if 

they can pick an alternative among the large choice-set compared to the small 

choice-set. They believe that they are able to maximize their goal by looking at 

the large choice-set instead of the small choice-set. Thus, a limited choice-set 

indicates to promotion-focused individuals that the best possible option is ab-

sent. In contrast, when prevention-focused individuals face an extensive 

choice-set, they would indicate that unsatisfying choices are present (Polman, 

2012); therefore, they prefer fewer choices. 

Polman’s (2012) study extends Pham and Chang’s (2010) findings by con-

cluding that people who make decisions for themselves activate a prevention 

focus and are less satisfied when choosing among many options compared to 

few options. However, people who make decisions for others activate a promo-

tion focus and they more satisfied when choosing among many options com-

pared to few options. However, Polman’s experiments were limited in simple 

decision situations like choosing ice-creams flavors. Therefore, there is possibil-

ity that people in either self or other condition might not get involved in the 

choice task seriously and that would affect Polman’s findings.  

 
CONSTRUAL LEVEL THEORY (CLT) AND PSYCHOLOGICAL DISTANCE 

 

Psychological distance measures how much an object is detached or unde-

tached from another object (Trope & Liberman, 2003). This refers to the Con-

strual Level Theory (CLT), which suggests that people perceive objects or 

events in high-level or low-level of construal. High-level construal includes ab-

stract, general and de-contextualized thoughts. Whereas, low-level construal is 

more concrete, specific and context-based. For example, when thinking of go-

ing on vacations, a person would have thoughts of high-level construal such as 

staying away from a busy working schedule or low-level construal such as en-

joying spa services at a particular resort, having dinner top recommended res-

taurants etc. 
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According to CLT, psychological distance systematically influences how 

events or objects are evaluated (Trope & Liberman, 2010). For events taking 

place to ‘us’, we are more likely to think of low levels or concrete construal. On 

the other hand, for events taking place at somewhere to ‘others’, we are more 

likely to think in a high level or abstract construal. Consequently, people who 

construe an event at abstract (concrete) terms are more likely to weight desira-

bility (feasibility) concerns more strongly (Liberman & Trope, 1998). This CLT’s 

central premise is named as abstraction hypothesis such that people with high-

level construal perceive their options interchangeable; hence, lessening the 

need to look for options in large choice-sets. Therefore, people with high-level 

construal may not perceive the large choice-set valuable. In contrast, people 

with low-level construal tend to look for differences among options. Highlight-

ing these differences makes the option distinct and less interchangeable. Hence, 

people will require a large choice-set to have more chances to match their pref-

erences.  

However, CLT’s feasibility/desirability hypothesis tells us another story. There 

is consistent research about positive relationship between psychological dis-

tance and the focus on the importance of desirability attributes compared to 

feasibility ones (Liberman & Trope, 1998). Particularly, when people focus on 

the desirability of what large choice-sets offer (e.g., variety seeking or prefer-

ences matching), they prefer large choice-sets than small choice-sets. However, 

when people focus on the feasibility of large choice-sets (e.g., choice difficulty), 

they prefer choosing from small choice-sets (Chernev, 2005). This means that 

psychological proximal (distal) consumers prefer to choose from small (large) 

choice-set. This feasibility/desirability hypothesis is contrast to what abstraction 

hypothesis predict about choice overload, but similar to the regulatory focus. 

From opposite predictions from abstraction and feasibility/desirability hy-

potheses, Goodman and Malkoc (2012) attempt to solve the confusion with ex-

periments across time and space. They set the boundary conditions of choice 

overload such that abstraction hypothesis would affect choice when trade-off 

information about feasibility/desirability is not salient. However, they have not 

tested the social distance aspect (self vs. other) of psychological distance. From 

the discussion of regulatory focus and psychological distance, we postulate that 

people who make travel decisions for themselves (others) perceived the value 

of large choice-sets less (more) when feasibility/desirability trade-off infor-

mation is salient. 
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CONCLUSION AND IMPLICATIONS 

 

The paper suggests that when people are primed to think about or showed fea-

sibility/desirability trade-off information, proximal decisions (e.g., ‘now, ‘here’, 

‘to us’) lead to higher weighting for feasibility attributes and lower weighting 

for desirability attributes, hence, will have low perceived values for large 

choice-sets. In contrast, once that information is not salient, distal decisions 

(e.g., ‘later’, ‘there’, ‘to other’) perceive higher similarity between options, and 

hence, customers have low perceived values for large choice-sets. This paper 

contributes to psychological distance literature and expands our understanding 

about CLT such that increasing psychological distance would reduce the effect 

of choice overload, depending on the salience of feasibility/desirability trade-

off information. 

Regarding managerial implication, while research on negative effects when 

having too many choices has been growing, the recommendation to offer fewer 

choices seems undesirable for retailers and businesses. Retailers may feel reluc-

tant to reduce their assortment size because this weakens their competitiveness 

(Levy & Weitz, 2001). Hence, retailers or service providers in tourism context, 

who aim to offer a large variety of choices, may activate the CLT’s abstraction 

process (i.e., no feasibility/desirability trade-off information) when people mak-

ing decisions for themselves or activates the promotion focus when making 

decisions for others. The reason is that people in these conditions will focus on 

the quality of large choice-sets (i.e., desirability) or maximizing their positive 

outcomes (i.e., promotion focus), leading them to prefer the large choice-sets 

and not getting overloaded by the number of choices. Hence, business must be 

carefully in choosing the text and design of their branding and advertising to 

provoke correct regulatory focus, avoid regulatory ‘misfit’ and wrong trade-off 

information. 
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INTRODUCTION 

Being a tool of tourism policy tourism information centers are closely related to 

the aims, the overall application, and the institutions responsible for the im-

plementation of the national, regional and local tourism policy in Bulgaria.  

Bulgarian National tourism policy is still bearing some of the characteristics 

of the early transition period: dominating pragmatism (a reactive approach to 

emerging problems and lack of a wholesome integrated concept for tourism 

development in Bulgaria), the integrated institutional basis creating conditions 

for partner cooperation among all stakeholders at national, regional and local 

level is still under construction, limited and fragmented application and im-

plementation (concerning the territorial structures for regional marketing, a 

national network of tourism information centers, a tourism supply quality sys-

tem, etc.) 

At present an attempt is under way to change the tourism policy through a 

transition to a conceptual tourism policy using the provisional Master Plan de-

veloped by the Ministry of Economics and Energy (MEE) for sustainable tour-

ism development in Bulgaria (specific measurable objectives lacking in it) and 

through legal regulation of the rules and conditions for tourism activities and 
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the institutional basis of the tourism policy outlined in the Tourism Law (pub-

lished in 2013). 

In 2007 a Decree for the Organization of the Uniform Tourism Information 

System was passed defining it as an “electronic database including data from 

the National Tourism Register (NTR), tourism statistical data and tourism in-

formation managed by an information system” and it is created for the purpose 

of effective management and development of the tourism sector in Bulgaria. 

One of the eight groups of objects included in the NTR are tourism information 

centers (TIC). 

In the period 2007-2013 due to the lack of legal regulation for TIC their es-

tablishment, naming, functions and operations are according to the specific 

opinion and assessment of the corresponding management subjects and organ-

izations.  

For the first time in the Tourism Law (2013) in Article 57 (1) a legal defini-

tion of TIC is formulated: “A Tourism Information Center is the place where 

the activity defined by Article 57 (2) and regulating its fundamental functions 

and services is being implemented” that being namely “tourists information 

service, promotion and popularization of tourism in the respective territory”. 

The aim of establishing a network of TIC in the country is related to their 

role as an element of the Uniform Tourism Information System as well as an 

tool for the tourism policy implementation by the Minister of economics, ener-

gy and tourism. According to Article 6 of the Tourism Law he is responsible for 

ensuring the National Tourism Information Center’s activities; organizes the 

maintenance of the Uniform Tourism Information System, organizes the keep-

ing and actualization of the National Tourism Register (NTR). 

The paper aims at analyzing and evaluating Bulgarian Tourism law from 

the viewpoint of the role played by Tourism Information Centers (TIC) as a tool 

for sustainable territorial tourism development and management. 

 
METHODOLOGY 

 

Main methods used are: content analysis of Bulgarian Tourism law and the 

survey method using a telephone and e-mail structured questionnaire. The 

sample consists of 50% of the whole statistical population. The methods of 

analysis and synthesis are also widely used. In order to make an inventory of 

all existing TIC numerous municipality web sites and popular tourism portals 

have been visited and investigated.  
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RESULTS  

The TIC activities regulated by the Tourism Law (2013) are outlined in three 

main spheres: 

 

- Information service to the tourists 

- Promotion 

- Popularization of tourism in the respective territory 

 

These functions and activities are closely related to the role of TIC as an el-

ement of the receptive services system totally oriented towards visitors and 

tourists servicing. The focus of the Tourism Law lies mainly with the estab-

lishment and maintenance of a database, respectively provision of a thorough 

and exhaustive information about the destination characteristics and for the 

services provided concerning all elements of the tourism system – accommoda-

tion and catering establishments, natural and cultural tourism attractions, 

sports and entertainment facilities and their promotion and popularization. 

A very important managerial function is lacking in the law – the monitoring 

function for the purposes of formulation and implementation of the national 

tourism policy. 

The range of the activities and the scope of work done by the TIC depends a 

lot on its character – whether it is oriented towards direct (at the place) tourist 

consumption or not, and its locality – at a tourist attraction or site or elsewhere, 

as well as on its specific central or peripheral location. 

Based on a telephone and e-mail survey of 45 out of 60 tourism information 

and visitors centers it was established that at present TIC are performing  8 

functions and key activities (represented to a varying degree in various TIC) 

these being: 

- informational; 

- promotional; 

- administrative; 

- intermediary; 

- booking (reservations); 

- commercial; 

- educational; 

- supporting tourism development 
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The survey revealed that the typical activities of TIC given below are much 

more numerous (over 20) in comparison with a survey conducted in 2007 in the 

framework of the PHARE Program which cited only 9 activities. These are: 

 

1. Information services to destination visitors; 

2. Information services to potential clients and visitors via telephone, 

mail, e-mail, etc; 

3. Gathering, keeping and actualization of information about the local 

tourism business and tourist services; 

4. Establishing and maintaining contacts with the local business in rela-

tion with the destinations tourism supply; 

5. Advising society about the destination; 

6. Conducting theme presentations and lectures introducing the destina-

tion and various sites and objects in it] 

7. Organization of various seminars and workshops related to various 

tourism aspects, e.g. natural environment protection in the destination; 

8. Organization of student internships; 

9. Conducting informal educational seminars; 

10. Organization of special animation programs for children and grown 

ups; 

11. Commercial activity – souvenirs, local products retail] 

12. Promotion of the local tourism product and/or separate tourism ser-

vices; 

13. Promotion of services provided by the TIC; 

14. Development and supply of tourism products and services; 

15. Development and supply of tourism promotional materials; 

16. Development of strategic, marketing and promotional plans for tour-

ism development in the destination’s or municipality’s territory;  

17. Joint work with local authorities and local NGO sector in the field of 

tourism and in support of its development in the destination; 

18. Presentation of the destination at tourism fairs and exhibitions; 

19. Generation of resources for the budget through development and par-

ticipation in projects of the EU structural funds; 

20. Marketing studies of the effective tourist demand in the destination; 

21. Consultancy, training and education of local hoteliers and other tourist 

services suppliers. 
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The survey results show that TICs themselves realize the importance of 

their managerial function and this is the reason for including in their activities 

list not only those related to the receptive services but also some typically man-

agerial functions.  

 

Present Tourism Information Centers 

The 2013 survey established that in 2013 the officially registered in the NTR – 

MEE TICs are 76 plus one online center for national promotion while an unoffi-

cially conducted investigation revealed the existence of additional unregistered 

84 information centers  (www.planinite.info), www.strannik.bg  

www.bgrego.eu, etc.). Their number has tripled in the period 2007-2013 – from 

55 in 2007 to 160 in 2013. The list of TIC both registered and unregistered has 

various titles though the name “tourist information center” is prevailing. 

Among the registered 76 TICs 9 have different names: 

 

- Municipal tourist bureau; 

- Tourist society “…..”; 

- “Tourism Council” society; 

- Municipal tourism information center; 

- Information center; 

- Cultural information center; 

- Tourist information and educational center; 

- Tourist information and training center; 

- Environmental, information and visitors center 

 

Among the unregistered TICs elaborated in the course of the present study, 

there are also 9 names different from “tourism information center (TIC): 

 

- Environmental center; 

- Environmental information center; 

- Municipal tourist bureau; 

- Tourism Council; 

- Green center; 

- Tourist center; 

- Tourist and environmental information center; 

- Sports and tourist club 

- National park’s information center. 

 

http://www.planinite.info/
http://www.strannik.bg/
http://www.bgrego.eu/
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Further investigation was directed towards centers having in their names 

definitions like “visitors” and “environmental”. The results show that they are 

typical for the information centers functioning at protected territories such as 

“natural park”, “national park” and natural sites. The investigation of the visi-

tors information centers within the administrations of Bulgarian natural parks 

(NP) showed that out of 11 NP 9 have got such visitors information centers. 

None of them is registered with the NTR. They represent sections of the Forest-

ry Executive Agency at the Ministry of food and agriculture. Their main func-

tions are environmental protection, educational communication and manage-

ment. Related to these is the wide spectrum of activities performed concerning 

primarily the protection and conservation of the biological and landscape di-

versity (as a main task of the section as a whole) as well as the organization of 

visitors and information centers which perform all activities and functions 

characteristic for any TIC.  

Their names are quite diverse – 7 different names for 9 centers the main dif-

ference being the key definition and distinguishing word – either “visitors” or 

“environmental”: 

- visitors center; 

- visitors information center; 

- environmental center; 

- environmental information center; 

- environmental information and visitors center; 

- information center; 

- information and visitors center.  

 
CONCLUSION AND IMPLICATIONS 

 

The analysis and evaluation of the Tourism law from the viewpoint of estab-

lishing a national network of Tourism Information Centers (TIC) for the aims of 

the territorial tourism development management reveals the following serious 

problems: 

A) Related to the construction of a database for tourist attractions as an ob-

ject of information dissemination: d non-systematic enumeration of the tourist 

objects without clear definitions of their nature and character. No specific direc-

tions about the range and the content of the databases which have to be created 

and maintained by municipalities are given which makes the task about their 

establishment unfeasible.  
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B) Related to the role of TIC as an tool for territorial tourism development 

There is a contradiction between the requirements for various bodies and 

organizations to be registered in the NTR. On the one hand such a registration 

is voluntary, on the other hand the Tourism region management organization - 

TRMO (established by Article 17 (1) of the Tourism law) which is also created 

using the voluntary principle requires a compulsory registration in the NTR 

from its members. 

Our opinion is that all subjects operating on the territory of a given munici-

pality as “tourism objects” according to the Tourism law have to be registered 

in the NTR for the aims of statistical monitoring and registration as well as for 

the aims of planning, controlling, regulating and coordinating all activities re-

lated to sustainable tourism development which are an inseparable part of mu-

nicipalities’ responsibilities. 

Otherwise it may happen that the most active tourism agents remain out-

side the institutional framework being an important element of national tour-

ism policy. This in its turn leads to a possible risk concerning the quality of the 

offered tourist product, respectively the visitors’ and tourists’ satisfaction. The 

analysis of the present situation of Bulgarian TICs reveals exactly this practice – 

over 50% of the operating TICs are not registered in the NTR. 

In order to reach a high quality of production and provision of tourist in-

formation – better information services for tourists, improved marketing of 

Bulgarian tourist destinations and for the support of tourism policy infor-

mation assurance it is necessary to formulate specific possibly measurable ob-

jectives for the accomplishment of a relatively high general information ser-

vices level – clear access to adequate information; develop mechanisms for 

gathering and disseminating information to visitors with an reassessment of 

public-private partnership in this context; and create a sound institutional basis 

for tourism policy implementation through the establishment of an integrated 

information system including as one of its elements the national TIC network. 
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INTRODUCTION 

Place branding plays a crucial role to bring into contact with various existing 

specializations that place can offer in terms of brand management strategy 

and policy development, in particular with a view to create a new building, 

bringing together visionary strategies with hands on implementation. It helps 

in developing a new image more interesting and attractive, making it a very 

important phenomenon in which it involves criteria of products, branding as 

well as services. It has been the basis for survival in a competitive global mar-

ket for a destination to create a unique identity in order to uncover niche and 

distinguish themselves from their competitors (Morgan, Pritchard, & Piggott, 

2002). It is because higher expenditure lies on the greater place or attachment 

as well as preference for various kind of high quality product. (Alegre and 

Juaneda, 2006). Thus the objective of this study is to identify the relationship 

between branding strategies components from various elements and its im-

plication towards tourism destination development. A descriptive research 

design by using a quantitative approach will be employed in this study. It 

will also go through cross sectional study. In this case, it is important to re-

view how various tourism key elements is currently viewed, rooms for im-

provement and how stakeholders’ involvement will affect the tourism desti-

nation development in Negeri  Sembilan. 
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LITERATURE REVIEW 

A more comprehensive definition of rebranding can be simply defined as an 

effort of giving a unique identity image of endowing a particular product or 

service with an added value of the existing brand that may reflect a tourist’s 

perception about the products or services. While De Chernatory, Christodou-

les, & Roper (2008) identified that brand image improvement as vital key fac-

tors that may encourage firms to undergo rebrand, Miller and Muir (2005) 

added two motivating factors for re-branding which either as a result of a 

change of organizational direction or due to image crisis. 

On the other hand, the ability of visitors to gather all the information collect-

ed will affect their decision process to choosing a particular destination (Ko-

tler and Gertner, 2004). This process will become much easier when places 

will focus on their own unique set of functional and tangible components 

(Woodside and Dubelaar, 2002). This statement strengthened by Hankinson 

(2005) that stronger connection with the overall standard of quality and hence 

place competitiveness is gathered through functional attributes. In addition, 

based on previous study conducted by Mowle and Merilees (2005) they found 

that symbolic properties are what the consumer prefers and what gives add-

ed value to a destination as well as creating a greater sustainable competitive 

advantage rather than the functional qualities.  

However, for customers who enjoy variety or mix elements of both func-

tional and symbolic components will have even more high level of satisfac-

tion. It is a key driver for the decision making process and though they would 

not revisit, it will be higher possibility that they will try to recommend to oth-

ers (Castro, Armario, & Ruiz, 2007. A recommendation can also play as a core 

for brand loyalty which in turn leads to destination performance (Reichheld, 

2003). This is because the quality (Atilgan, Akinci, & Aksoy, 2003), value 

(Sanchez, Callarisa, Rodriguez & Moliner 2006), low risk (Aqueveque, 2006) 

and perceived attractiveness (Um, Chon & Ro, 2006) of a holiday destination 

can attract repeat visitors leading to increase the employment opportunities 

as well as modern infrastructure (Darnell and Johnson, 2001).  

However, according to Hatch & Schultz (2003), a corporate brand needs to 

deal with the requirements of multiple stakeholders especially in developing 

a successful brand.  The importance of stakeholder involvement is to invest in 

the destination’s physical environment, such as buildings, infrastructure 

(Hankinson, 2009) and the overall tourism product. According to Pike (2005) 

in a study on Tourism Destination Branding Complexity, he argues that, there 
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is a fine balance to be struck between community consensus and brand theory 

because a top down approach to destination brand implementation is likely 

to fail without buy-in from these stakeholders the strategy will fail. The em-

phasis, therefore, should be on formulating the destination vision through a 

publicly-driven process based on stakeholder values and consensus, rather 

than through a more private expert-driven process based solely on market 

forces (Morgan, Pritchard, & Piggott, 2003). Based on the literature the study 

framework of this research is shown in Figure 1 below: 

 

 

 

 

 

 

 

 

Figure 1: Study Framework 

 

As per shown in the study framework, this study aims to determine the compo-

nents best describe destination branding strategies associated with the tourism deve-

lopment around Negeri Sembilan from both functional and symbolic perspectives. 

Thus, this study will place major focus in three main objectives: 

 

1. To identify the functional attributes best describe branding components in tou-

rism destination development 

 

2. To examine the key symbolic elements of branding components that may en-

hance the tourism development based on visitors intention to visit 

 

3. To identify the relationship between branding strategies components and its 

implication towards tourism destination development 
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In order to support the objectives of this study, the following research questions as 

follows: 

 

 Q1 What is the relationship between the functional elements of branding com-

ponents and tourism destination development? 

 

 Q2 Is there any relationship between key contributors of symbolic attributes in 

branding components and tourism destination development based on visi-

tors’ intention to visit? 

 

 Q3 Is stakeholder’s involvement will effects rebranding components towards 

developing a tourism destination? 

 

Based on the study framework, three directional hypotheses will be formulated in this 

study 

 

 H1  There is a significant relationship between functional elements of branding 

components and tourism development 

 

 H2  There is a significant relationship between symbolic elements of branding 

components toward tourism development based on customer intention to vi-

sit 

 

 H3 The relationship of branding components and tourism development is mo-

derated by the stakeholders involvement 

 

METHODOLOGY 

A descriptive research design by using a quantitative approach is considered 

the most relevant approach to be employed. It will also go through cross sec-

tional study. Thus, information requires will be obtained through self-

reported and self-administered questionnaire with the tourists in three main 

tourism spots which is Port Dickson, Kota Lukut Museum Complex and Fort 

Kempas. In order to interview respondents, a self-administered questionnaire 

will be used comprising of four sections. Apart from demographic details as 

the first part (Part A) of the questionnaire, it will also include another sections 

(Part B) relating to the components of destination branding inclusive of both 

functional and symbolic elements which are important to customers in final-

izing the destination of their wish list. This will include all the elements such 

as the issues and importance of basic physical / infrastructure, basic product 

needs, experiences (related to product), relationship as well as visitor’s per-

ception. Part C of the questionnaire will explore on the stakeholder involve-
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ment and its importance in rebranding and developing a tourism destination. 

Last part (Part D) will focus on overall branding components and its implica-

tion towards tourism destination development. Open-ended questions will 

also be used to understand the relative importance of destination branding 

components to describe the destination brand image 

In addition, the survey will also be conducted with the local villagers 

who lives nearby including the executive committees involved in planning 

the development of the area to support the finding. By using a five-point Lik-

ert scale, factors important to the tourists will be short-listed, identified and 

further analyzed.  

 
RESULTS 

 

The result of this study contains the analysis of the data that will be obtained 

from the questionnaire. The data analysis will be conducted under four re-

search themes as follows: 

 Responses for functional branding components: basic physical / infra-

structure, basic product need and experiences (related to product) 

 Responses for symbolic rebranding components: perceptions and rela-

tionship 

 Responses for stakeholder involvement in accelerating tourism destination 

 Responses for overall tourist intention to visit a particular places 

Analysis will be conducted to test the existence of any relationship between 

respondent’s demographic profile (such as gender, age and income) and their 

intention to visit. Thus, the purposes of the themes are to simplify the analysis 

and facilitate reader’s understanding of how the research questions of this 

study are going to be answered. However, this research is still in progress. If 

there is a possibility of publishing it in the journal, the actual results will be 

disclosed later probably by July 2014 

 
CONCLUSION AND IMPLICATIONS 

 

A different destination might have different priorities that they must com-

municate to the potential visitors. It may vary depending on demographic 

characteristics and potential of the area. By relating them with the visitor’s 

point of view, those destination branding components with the most values 

would be in a perfect position to create a more customer-centric branding 
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strategy and differentiate it from competitors focusing on combinations of 

components that are unique. 

A major implication of the study is the need for local authorities to con-

sider seriously the benefits of evaluating the effectiveness of various destina-

tion branding components that they decide to be implemented to create their 

own unique brand as well as enhancing repeat visitors in their destination. In 

the context of this study, the understanding of the underlying components 

that contribute to developing tourism destination will help them to further 

improved Negeri Sembilan through its variety key attractions by identifying 

the problems within the area and leading them towards a better control and 

strategies. 
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INTRODUCTION  

Tourism is a social phenomenon that happens at a location (Poria, 2006). A 

place can correspond to an intense personal experience which evokes memories 

with specific meanings (Herbert, 1996). Nowadays cultural tourism in World 

Heritage Sites is an important market especially to urban tourists, reflecting 

their need for seeking something outside their daily lives, something innova-

tive and different, and an escape. In other words they are looking for authentic-

ity, since “Authenticity is synonymous with tourism that is done well” 

(Pauchant, 2006). There is a clear ‘cult of authenticity’ in modern society (Assi, 

2000). So, there’s a need to analyze tourists’ perception of authenticity of desti-

nations and their experiences (Kohler, 2009). Our aim is to analyze what influ-

ences the search for authenticity in cultural tourists visiting World Heritage 

Historic Centers (WHHC). 
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LITERATURE REVIEW 
 

Culture can be defined as the interactive aggregate of common characteristics 

that influence a group’s response to its environment (Hofstede, 1990). Values 

are psychological variables that characterize people within the same culture. 

The values that permeate a culture are called “cultural values”, and they in-

form about what is good or bad, right or wrong, true or false, positive or nega-

tive, and the like (Reisinger, 2009). Cultural values are powerful forces that 

shape perception and individual behavior (Triandis, 2000). 

Destination image is defined as ‘‘an attitudinal construct consisting of an 

individual’s mental representation of knowledge, beliefs, feelings, and global 

impression about an object or destination’’ (Baloglu & McCleary, 1999, p.870). 

This concept is identified as a key issue in the travelling decision making pro-

cess (Um & Crompton, 1990; Woodside, Frey & Daly, 1989). 

Tourists develop both cognitive and affective responses and attachments to 

environments and places: the cognitive component refers to the appraisal of 

physical features of environments while the affective component refers to the 

appraisal of the affective quality of environments (Baloglu & McCleary, 1999). 

The destination image perceived in the mind of the tourist is mediated by 

the person’s identity – cultural background and social, personal and psycholog-

ical characteristics (Govers & Go, 2005). Previous research suggests that tour-

ist’s cultural values preconditions destination image (Kim & Prideaux, 2005; 

Kozak, 2002). 

 

H1- Tourist’s cultural values influences positively: 

a) the cognitive image of WHHC  

b) the affective image of WHHC 

 

Sense of place refers to the emotional and physical bond that an individual 

has towards a place (Tapsuwan, Leviston, & Tucker, 2011). People develop a 

sense of identity, dependence and memory on certain places (Korpela et al., 

2001). Place identity is a component of the self-system and refers to how one 

views oneself in relation to the environment (Smaldone 2002). Place depend-

ence is described as visitors’ functional attachment to a specific place and their 

awareness of the uniqueness of a setting, which contributes to reach their visit-

ation goals (Williams et al., 1992). Place memory can be measured by expressed 
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interest in place history, place historical knowledge, and ethnic bias (Lewicka, 

2008). 

Destination image is an antecedent of sense of place (Prayag & Ryan, 2011). 

It influences the attachment to a destination. So, it is expected that a favorable 

image of a destination leads to a strong cognitive attachment to that destination 

(Veasna, Wu & Huang, 2012).  

 

H2a - Cognitive image of WHHC influences positively tourists’  

i)place identity 

ii)place dependence 

iii)place memory 

 

Image, as one of the most influential factors affecting tourist perception and 

consequent behaviors, is a mixture of various feelings about, attitudes toward, 

and ground for an overall evaluation of an object (Lee, O’Leary & Hong, 2002). 

 

H2b - Affective Image of WHHC influences positively tourists´:  

i) place identity 

ii) place dependence 

iii) place memory 

 

A place can correspond to an intensive personal experience which evokes 

memories that can acquire a specific meaning. Cultural tourists that visit cul-

tural places have a sense of meaning or emotional attachment with them (Her-

bert, 1996). 

 

H3 - Tourist’s cultural values influences positively: 

a) place identity,  

b) place dependence 

c) place memory 

 

”Urban reminders” the leftovers from previous inhabitants of a place, may 

influence memory of places, directly by conveying historical information and 

indirectly by arousing curiosity and increasing motivation to discover the 

place’s forgotten past. People aware of the place’s history express more interest 

in the place’s past and in their own roots than people with fewer emotion 

bonds to a place (Lewicka, 2008). 
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H4 - The tourist’s place memory of WHHC is influenced by: 

a) Place identity 

b) Place dependence 

Authenticity is a complex concept that is central in tourism research (Rickly-

Boyd, 2013). Authenticity as genuineness or realness of artifacts or events, and 

also as a human attribute signifying being one’s true self or being true to one’s 

essential nature (Steiner & Reisinger, 2006). 

Heritage, tourism and authenticity become a powerful part of the destina-

tion image (Frost, 2006). Tourist may enter in World Heritage Sites with some 

predetermined conception encouraged by the area’s destination image (Far-

num, Hall & Kruger, 2005). 

 

H5 - Tourist’s perception of authenticity experienced at WHHC is influenced by:  

a) cognitive image 

b) affective image 

 

Values, namely cultural ones, give some things and experiences significance 

over others and thereby transform some objects and places into heritage (Av-

rami, Mason & Torre, 2000). An important characteristic of heritage is authen-

ticity that identifies traditional cultures and their origins as genuine, real and 

unique, establishing a strong connection with the communities’ heritage 

(Sharpley, 1994).  

 

H6 - Tourist’s cultural values influences positively the perception of authenticity of the 

touristic experience of WHHC. 

Places involve meanings and values that facilitate intimate connections with 

particular geographical areas (Tuan, 1977). Especially in World Heritage Sites 

visitors may come to areas with preconceived notions of what their experience 

should consist of, and what types of encounters are needed in order to have an 

authentic experience (Farnum, Hall & Kruger, 2005).  

 

H7 – Tourists’ authenticity perception visiting WHHC is positively influenced by: 

a) place identity 

b) place dependence 

c) place memory 
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Behavior intentions in tourism refer to the set of tourists’ attitudes after their 

visit experiences. Thus, each distinct and favorable experience will positively 

influence future behavior, for example in the subsequent evaluation of destina-

tion, the future intentions to return or to recommend the visited site (Bigné & 

Sanchez, 2001). Destination image exerts a significant influence on destination 

choice but also preconditions tourist destination behaviors and attitudinal con-

sequences (Lee & Lee, 2009). Also, the more favorable the image of a destina-

tion, the higher the probability that the tourist will return and recommend 

(Bigné & Sanchez, 2001). 

 

H8 - Behavior intentions towards WHHC is positively influenced by: 

a) cognitive image 

b) affective image 

 

Authenticity is a subjective experience and deals not only with facts but also 

with myths and imagination (Jewel & Crotts, 2001). Previous research, proves 

that authenticity perception of experience positively influences behavior inten-

tions, namely return and recommend heritage and historical sites (Kolar & 

Zabkar, 2010). 

 

H9 - Tourists’ authenticity perception visiting WHHC influences positively behavior 

intentions towards those sites. 

Cultural and heritage tourists are looking for a sense of place, a connection 

to a place, with their traditions and customs (Jewel & Crotts, 2001). Sense of 

place is a significant predictor of loyalty and allows establishing intentions to 

return and recommend a specific touristic destination (Prayag & Ryan, 2011). A 

strong place attachment may lead to repeatedly returning to a special place 

(Farnum, Hall & Kruger, 2005). 

 

H10 - Behavior intentions towards WHHC is positively influenced by: 

a) place identity 

b) place dependence 

c) place memory 

Values are related to decision making, further, there is evidence that values 

impact behavior (Parks & Guay 2009). Some tourists like to travel to destina-

tions that share the same cultural background, but the opposite is also true, cul-

tural differences, rather than similarities, can also attract tourists to different 
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destinations. In consequence, tourists’ culture influences and contributes to ex-

plain their behavior (Reisinger, 2009).  

 

H11 - Cultural values influences positively behavior intentions towards WHHC. 

 

In sum, we propose the following model: 

 

 

 

 

     A survey was applied to collect data of French tourists, in two destinations 

classified by UNESCO as WHHC, Guimarães/Portugal and Córdoba/Spain. 
 
RESULTS 
 

The conceptual framework was simultaneously estimated in a structural equa-

tion model using FIML estimation procedures in LISREL 8.80. This model con-

tains five constructs, 24 observable indicators, measurement and latent variable 

errors, and intercorrelations between the latent constructs. This model has a 

chi-square of 585.56 (239 df, p=0.00); the fit indices suggests a good fit of the 

model to the data (NFI=0.91, NNFI=0.96, PNFI=0.81, CFI= 0.96, IFI= 0.96, 

RFI=0.93, RMSEA=0.060). 
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The hypotheses relating the constructs fixed in the CFA model were tested. 

The following are the results (see Figure 2) through measures of standardized 

coefficients and t-values.  

 

 
 

 
CONCLUSION AND IMPLICATIONS 

 

The empirical investigation of this study revealed that tourist’s cultural values 

influences cognitive and affective image of WHHC. Affective and cognitive 

image impacts sense of place, specifically place dependence and memory. Au-

thenticity is influenced by affective image and sense of place. Behavior inten-

tions are impacted by cultural values, sense of place and authenticity. Our 

model gives an extended and integrated vision of what influences authenticity 

perception and intentions behavior. When marketers understand how cultural 

tourists react to authenticity, they can create more effective campaigns to influ-

ence consumers’ expectations and decisions. 

From a theoretical perspective, to our knowledge, no study exists with a fo-

cus on the impact of cultural values, image and sense of place on authenticity 

and intentions behavior in tourists. The intention of this study is to help close 

this gap. In sum, at a time when marketing researchers are challenged to pro-

vide research with practical implications, it is believed that this theoretical 
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framework may be used as a basis to pursue service-oriented destination and 

business strategies while taking into consideration authenticity perception, cul-

tural values, image, sense of place and intentions behavior. 
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INTRODUCTION 
 

Corporate social responsibility (CSR) continues to attract interest from tourism 

businesses, and many hotel companies are now substantially engaged in activi-

ties relating to social and environmental responsibilities.  Furthermore, the 

hospitality industry has claimed it contributes a significant amount of resour-

ces to CSR activities for local communities, and in turn that the community 

appreciates such efforts (McGehee, Wattanakamolchai, Perdue, & Calvert, 

2009).  However, no studies have been found that have sought to question how 

local communities feel about these efforts and whether such efforts do contri-

bute to broader community support for the hotel.  Therefore, the purpose of 

this study is to gain insight into the perceptions of local community stakehol-

ders regarding hotels that undertake CSR activities in Thailand, by using a case 

study approach. 
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LITERATURE REVIEW 

This study draws from two main streams of literature: CSR, and tourism deve-

lopment impacts.  The term CSR is broadly defined as a company accepting 

responsibility for economic, environmental, and social aspects, such as impro-

ving the quality of life of employees, their families, local communities and soci-

ety at large (Watts & Holme, 1999).  In the CSR literature, a large number of 

studies have investigated stakeholder perceptions of firms’ CSR activities, inc-

luding within the tourism sector (McGehee, Wattanakamolchai, Perdue, & 

Calvert, 2009; Sheldon & Park, 2011).  The evaluation of stakeholders’ views 

regarding CSR initiatives has revealed both positive and negative perceptions, 

and such perceptions are often based on the level of a firm’s interaction with 

and awareness of CSR (e.g., Tian, Wang, & Yang, 2011).  Furthermore, stake-

holders’ perceptions of CSR initiatives are influenced by the perceived motives 

of firms (Ellen, Mohr, & Webb, 2000); that is, whether stakeholders believe that 

firms are acting in the stakeholder’s interests or simply seeking profit.  In addi-

tion, much research has found that stakeholder evaluations of a firm and its 

products or services are correlated with a corporation’s reputation regarding 

CSR practices (e.g., Stanaland, Lwin, & Murphy, 2011).  However, until now, 

CSR literature has focused on the views of industry, shareholders, managers, 

employees and in particular, customers but not community stakeholders.   

In terms of local community stakeholders, numerous studies have investiga-

ted residents’ perceptions of tourism development and the factors that are li-

kely to influence their perceptions (e.g., Andereck & Nyaupane, 2011; Gursoy, 

Chi, & Dyer, 2010).  These tourism impact studies have focused on understan-

ding local residents’ reactions to specific tourism developments in their local 

area.  Much of the research on residents’ perceptions of tourism has been sup-

ported by social exchange theory (SET).  SET suggests residents tend to favour 

tourism as long as they perceive that the benefits outweigh the costs (Ap, 1992).  

In addition, a more complex approach has been taken to explore how tourism 

has an effect on residents’ perceptions of quality of life (QOL) (e.g., Khizindar, 

2012).  QOL studies vary slightly from mainstream tourism impact studies.  

That is, typical tourism impact studies narrowly focus on the way local com-

munities perceive how tourism might affect their community, while QOL stu-

dies investigate the broader effects of tourism on their life and family life satis-

faction, including satisfaction with their community (Allen, 1990).  Furthermo-

re, within the broader tourism literature, CSR has been examined from the 

standpoint of resident support for ecotourism projects (e.g., Mukherjee, 2011; 

Vincent & Thompson, 2002).   
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METHODOLOGY 

The sample for this study comprised members of four selected local Thai com-

munities located near hotels that have invested heavily in CSR activities: (1) 

Nakhon Si Thammarat (NK); (2) Surat Thani (ST); (3) Trang (TR); and (4) 

Chumphon (CP).  Thirty respondents aged between 30-69 years old wre selec-

ted using a snowballing sampling technique and asked to participate in semi-

structured qualitative interviews.  These respondents were representative of a 

group of urban middle class and educated local residents who were most likely 

to be aware of and have interest in supporting hotels.  Each interview took 

between 30 – 45 minutes.  In this study, the researcher was Thai and therefore, 

the interviews were conducted in the Thai native language.  After each inter-

view, the interview record was transcribed and translated from Thai to English.  

The interview transcripts were analysed for themes or issues and interpreted 

for meanings. 

 
RESULTS 

 

Overall, the interview data analysis found that the respondents were satisfied 

or dissatisfied with hotel CSR activities based on these key themes: perceived 

fairness of the CSR activity; perceived quality of life (QOL); normative expecta-

tions about hotels undertaking CSR activities; perceived CSR motives; and the 

community orientation of the hotel owner.  One key theme has been selected 

for presentation in this paper, which refers to the perceived community orien-

tation of the hotel owner.  The research found that residents were heavily influ-

enced by the hotel’s reputation.  The hotel’s corporate reputation includes how 

residents perceive the hotel entity together with how they perceive the actual 

owner of the hotel.  Residents often viewed the hotel owner as reflecting the 

hotel entity and attributed the hotel's actions to the individual.  The study fo-

und that CSR activities were perceived positively when they were attributed to 

hotel owners whom residents perceived as being community-oriented.  The 

community orientation of hotel owners is displayed in three discrete sub-

themes.  

The first sub-theme of community development refers to the notion that res-

pondents were more likely to be satisfied when they recognised the hotel 

owners as people who help their communities to become more economically 

and socially advanced.  This assistance could possibly influence positive local 

community perceptions regarding the hotel and its CSR activities.  This positi-

vity eventually created a sense of support among residents because the hotel 
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owners had devoted themselves to developing their communities.  For examp-

le, a respondent spoke in general about the hotel owner by implication refer-

ring to the hotel entity, in regard to one hotel’s CSR activities in sponsoring lo-

cal events: 

 

…everyone in his family works for the province.  They are trying to 

develop Trang.  It’s like they want to give something back to Trang. 

[…]. I have to thank him [the hotel owner] and his family.  He always 

thinks about Trang with every breath he takes 

(Informant 19, TR).     

The second sub-theme of community status refers to how respondents were 

more in favour of the hotel when they recognised social positions or how im-

portant hotel owners were to their communities.  In this case, when hotel 

owners were perceived as important people within the community, residents 

tended to have positive perceptions regarding the CSR activities undertaken by 

the hotels.  Consequently, the local communities tended to recognise and ac-

cept only positive actions from hotels and overlook their weaknesses.  The sta-

tement below is from a respondent who talked about why one hotel undertook 

CSR activities.  The respondent expressed that the hotel owner was well-

respected and trusted in the community, and that she perceived that the hotel 

owner had genuine motives in undertaking CSR activity.    

  

…he [the hotel owner] was one of the five important people in Surat.  

He was the one who promoted Surat to other people so he is always 

willing to give scholarship to students [hotel CSR activity].  He really 

wants to give back to the society. 

(Informant 7, SR). 

On the other hand, if the hotel owners were considered as having high com-

munity status in the communities but had abused their power, the local com-

munities perceived them negatively, and this could lead to a lack of support for 

their hotels.  For example, the following respondent declared explicitly: “…the 

governor has to be considerate of his [hotel owner] requests…because the last governor 

had to be transferred when he didn’t… [I think] locals don’t like this use of power at 

all” (Informant 22, TR).  The statement illustrates that the respondent strongly 

felt that the hotel owner’s behaviour was interfering in local government poli-

tics.   
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The third sub-theme of local identity refers to local communities positively 

regarding hotel owners with have a local identity.  That is, whether or not the 

hotel owner lived in the local area appears to have an influence on resident 

perception.  Respondents expressed this theme implicitly when speaking about 

owners as being ‘one of them’ or not (living outside the local area).  Respon-

dents also spoke explicitly; for example, one interviewee stated: “…the owner of 

the hotel is from Surat, therefore he doesn’t aim only to promote the hotel but he also 

really wants to help the society because locals here are also his relatives as well” (In-

formant 7, SR).  The statement indicates that the respondent felt strongly that 

the hotel owner ‘loved’ his hometown and wanted to help his community.  In 

Thai society, those with business or career success are expected to give somet-

hing back to their hometowns.  In this case, the hotel owner is a local member 

in the community; therefore, the respondent perceived that the hotel owner 

would like help the community.  As a consequence, this could lead the respon-

dent to perceive the hotel and its CSR activities positively.   

 
CONCLUSION AND IMPLICATIONS 

 

Investment in CSR activities for local communities by businesses, including 

hotels, is expensive.  In addition, attribution of credit for CSR activities is con-

founded by the communities’ perceptions of the individual hotel owner.  The-

refore, regardless of the extent of the hotel investment in CSR activities for local 

communities, community members may not appreciate such actions because of 

the perceived reputation of the individual hotel owner.  Accordingly, it is pos-

sible that the phenomenon of international hotel chains appointing expatriate 

CEOs who are not well known and who do not reside in the community will 

influence how local residents view the CSR activities of the hotel.    
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INTRODUCTION 

Developments in modeling, computing and communication strategies during 

recent decades have provided the ingredients allow marketing models to im-

prove decision making in modern organizations. The ultimate aim of loyalty 

programs is to increase reservations and enact word of mouth (WOM), the 

most effective and inexpensive marketing strategy. 

These topics are covered by diffusion theory, is the understanding the 

spread of the innovation from the perspective of communication and consumer 

perceptions and interactions (Peres et al., 2010). This theory has been tested 

with Bass model (Lilien et al., 2012) that over the years has been improved to 

accommodate the main moderate effects on diffusion patterns, mainly through 

the parameters   , which characterize the coefficient of innovation and that 
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of imitation, representing WOM effects, respectively (Pae and Lehman, 2003; 

Peres et al., 2010). 

Most loyalty programs are based on a card which offers the guest a number 

of benefits that may increase as the number of reservations grows. The effec-

tiveness of these cards are stored in a customer relationship management 

(CRM) program and randomly assessed. To revert this tendency, this research 

uses CRM database to assess the diffusion patterns, as well as the WOM com-

munication diffusion among the cards holders of one of Portugal’s biggest and 

best-known hotel chains worldwide. 

Diffusion patterns of hotel customers are assessed throughout a hotel chain 

loyalty program based on a CRM system. The data comprises 350,000 card 

holders and the Bass model was performed to analyze and predict hotels’ sales, 

being this a competitive loyalty diffusion tool.   

This research aims to contribute to an understand how diffusion patterns 

(e.g. a new loyalty program at a hotel chain) affect the acquisition and use of 

loyalty cards. Furthermore, this may contribute to bringing diffusion theory 

and its processes to discussion, as well as the main advantages of testing this 

through the Bass model, as a quantitative method to assess the diffusion model. 

 
LITERATURE REVIEW 

 
The diffusion perspective was introduced in consumer behavior literature in 

the mid 60s and it is considered one of theories of communication, such as flow 

of information, products and services (Mahajan et al., 1990), which represents 

an important perspective on communication effects (Gatignon and Robertson, 

1985). Diffusion theory has often been used to model the first-purchase sales 

growth of a new product or service over time and space (Mahajan and Muller, 

1979; Mahajan et al., 1995). The clarity of a need for a new product/service is 

first shown by the adoptions of a few innovators who, in turn, influence others 

to adopt it, this behavior being called personal influence (Gatignon and Robert-

son, 1985). Thus, it is the “interaction” or interpersonal communication (WOM) 

(Mahajan et al., 1990; Libai et al., 2009; Peres et al., 2010) between adopters and 

nonadopters that is posited to account for the rapid growth stage in the diffu-

sion process (Schmittlein and Mahajan, 1982).  

With respect to diffusion processes, the literature differentiates the rate of 

diffusion, the pattern of diffusion and the potential penetration level as the 

three dimensions (Gatignon and Robertson, 1985). The rate of diffusion reflects 
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the speed at which sales occur over time (Van den Bulte, 2002), the pattern of 

diffusion concerns the shape of the diffusion curve (s-shaped) (Gatignon and 

Robertson, 1985) and the potential penetration level is a separate dimension 

indicating the size of the potential market (Peres et al., 2010). Clearly, diffusion 

processes provide a view that for modeling services, such as hotel loyalty pro-

grams, there is a need to incorporate CRM in that diffusion process/framework 

(Peres et al., 2010). Thus, the greater the sensitivity of the marketing program to 

the changing characteristics of segments at different stages of the diffusion pro-

cess, the faster the rate of diffusion and the greater the penetration level (Gat-

ignon and Robertson, 1985). 

This (CRM) highly popular (long-term) relationship theory and system is 

easy to develop and execute and provides a simple, detailed assessment of the 

importance of various components of customer knowledge and the diffusion of 

this knowledge (Mahajan et al., 1990). An awareness of this modeling of diffu-

sion represents the level of spread of an innovation. Thus, the purpose of a 

model is to depict the successive increase in the number of adopters and pre-

dict the continued development of a diffusion process already in progress (Ma-

hajan and Muller, 1979; Landsman and Givon, 2010).  

The more well-known and widely-used model of first-purchase demand of 

new product acceptance in marketing is that of Bass (1969). Due to his model-

ing requirements, Bass model is a quantitative diffusion model focusing on ag-

gregated data, representing the market penetration of a new process, product 

or technology (Lilien et al., 1999). The Bass model provides a framework for 

guessing the long-term sales behavior of a product based on early sales data 

(Dodds, 1973; Schmittlein and Mahajan, 1982; Lilien et al., 1999). One of the ad-

vantages of the Bass model is that it permits a forecast of a long-term penetra-

tion pattern, i.e., of the timing of a turndown in sales during a period in which 

sales are growing rapidly (Dodds, 1973; Lilien et al., 1999). Finally, the Bass 

model can be thought of as a two-stage communication diffusion model; i.e., it 

formulates the customers flow from potential adopters to adopters (Mahajan 

and Muller, 1979; Jain et al., 1991). In this sense, a key feature of this model is 

that its “embeds” a contagion process to characterize the spread of WOM be-

tween those who have adopted the innovation and those who have not yet 

adopted (Lilien et al., 2012). WOM is an internal influence and can be incorpo-

rated in the Bass model by specifying the coefficient of internal influence as 

systematically varying over time as a function of penetration level (Mahajan et 

al., 1990).  
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This discussion underscores the importance of measuring customers’ patterns 

using a loyalty card from a diffusion perspective. It also encourages the use of 

the Bass model in a service context, such as a hotel chain loyalty program.  

 
METHODOLOGY 

 
Model formulation is defined in the key behavioral and mathematical assump-

tions of the Bass model: i) over the period of three years there are initial res-

ervations in the loyalty program and there are no repeat purchases; ii) the be-

havioral forces are represented by parameters ,  and  (Dodds, 1973; Ma-

hajan et al., 1995).  

In our work, we follow Bass model statement of Jain et al. (1991), Pae and 

Lehman (2003) and Lilien et al. (2012): 

(1) , where is the cumulative 

number of adopters/users at time  with two or more reservations;  is the 

total population of potential adopters who have one or less reservations;  is 

the coefficient of innovation and represents the fraction of unmet potential cus-

tomers that adopt in each period, i.e., the number of reservations by card di-

vided by total population of adopters and potential adopters (Pae and Lehman, 

2003; Peres et al., 2010); and  is the coefficient of imitation or coefficient of 

conformity, i.e., the intention to recommend (Gatignon and Robertson, 1985; 

Peres et al., 2010) since its effects increase as more people adopt, thus represent-

ing effects such as WOM (Pae and Lehman, 2003).  

In recent years, a number of estimation procedures have been suggested to 

estimate the parameters ,  and  of the Bass model. The main question is 

which of the several estimation procedures should be used and how. There are 

several estimation methods such as ordinary least squares estimation (initiated 

by Bass, 1969), maximum likelihood estimation (introduced by Schmittein and 

Mahajan, 1982), nonlinear least square estimation (Srinivasan and Mason, 1986) 

among others. For this study, we use the nonlinear least square estimation to 

estimate parameter values ( ) due several advantages. The NLS helps to 

minimize the sum of squared errors, is widely used for forecasting purposes 

with at least four observations of  and provide the best predictive validity 

for Bass model (Schmittlein and Mahajan, 1982; Lilien et al., 2012) 

The data was provided by CRM systems over a period of three years (2011, 

2012 and 2013) with a total of almost 350,000 cards issued and refers to every 
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guest who adopts a new hotel chain loyalty card. The parameters ( ) es-

timates and the predictions could be unreliable when only a few data points are 

used to calibrate the Bass model (Pae and Lehman, 2003). In this sense, the 

three unknown parameters are estimated from real data using the solver tool 

embedded within Excel developed by Sundar (2006, retrieved on 

www.faculty.washington.edu/sundar site). This software was built to forecast 

sales. Forecasts are very sensitive to estimated WOM effects. As such, assessing 

the most reliable determinants of WOM is critical to apply the Bass model. 

 
RESULTS 

 
This study, which focuses on the diffusion patterns of a hotel chain loyalty 

program in order to estimate the three parameters values ( ), examines 

the relation between the speed of diffusion, as well as the diffusion process by 

market segment. 

Turning our attention to the parameter values, results will show a higher 

value of , which indicates that the diffusion had a quick start but could also 

taper off quickly (Van den Bulte, 2002; Lilien et al., 2012). If we had a high value 

of  it would indicate that the diffusion had a slow start, i.e., it takes longer to 

realize sales growth for the innovation but accelerates after a while (Van den 

Bulte, 2002; Lilien et al., 2012). Thus, the cumulative number of adopters fol-

lows an inverse J-curve often observed, which indicates an implemented, less 

risky innovation.  

Working on results for forecasting efficiency, we also determined how well 

some brands grow in relation to other brands of the hotel chain in terms of 

country of origin (Krishman et al., 2000). Results will show that in countries 

with higher purchasing power per capita,  is higher (Van den Bulte, 2002). 

This kind of cross-country influence has been called the lead-lag effect (Peres et 

al., 2010).    

Finally, the hotel chain should enter all of its markets sequentially (a “water-

fall” strategy) (Peres et al., 2010). It is expected that the almost all different ho-

tels which belong to the hotel chain are located in countries with costs and risks 

and a low competitive pressure, which means a higher lead-lag effect. It also 

seeks the relative roles of WOM in cross-country spillover. In this sense, results 

indicate that the hotel chain needs marketing actions in order to achieve faster 

penetration to secure a quick investment return.  
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CONCLUSION AND IMPLICATIONS 

 
The present work related the Bass model, intended originally for durable 

goods, nowadays widely used in services market, to a hotel chain loyalty pro-

gram. This model gives us a conceptually appealing and mathematically solid 

structure to explain how a new loyalty card diffuses through a target popula-

tion of customers, used for a long-term forecasting.  

Furthermore, Bass model gives results in order to implement a ‘strategic neces-

sity’. 

First and by analyzing the speed at which sales occur, the shape of the diffu-

sion curve, and the penetration level, the model gives us the suggestion to im-

plement and develop long-term relationships measures based on a “waterfall 

strategy”. This strategy should be conceptualized more multidimensionally, 

where repeat purchase is the key. The hotel chain needs higher penetration, 

which may be achieved through a more effective WOM communication.  

Second, a WOM communication strategy should focus on predictions of fu-

ture sales for each individual in the data set. Although we predict a higher 

WOM for the next years, the hotel chain should be capable of intensifying the 

speed of such strategy. In this sense, future research should focus on a thor-

ough analysis of how and why these effects arose, and a survey of data and 

interviews should contribute to enriching the figures that these methods un-

veil.  
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INTRODUCTION 

Tourism is an interdisciplinary field on which a diverse range of subjects arise 

and require a profound understanding. This sector characterized by being fem-

inized, underpaid and precarious, and people need to work afterhours in order 

to complete their service (Costa, Carvalho & Breda, 2011). One aspect that has 

raised the awareness of researchers is gender inequality. Even though women 

are starting to possess higher academic qualifications, men still hold the majori-

ty of leadership positions in tourism enterprises (Costa, Carvalho, Caçador, & 

Breda, 2012). Some studies targeting the accommodation subsector have al-

ready been developed (e.g. Kara, 2012), but there is no evidence regarding the 

other tourism subsectors. This work, thus, aims to point out the main barriers 

for women’s progression in their careers in restaurants. An empirical study 

was conducted in the city of Aveiro (Portugal), aiming to ascertain whether 

there are gender disparities at leadership levels in the Food and Beverage 

(F&B) sector. 
 
LITERATURE REVIEW 

 

Studying gender is crucial in order to understand the main differences between 

men and women (Alarcon & Ferguson, 2011). There is no clear definition for 
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gender, but it is generally understood as the relationship between the biological 

sex and behaviour, and it builds identities and roles inside specific cultures 

(Reeves & Baden, 2000; Udry, 1994).  

As women are not given the same opportunities, there is a clear need to fo-

cus on the main barriers for gender equality. One critical aspect is the gender 

pay gap. Women earn considerably less than men, tend to work more hours 

(Skalpe, 2007), and occupy mostly part-time positions (Pozo, Soria, Ollero, & 

Lara, 2012). This may be explained because women have to conciliate their 

working hours with unpaid work, which is the time spent with household ac-

tivities (Jordan, 1997). 

Thrane (2008) mentions that marriage, maternity leave and the traditional 

household division of chores hinder women to achieve more relevant roles in 

enterprises. Also, the existence of children requires a better management of 

unpaid work so that women can surpass the roles of food producers and ap-

pear in actual paid work (Torres & Silva, 1998). However, according to the 

Equality and Human Rights Commission (EHRC, 2010), women tend to end up 

working in the “5 C’s” (cleaning, catering, caring, cashiering and clerical), due 

to the stereotype created by the society. This explains why women have less 

chances of moving vertically in their careers.  

Ferguson (2007) verified that ethnicity and nationality may as well discrim-

inate women in the tourism sector. Therefore, Smith (2009) points out that poli-

cies should be implemented in an organizational or governmental level in or-

der to include women in roles that are more representative in the society. These 

policies would work excellently in the tourism sector since it is dominated by 

women, and employees tend to have low qualifications and mostly hold short-

term contracts are (Santos & Varejão, 2006). 

As for leadership, in the tourism industry, it tends to be men-dominated, 

even though women are acquiring higher academic degrees (Costa et al., 2012). 

Every organization needs a leader, but each person has a specific way of lead-

ing their brigades. Hoyt (2012) and Young (2011) suggest that these leadership 

features may also change according to gender. Men are seen as more dominant, 

authoritative, directive and interventionist (Bem, 1974; Singh, Nadim, & 

Ezzedeen, 2012). Women, on the other hand, are more considerate, rewarding, 

kind and participative (Bem, 1974; Hoyt, 2012). There are clear differences in 

leadership styles, but Camilleri (2007) points out that emotions may affect more 

directly women, which may hinder their career aspirations.  
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METHODOLOGY 

In order to determine if gender equality exists in restaurants in the city of Avei-

ro, a questionnaire was administered, targeting the employees and leaders of 

these restaurants. The study was limited to the two central parishes of Aveiro: 

Glória and Vera Cruz, with a total number of 68 restaurants. 56 restaurants par-

ticipated in the study, representing 83 leaders and 155 employees. Both em-

ployees and leaders were enquired about their perspectives towards leadership 

in the F&B sector and gender. Also, 16 main barriers for women’s progression 

were presented and interviewees were asked to point out which were the most 

visible according to a 5 point Likert scale. Lastly, interviewees were enquired 

about the main characteristics that F&B leaders should possess to create a good 

environment and generate profit. Content and statistical analyses were under-

taken in order to treat the collected data. 

 
RESULTS 

 

All the inquired restaurants are SMEs, 87.5% of which are microenterprises 

(with less than 10 employees). Regarding the employees, 52% are men and 48% 

are women. Contrary to the study of Costa et al. (2011), the majority of women 

are full-time workers (54%) and men tend to occupy part-time positions (44%). 

The majority of employees have qualifications at the basic school level (57%), 

being the academic qualifications very low. As for wages, men tend to earn 

higher salaries than women, but there are no statistical differences according to 

gender (X²=0,272). 

As for leaders, data shows that they are older and more experienced than 

their subordinates, working longer hours. 74% are male leaders; leadership, 

thus, being mostly male dominated. Women who occupy the remaining leader-

ship positions tend to share this role with their male counterparts. Leaders are 

considerably better trained since 46% completed secondary school. Also, wom-

en leaders tend to have college degrees and possess better qualifications than 

men (X²=0,025). Lastly, considering monthly wages, men earn considerably 

more than women (X²=0,000). This was also verified by Costa et al. (2012). 

As for the main barriers for gender equality, results show that both employ-

ees and leaders believe that the amount of household responsibilities, sexual 

harassment, the existence of children and pregnancy are the main aspects that 

prevent women’s vertical mobility. Also, leaders mentioned that women are 

constantly associated with submissive roles and their lack of confidence is also 

responsible for their absence in leadership positions. Both leaders and employ-
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ees believe that leaders should be able to take decisions on the spot, as well as 

motivate their subordinates by listening to them and creating positive relation-

ships. 

Regarding the main characteristics attributed to leaders according to gen-

der, employees perceive men as authoritative (25%), respectable (16%), knowl-

edgeable (11%) and manipulative (8%). Women, on the other hand, are seen as 

organized (23%), creative (14%), comprehensive (13%) and responsible (10%). 

As for leaders, they see men as authoritative (21%), stubborn (12%), motivated 

(12%) and demanding (10%), while women are organized (31%), kind (12%), 

determined (10%) and committed (10%). 
 
CONCLUSION AND IMPLICATIONS 

 

This study has confirmed some of the results mentioned in the literature. It un-

veiled that the main discriminatory factors are pregnancy, marriage and sexual 

harassment in the work place. Women leaders are underrepresented and men 

leaders are significantly better paid than women. Women tend to empower 

themselves in family businesses, as this type of companies offers greater oppor-

tunities for women to achieve higher roles in the tourism sector. Women are 

also more represented in full time jobs and men in part-time ones. As for the 

leadership qualities required for restaurants, both employees and leaders high-

light the importance of being able to take decisions on the spot and to promote 

a positive environment on which employees can be motivated, as well as the 

need to share the information with everyone. Men leaders are seen as authori-

tative, stubborn and respectable. Women, on the other hand, are seen as orga-

nized, creative and kind, which are technically the qualities that employees 

look for in leaders. In conclusion, there are some aspects that highlight possible 

discrimination towards women, but the F&B sector creates greater opportuni-

ties for women to achieve leadership positions. 
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INTRODUCTION  

Tourism-related services were pioneers using the internet, not only for infor-

mation dissemination and communication purposes, but also for online pur-

chasing (Buhalis & Law, 2008). Nowadays, online travel communities represent 

a place where tourists may read online reviews, book a hotel room, and rec-

ommend it or complain about it. Indeed, they have an important role in tour-

ism and interfere in the decision making process (Chung & Buhalis, 2008; 

Gretzel & Yoo, 2008; Lee, Law, & Murphy, 2011).  

In this sense, website quality and customer satisfaction emerge as business 

concerns, especially in an e-commerce perspective, due to the low percentage 

of website visitors that purchase from the site (Polites et al., 2012). Customer 

satisfaction is sometimes labelled as e-satisfaction in the online settings 

(Karahanna, Seligman, Polites, & Williams, 2009; Polites et al., 2012). Many dif-

ferent theoretical frameworks were applied in order to understand and explain 

the e-satisfaction antecedents (Polites et al., 2012). Nevertheless, there is still 

some inconsistency in determining how the various pieces fit together 

(Karahanna et al., 2009).  
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Website satisfaction applied in the e-tourism, was not sufficiently addressed 

in the literature Therefore, the main goal of the conceptual model proposed 

(see fig.1) is to fill this gap, clarifying the significance and importance of some 

e-satisfaction antecedents, in a very specific context. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Fig.1 – Conceptual model 

 

It is expected to contribute to the e-tourism research field, highlighting the 

importance of the online travel market, bearing in mind the new consumer be-

havior patterns. Indeed, nowadays tourists browse on the online communities 

not only to read tourist reviews, but also to book accommodation. 

 
LITERATURE REVIEW 

 

When planning their trips, tourists use non-media information sources, in or-

der to find detailed information about lodging companies and services associa-

ted (Seabra, Abrantes, & Lages, 2007). Online recommendations are becoming 

important information sources for people interested in travelling (Gretzel & 

Yoo, 2008). Tourist reviews may be extremely informative, but there are some 

doubts about the user’s ability to provide high-quality information (Dickinger, 

2010). Those reviews are submitted by different persons, with different expe-

riences and sometimes with contradictory opinions. Therefore, tourists are vul-

nerable to the inaccuracy of web-based information, and need to evaluate it 

critically to avoid misinformation (Iding, Crosby, Auernheimer, & Klemm, 
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2009). So, the perceived credibility of the reviews posted in an online travel 

community, may affect the satisfaction level with the website. Hence: 

 

 H1. Perceived online reviews credibility will have a positive impact on 

e-satisfaction; 
 
 
Navigation functionality 

Navigation functionality is an important construct in the assessment of tourism 

websites (Law, Qi, & Buhalis, 2010). Some researches indicate that website 

quality has a direct and positive impact on user satisfaction (Bai, Law, & Wen, 

2008). Beyond the visual attractiveness characteristics, the website needs effec-

tive search functionality with accurate information. It is not only a question of 

value for money, but essentially value for time (Buhalis & Law, 2008). So, we 

propose: 

 

 H2. Navigation functionality will have a positive impact on e-

satisfaction; 

 
 
Price benefits 

The tourism experience is sometimes risky and may become expensive. Price is 

an important key guide in the purchasing process, despite being a complex is-

sue in hospitality and tourism. Paying for a hotel room involves also the right 

to use the hotel facilities, free access to public areas and hotel surroundings 

(Costa, 2013). Generally prices follow demand, and they fluctuate according to 

hotel bookings. Therefore, different researchers and practitioners suggest dy-

namic pricing policies and their relation to revenue management principles and 

technologies (Chiang, Chen, & Xu, 2007). Moreover, many organizations use 

ICTs to interact directly and dynamically with their customers, challenging the 

role of intermediaries and shortening the value chain. Some discounts are gen-

erated from saved commissions and distribution charges that are reduced or 

avoided (Buhalis & Law, 2008). In fact, e-commerce is perceived as an economic 

transaction, which may increase satisfaction level regarding e-vendor's website. 

Therefore, it is expected that: 

 

 H3. Price benefits will have a positive impact on e-satisfaction  
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Company reputation 

Corporate reputation has an important role in customer’s perception of service 

performance capability (Loureiro & Kastenholz (2011). Online travel agents 

(OTAs) such as booking.com for instance, may be an important vehicle in repu-

tation building in the online hotel market (Yacouel & Fleischer, 2011). The re-

tailer's reputation exerts a significant influence on consumer’s emotional, cog-

nitive and behavioral responses, acting as an important external reference (Kim 

& Lennon, 2013). Moreover, there is a significant positive relationship between 

firm reputation and e-satisfaction (Jin,  Park, &  Kim, 2008). Therefore: 

 

 H4. Company reputation will have a positive impact on e-satisfaction  

 
E-loyalty 

Some authors argue that researchers "should shift its focus away from satisfac-

tion as the ultimate dependent variable, and toward dependent variables such 

as loyalty and repurchase intention, that may contribute more to the company’s 

bottom line” (Polites et al., 2012, p. 9). 

There is an empirical support regarding the relationship between e-

satisfaction and e-loyalty, in the e-commerce context (Anderson & Srinivasan, 

2003; Polites et al., 2012). Therefore, it is expected that, if someone is satisfied 

with their last online booking experience, will continue to opt for the same e-

vendor’s website in next online bookings. So: 

 H5. E-satisfaction will have a positive impact on e-loyalty; 

METHODOLOGY 

The proposed research model aims to contribute to the research on e-tourism, 

by addressing some e-satisfaction antecedents in a website context. Travelers’ 

who have written an online review in an online travel community will be invit-

ed for a web survey. The research will follow a quantitative approach, using 

structural equations modelling. 

CONCLUSION AND IMPLICATIONS 

The internet is moving the hospitality sector from a reactive position to a proac-

tive one, in order to meet customers' information demands, which are chang-

ing, frequently (Kim, Ma, Kim, 2006). Nowadays, tourists are increasingly in-

formed, demanding and interested in booking hotels on the internet. Moreover, 

the number of customers who prefer and trust in sites with amateur reviews is 
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increasing. Therefore, tourism providers need to pay attention to these issues, 

bearing in mind the importance of social media technologies and online travel 

communities. Before expecting to increase revenues and online bookings, they 

need to evaluate how they can satisfy customers, through online prod-

ucts/services. Researches indicated that both emotional and cognitive evalua-

tions about the website influence satisfaction (Ha & Im, 2012). In fact, despite 

not having been tested, the conceptual model proposed aims to pique the atten-

tion of tourism providers for the new tourist behavior, trying to clarifying the 

significance and importance of some e-satisfaction antecedents. The online 

travel market is of considerable size, and continuing growth is predicted over 

the coming years (Fesenmaier & Cook, 2009), so new avenues and opportuni-

ties may arise for research. 
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INTRODUCTION  
 

This Paper Presents the Preliminary Results of A Doctoral Investigation Exam-

ining the Impact of Tourism on Local Power Relations In the district of Pisac 

(Cuzco, Peru). The study aims to build upon and contribute to existing debates 

concerning power relations and tourism development. Based on a review of 

extant literature and initial findings from qualitative fieldwork in Peru, the in-

vestigation scrutinises how power dynamics between local actors have been 

put under pressure by the introduction of tourism and the increased presence 

of external tourism actors.  

 
RESEARCH BACKGROUND 

 

Peru is a country which has experienced rapid tourism growth in the last dec-

ade (Steel, 2012). This growth has been mainly fuelled by state sponsored neo-

liberal policies which promote tourism as a key source of outward-oriented 

growth (Steel, 2012). Nevertheless, Peruvian state actors and media commenta-

tors fail to critically scrutinise the full range of tourism impacts and seldom 

problematise the effects of tourism on place bound social dynamics (Seligmann 

and Guevara, 2013). This entails that the ways in which tourism differently af-

fects diverse local realities in tourism have remained largely under-

investigated.  

Similarly, notwithstanding that extant scholarly literature has widely ex-

plored the ways in which TOURISM MAY IMPACT THE SOCIAL FABRIC OF HOST 

COMMUNITIES (CHOI AND SIRAKAYA, 2006; Nunkoo and Ramkissoon, 2011), 

there has been limited consideration of how tourism may affect local power 

relations (Coles and Church, 2007; Macleod and Carrier, 2010). In particular, 

empirical research has paid scant attention to the micro-level power relations at 
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play between village hosts in developing nations (Pforr, 2006; Marzano and 

Scott, 2009; Wearing et al, 2010).  

Germane to this discussion, a critical analysis of tourism impacts appears 

especially relevant in the context of developing nations where foreign brokers 

and tour operators frequently play a determinant role in the equitable distribu-

tion of tourism benefits amongst host actors (Kozak, 2004; Budeanu, 2005; Ker-

nel, 2005). Tour operators in particular may influence the distribution of tour-

ism returns by directing tourists to particular businesses in exchange for com-

mission (Ap and Wong, 2001; Zhang et al, 2009). These practices may challenge 

the social cohesion of host communities and create uneven local power dynam-

ics (Kozak, 2004; Budeanu, 2005; Kernel, 2005). Likewise, pre-existing power 

dynamics and social cleavages within host communities may also impact the 

different levels of local participation in tourism and the degree to which certain 

local actors may influence tourism decision making processes( Wearing et al 

2010).  

Supporting these arguments, this thesis contends that in order to advance a 

more equitable and successful local participation in tourism, the multi-

dimensional and at times anti-participatory power structures impacting rural 

communities in developing countries must be critically examined. Likewise, in 

order to develop a critical understanding of tourism, the different ways in 

which tourism development may reproduce and/or challenge existing power 

relations in a given area must be scrutinised. 

 The district of Pisac was selected for the study since it possesses a multi-

cultural population (Indigenous and Non-Indigenous communities, foreign 

residents from other parts of the country and outside of Peru) whose interac-

tions are strongly mediated by a tourism based economy (Ypeij, 2012). These 

features collectively establish Pisac as a suitable location in which to set a study 

exploring multifaceted local power dynamics and tourism. 

 
METHODOLOGY 

 

This investigation adopts an ethnographically inspired approach entailing two 

months of observation and semi-structured interviews in the district of Pisac. 

As posited by Atkinson et al (2008), ethnographic inquiry facilitates an under-

standing of social systems as dynamic phenomena characterised by nonlinear 

relations (Atkinson et al, 2008). This approach aligns well with the aims of the 

study which appeal to a complex understanding of nonlinear social dynamics.  
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Similarly, a qualitative research design aptly fits the study’s aim of understand-

ing and generating new theory about complex social phenomena given that 

qualitative research may facilitate the generation of new theoretical insights 

about the ways in which people organise “their world, their thoughts…their 

experiences, and their basic perceptions” (Patton, 2002:21).  

 
CONCEPTUAL APPROACH 

 

Despite recent engagements with power, Coles and Church (2007) warn that 

power and power relations are usually under-conceptualised in contemporary 

tourism research. Power as a concept is primarily equated to control over and 

access to resources (Hunter, 2001; Murphy and Murphy, 2004). This may 

“grossly simplify the full complexities and potentialities of the practices and 

performances of power, leading to potentially misleading conclusions” (Coles 

and Chruch, 2007:7). Supporting this view, this study contends that power 

should not solely be viewed as overt coercion or the ability to access resources 

but should rather be examined as a multifaceted construct with both restrictive 

and emancipating capacities.  

To this end, the proposed paper draws on post-structuralist views of power, 

particularly drawing on Foucault’s work to critically analyse local power rela-

tions in the context of tourism. As posited by several commentators, a Fou-

cauldian approach encourages an examination of the everyday practices that 

sustain and reproduce power relations, including how these converge with 

wider ideological discourses (i.e. structural aspects) (Sharp et al, 2000; Coles 

and Church, 2007). 

 
KEY ARGUMENTS AND FINDINGS 

 

Initial findings from preliminary primary data analysis reveal that tourism in 

Pisac has affected local power relations and social dynamics in diverse and con-

tradicting ways. Firstly, the introduction of tourism has perceptibly changed 

the demographic composition of the district by bringing an influx of foreign 

investors and entrepreneurs to the area. Although Pisac used to be known pri-

marily for its handicraft market and surrounding Inca ruins (Henrici, 1999), 

nowadays the most lucrative tourism markets appear to be shamanic tourism 

and silver jewellery shops, mainly managed by foreign actors (from other re-

gions of Peru and foreign countries).  
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The handicraft market’s decline in tourism popularity and the arrival of ex-

ogenous tourism stakeholders has effectively restructured the organisation of 

tourism, bringing new power dynamics into play whilst creating increasing 

tensions between local residents. This aligns with scholarly evidence which 

suggests that tourism may restructure communities on a social and political 

level due to the dynamic changing nature of tourism environments (Coles and 

Church, 2007; MacLeod and Carrier, 2010). In Pisac, tourism appears to have 

created tensions amongst native resident groups as well as between foreign 

residents and Pisac natives.  

During the last few years, the proliferation of silver jewellery shops and 

shamanic tourism related businesses in and around Pisac has brought stiff 

competition for handicraft market sellers. Market traders complain that jewel-

lery shop owners are creating unfair competition by paying tour guides com-

missions to direct tourists to their shops. According to market sellers, this 

means tourists no longer visit the market since they have limited time in Pisac. 

This state of affairs has resulted in increasing public confrontations between 

market traders and jewellers, with one incident involving market sellers block-

ing tour buses’ access to jewellery shops with stones. 

This situation may be seen to reflect Foucault’s notion of the power of sur-

veillance whereby local tourism producers, in this case tour guides mostly from 

the city of Cusco, mediate tourists’ experience by guiding their gaze to particu-

lar sites (Cheong and Miller, 2000). As denoted by Cheong and Miller (2000) 

local agents (such as tour guides and travel agents) have the power to shape 

tourist’s decisions by encouraging or discouraging them to visit particular 

sites(Cheong and Miller, 2000; Salazar, 2010). Based on this observation, it may 

be possible to reason that through privileged access to tourists, tour guides rep-

resent a powerful group of actors. Although they may not hold normative 

power over local stakeholders, they exert tremendous influence on the distribu-

tion of pecuniary tourism benefits and local socio-economic dynamics. 

Social tensions also appear to occur between traditional artisans and handi-

craft market sellers. Artisans criticise market traders for turning the traditional 

handicraft market into a commercial “non-authentic” market through the sale 

of imported goods from all over Peru and foreign countries. According to arti-

sans, this has stripped Pisac from its traditional charm and is one of the fun-

damental causes of tourism decline in the town. Further to this, artisans com-

plain that by occupying the town square every day of the week, market traders 
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are causing visual pollution, cluttering the streets and damaging the town’s 

tourist image. 

Conversely, market traders state they do not deliberately wish to sell in the 

town square given the laborious task of having to lift and unfasten tents on a 

daily basis. Market sellers state they would gladly move to a permanent market 

outside of the town square if the municipality would build one for them. In 

turn, municipal authorities argue they have been trying to find a suitable ter-

rain to erect a permanent market but have had little cooperation from market 

traders and have further encountered opposition from regional authorities. 

Nevertheless, according to several local residents, the market has never come to 

fruition since it does not represent a priority for municipal authorities. Several 

interviewees argue that market trader representatives have repeatedly ap-

proached municipal authorities demanding a new market, but municipal au-

thorities manage to silence their demands by offering market representatives 

council jobs. 

Based on these findings, it may be reasoned that to an extent pre-existing in-

formal norms and normative power combine to sway the course of tourism de-

velopment in Pisac. In this sense, local politics play a significant role in regulat-

ing the tourism agenda and silencing local concerns. However, local politics 

influencing tourism development may be seen as a socially constituted system 

of order emanating from tacit interaction. The supposed deals between munic-

ipal authorities and local actors do not necessarily align with authorised rules 

and codes of conduct and are not established by formal forms of legitimacy. 

 Thus, as posited by Foucault (1980), power may not only be evidenced 

through the overt exercise of force but it can operate at a more invisible and 

tacit level. Closely related to this observation and concurring with Lukes’ 

(1974) and Hall’s (2007)perspective, it may be posited that non-decision making 

and keeping issues outside of the political tourism agenda (i.e. the construction 

of the new market) is as much an expression of power as what is included in 

the political agenda.  As stated by Coles and Church (2007: 20) “the ability to 

limit decision-making to reasonably uncontroversial, uncontentious subjects is 

an expression of power”. 

By the same token, shamanic tourism has also created a new set of social 

tensions between foreign residents and Pisac natives. Mystical tourism busi-

nesses as well as the popular coffee shops frequented by shamanic tourists are 

almost exclusively owned and managed by foreigners (i.e. from foreign coun-

tries) or Lima based entrepreneurs. Pisac natives do not frequent these estab-



Research Papers 

 

595 

lishments and are only employed in the kitchen or occasionally as waiting staff. 

The different lifestyles led by these two groups and the lack of local ownership 

an employment in spiritual tourism businesses are leading to growing social 

problems between foreign and native collectives. In particular, a large number 

of Pisac natives feel that shamanic tourists and foreign residents involved in 

shamanic activities have negatively influenced Pisac youngsters by bringing 

drugs and alcohol while also damaging the town’s tourist image.  

Whilst acknowledging that tourism has generated a set of problematic social 

impacts, it has seemingly readdressed the balance of power between tradition-

ally marginalised groups and dominant collectives. For instance, women now 

represent the main breadwinners given that following a gendered division of 

labour, most market and souvenir sellers are females. Interview data suggests 

that women’s strong participation in the tourism workforce has boosted their 

sense of autonomy and their influence over household decisions. In this regard, 

results appear to reflect arguments developed in recent scholarly contributions 

which stress that tourism has the potential to challenge and renegotiate imbal-

anced gender roles (Ferguson, 2011; Duffy et al, 2012; Spenceley and Meyer, 

2012).  

Similarly, although tourism has not perceivably changed negative attitudes 

amongst some sections of the Pisac society towards Indigenous groups, it has 

afforded the latter with some degree of enhanced socio-economic leverage. 

Most visits to Indigenous communities surrounding the village of Pisac are 

brokered either by non-governmental organisations (NGOs) or sustainable 

tourism tour operators. These agents act as important mediators between In-

digenous communities and the outside world by negotiating deals with exoge-

nous organisations and providing capacity building for children and adults. 

This means Indigenous communities no longer have to rely exclusively on 

Pisac natives for the commercialisation of their weavings as they are able to 

obtain better returns by directly selling to tourists in their own communities. 

 
CONCLUSION 

 

Although primary data is still being analysed, it is expected that the proposed 

paper will highlight how tourism has replicated pre-existing power structures 

based on kinship, social influence and urban/rural divide. The paper will fur-

ther expound how the replication of existing informal socio-economic ar-

rangements has resulted in a chaotic management of tourism activities and in 

the emergence of new social tensions between resident groups. Further to this, 
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the proposed paper will also elucidate the different ways in which tourism has 

relatively empowered traditionally marginalised collectives. 
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INTRODUCTION 

In the global tourism market, rural tourism is considered as a strong growing 

sector. The protection and improvement of natural, built-environment, infrast-

ructure and the economic growth, as well as the socio-cultural development, 

are the most significant contributions of this sector (Lo, Mohamad, Songan & 

Yeo, 2012). Ideally, tourism in remote areas is developed using the inherent 

characters and resources of the locality which typically include “their attractive 

natural environment, original local culture and traditional systems of land use 

and farming” (Bramwell & Lane, 2012). The purpose and significance of deve-

loping rural tourism is that it has a major force in the rural economic develop-

ment. It has been contributing to poverty alleviation among the rural communi-

ties. This sector also has been generating a large-scale employment opportuni-

ties for the rural dwellers. More importantly, rural tourism has been acting as a 

key in transforming the rural economy but needs to be supported and promo-

ted by the relevant policies to ensure successful rural development program-

mes (WTO, 2001). However, there has been little discussion about tourism 

mailto:roslizawati_102@yahoo.com


Research Papers 

 

599 

contribution at the rural community level. According to Koster & Lemelin 

(2009, p.258), two gaps have been identified; how to make rural tourism a viab-

le industry in resource-dependent communities and how to embed the in-

dustry within a community seeking alternatives from crisis context. Thus, App-

reciative Inquiry (AI) approach has been identified with this in mind as an al-

ternative tourism research tool for evaluating the impacts of rural tourism on 

community development.   

 
LITERATURE REVIEW 

 
Background of Appreciative Inquiry Approach  

Appreciative Inquiry (AI) was first established by David Cooperrider in 1986 in 

his doctoral thesis on “Appreciative Inquiry: Toward a methodology for understan-

ding and enhancing organizational innovation” (Cooperrider, Whitney, & Stavros, 

2008; Cooperrider & Whitney, 2005). It has been practiced around the world for 

more than a decade by non-profit organizations, businesses, families, health 

care organizations, schools, as well as the government. Since the late 1980s, AI 

has been promoted in a wide variety of organizations for many different pur-

poses and it has been applied for strategic planning, culture transformation, 

increasing customer satisfaction, organization redesign, as well as for leaders-

hip development. Even after the successful implementation of AI approach in 

the development field, however, it has been irregularly used for research pur-

poses, especially in the field of tourism (Nyaupane & Poudel, 2012; Raymond & 

Hall, 2008b). Basically, AI has been developed to gain and build enduring rela-

tionships between communities and the tourism industry based on the simple 

assumption that every organization or community has something that works 

well and those strengths can be the starting point in creating positive changes 

(Raymond & Hall, 2008a, 2008b).  

The AI process engages the entire community and its stakeholders to create 

a future that works for everyone and it can be used to guide conservation, large 

group meetings or whole-system effort (Finegold, Holland, & Lingham, 2002; 

Shariff, Gramberg, & Foley, 2009). No matter what the purpose is, the Appreci-

ative Inquiry 4-D Cycle is the foundation for change. The essence of all these 

models is based on a set of principles which generally follow the framework of 

the 4-D Cycle (Figure 1). Each AI process is home-grown and designated to 

meet the unique challenges of the organization and the industry involved 

(Cooperrider & Whitney, 2005).  
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Figure 1: The Appreciative Inquiry 4-D Cycle  (Nyaupane & Poudel, 2012) 

 

1. Discovery: At the heart of discovery is the appreciative interview. 

What distinguishes AI at this phase is that every question is posi-

tive. At this stage, people uncover what gives life to their organiza-

tion, department or community when it is at its best (Cooperrider 

& Whitney, 2005).  

2. Dream: The main purpose of this stage is to engage the whole sys-

tem in moving beyond the status quo to envision valued and vital 

future (Cooperrider & Whitney, 2005). 

3. Design: During this stage, people are invited to challenge the status 

quo, as well as the common assumptions underlying the design of 

their organization. (Cooperrider & Whitney, 2005). 

4. Destiny: This phrase specifically applies to personal and organiza-

tional commitments and the paths forward (Whitney & Trosten-

Bloom, 2010), delivers on the new images of the future and is sus-

tained by nurturing a collective sense of purpose. The phase of des-

tiny is ongoing and brings the organization back to the discovery 

phase, in which continued application of the method may result in 

new topic choices, dialogues and continued learning. 
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THE DISTINCTIVENESS OF APPRECIATIVE INQUIRY APPROACH 

 

Recent AI development has found that the process does not only help an orga-

nization create images of the future, but to create and nurture energy, a re-

newed commitment to change, and a sense of hope among people working to 

achieve the future (Calabrese, Hester, Friesen, & Burkhalter, 2010; Michael, 

2005). The AI approach has emerged to counter traditional problem-solving 

approaches because it focuses on the strengths and successes of individuals, 

organizations and communities (Cooperrider et al., 2008). In a shift from the 

traditional approach of identifying, analysing and solving problems, AI builds 

on the strengths of organizations or communities to develop a positive appro-

ach in addressing issues (Raymond & Hall, 2008b). This method seeks the 

strengths of individuals, organizations, communities and societies, giving life, 

health and excellence to the development of those human systems (Whitney & 

Trosten-Bloom, 2010).  

Appreciative Inquiry has been embraced as a powerful organization deve-

lopment philosophy building on past success to propel positive changes. AI is a 

highly participative and holistic approach to change the values held by the 

members of the organization and amplifies positive forces (Bellinger & Elliott, 

2011). Researchers and practitioners of AI have developed eight foundational 

principles to help understand its implementation and functions (Preskill & 

Catsambas, 2006). They claim that these eight principles arise from several dis-

parate theories.  Related research studies focus on the effects of positive thin-

king and images. These unique principles are as special as their derivative 

practices (Whitney & Trosten-Bloom, 2010) and move the basis of AI from the-

ory to practice (Cooperrider et al., 2008; Cooperrider & Whitney, 2005; Whitney 

& Trosten-Bloom, 2010). 

 

i. The Constructionist Principle (the way we know is fateful) 

ii. The Principle of Simultaneity (change begins at the moment you ask 

the question) 

iii. The Poetic Principle (we can choose what we study) 

iv. The Anticipatory Principle (change in active images of the future) 

v. The Positive Principle (positive questions lead to positive change) 

vi. The Wholeness Principle (wholeness brings out the best) 

vii. The Enactment Principle (acting ‘as if’ is self-fulfilling) 

viii. The Free Choice Principle (free choice liberates power) 
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With that, it is believed that AI works because it unleashes all of the Six Fre-

edoms over the course of the 4-D Cycle. It creates a surge of power, energy and 

self-perpetuating momentum for a positive change. As discussed earlier, AI has 

been used as a theoretical research approach and the research methodology is 

through positive inquiry approach in order to initiate community/ organizatio-

nal change. It takes the best from the past and present to create the future, pro-

viding the basis for constructing an image of what could be and should become 

the collectively co-constructed design for the organization (Cooperrider & 

Whitney, 2005). As the people within an organization learn to value each other, 

a synergy is developed that will propel the organization forward in a positive 

way. Hence, the energy of people within an organization is led towards disco-

vering the positive core and the power it holds is used to positively shape the 

organization or community (Laszlo & Cooperrider, 2010). 

 
CONCLUSION AND IMPLICATIONS 

 

The Appreciative Inquiry (AI) approach has been applied in the field of com-

munity development since 1986, especially in developing countries. It has been 

identified with this in mind, as an alternative tourism research tool for evalua-

ting the impacts of rural tourism for sustainable development. AI is one of the 

recent approaches used in tourism research, particularly at the community le-

vel. The AI 4-D Cycle serves as the foundation on which change is built, inclu-

ding Discover (appreciating and valuing), Dream (envisioning), Design (co-

constructing the future) and Destiny (learning, empowering and improvising 

to sustain the future). The approach is typically used to facilitate positive deve-

lopments and may be used within the tourism industry. Nyaupane & Poudel 

(2012) stated that AI acts as a research method, alternative to the conventional 

action research in the organizational development field and it is applicable to 

the study of tourism. Recent AI development has found that the process does 

not only help an organization create images of the future, but to create and nur-

ture energy, a renewed commitment to change, and a sense of hope among its 

people working to achieve the future (Calabrese et al., 2010; Michael, 2005). The 

AI approach has emerged to counter traditional problem-solving approaches 

because it focuses on the strengths and successes of individuals, organizations 

and communities (Cooperrider et al., 2008). In a shift from the traditional app-

roach of identifying, analysing and solving problems, AI builds on the 

strengths of organizations or communities to develop a positive approach in 

addressing issues (Raymond & Hall, 2008b). This method seeks the strengths of 

individuals, organizations, communities and societies, giving life, health and 
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excellence to the development of those human systems (Whitney & Trosten-

Bloom, 2010).  
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INTRODUCTION 

Tourism and hospitality today has become a global phenomenon. The econom-

ic importance of these industries has created ever-increasing demand for 

skilled and qualified human resources in the labour market thus convincing the 

education providers to offer them as part of wider programmes at various lev-

els. Tourism was introduced as a subject by European universities in 1930s 

(Faulkner, 2003) though there has been - considerable increase in the demand 

reflected in the supply offerings (Barron, Baum, & Conway, 2007). A wide 

range of literature about changing demographics especially the international 

students have greatly influenced the demand for tourism and hospitality edu-

cation in the UK which has made many academic institutions to operate on 
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corporate models rather than traditional societal concept of education (Hobson, 

2008; O’Mahony, Whitelaw & Williams, 2008) thereby necessitating the need to 

analysis the motivations of international students to come to UK for tourism 

and Hospitality education.  

The focus of this study is the students from South Asia including Bangla-

desh, Pakistan, India, Sri Lanka, and Nepal, put together these countries repre-

sent almost 25% of the world’s total population (British Council 2014). Howev-

er, their strength is not only in the big number of people, but the youthfulness 

of their populations. The governments of these countries put a lot of invest-

ment in their efforts to increase primary and secondary education enrollment, 

today their youth are seeking for higher education. Many countries today re-

cognise that higher education is the key to the development of knowledge soci-

eties as well as their knowledge intensive industries (OECD, 1996). The ever 

increasing need for skilled people both in terms quality and quantity has led to 

demand in higher education which in return has resulted in a rapid growth of 

transnational student mobility (Altbach et al, 2009). 

At the same time the tourism and hospitality industries of these countries 

are also thriving, south Asia is one of the fastest emerging destinations  record-

ing 8.2% growth in international tourists arrival between 2005 -2012 (UNWTO, 

2013). This growth means that the region has a big demand for skilled people to 

work in its ever expanding tourism industry. Many of the aspiring students 

who would like to work in this industry seek higher education abroad. The 

purpose of this study is to be able to understand what motivates the students 

from South Asia to choose UK as their education destination, and why choose 

to study tourism and hospitality in particular. The study was carried out on 

students at the University of Sunderland London Campus which is 100% inter-

national and with a big percentage of the students coming from the South Asia 

region       

Alongside other western nations, UK has also experienced a significant in-

crease in the number of international students for higher education qualifica-

tions in the last decade (UK Council for international Affairs, 2013). The per-

centage of international (non EU) students in the UK has risen from 8.6% in 

2003–04 to 12.1% with 2.5 million students across 163 higher educational insti-

tutions in 2011–12 (HESA, 2013). 

Wide ranges of logics have been cited by the experts for these trends in the 

form of nature of the course curriculum, research focus and competitive market 

conditions (Smith & Frankland, 2000). They have been the research focus for 
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some time (Altbach & Knight, 2006) due to the substantial commercial implica-

tion of international student’s income to supplement the declining government 

funding and hence increasing importance of monitoring the student’s motiva-

tions to come to UK  (Cooper & O’Keefe, 2005). 

While Anderson et al, (1998) explored the motivations from career en-

hancement, professional advancement and skills development perspective, Su-

ventola (2004) found –them then to be self-development and knowledge en-

hancement. Further, Coulthard (2000) and Moogan & Baron (2003) happen to 

find students motivated due to subject interest and enhancement of profession-

al practice. Some other research indicated towards increase in the employment 

and travel opportunities, career advancement and wage improvements (Han-

nam,Mitsche, & Stone, 2004).  Mazzarol & Soutar (2002) carried out a wide re-

search and pointed out that other factors influencing the selection of a country 

have been a commonality of language, the availability of science or technology-

based programmes and the geographic proximity of the home and host coun-

tries. According to Mazzarol & Soutar (2002), the decision to study abroad it is 

carried out by many members within the family and this even vary for post-

graduates and graduates levels. They further highlighted in their research that 

the parental influence is higher among undergraduates student when they are 

choosing a country or a destination to study.  To some extent the decision of the 

students choosing the destination, can so much be influenced by others that the 

students end up studying in the countries or disciplines that not necessary 

would have –been their choice if they were to make their own decision.  

The economic ramifications of tourism and hospitality have led to the con-

siderable growth of global education in this sector. The ever changing needs of 

this industry for appropriate skills and expertise have made it more competi-

tive in nature which has led to the increase in studies exploring the motivations 

for students to choose specific destinations.  

 
METHODOLOGY 

 

The research was conducted with mix method approach through two sequen-

tial phases. It started with a qualitative phase via focus group to find in-depth 

information about student’s motivations. In the second phase with quantitative 

approach the results of the focus group proceeded to design a questionnaire. 

For gaining variety of perspectives, 15 undergraduate and postgraduates Indi-

an, Bangladeshi, Pakistani and Nepali students were selected. With the moder-

ation of two lecturers focus group discussion was conducted for an hour and 
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students were encouraged to talk about their motivations to study abroad, rea-

sons to select UK and study Tourism and Hospitality here. The focus group 

was recorded, transcribed and the data were analysed via inductive approach 

and ‘Framework analysis’ (Ritchie & Spencer, 1994). A list of students’ motiva-

tions emerged and was used for the second phase and designing questionnaire 

to investigate the most important motivational factors -influencing student’s 

decision. The questionnaire was based on 5 point Liket-Scale between Strongly 

Agree – 1 to Strongly Disagree – 5 and distributed via email among 120 Indian, 

Bangladeshi, Pakistani and Nepali students. In total 75 responses were collect-

ed. Incomplete questionnaires were disregarded and 72 responses considered 

for analysis. SPSS Software (Version 21) was used and the data was subjected 

to descriptive and factor analysis. 

 
QUALITATIVE RESULTS 

  

The results of focus group showed experiencing different cultures, making 

friends and meeting different people, value and reputations of certificates, fam-

ily encouragements and hoping a better future are the main reasons for Indian, 

Bangladeshi, Pakistani and Nepali students to study abroad. This is while the 

students mentioned that they selected the UK as they have friend and relatives 

in the UK, it is close to Asia in comparison to other countries like Australia or 

Canada, opportunity of improving their English and enjoy a multi-culture en-

vironment. Quick visa process of the UK, more job opportunities and good 

reputation of UK universities were also mentioned as the main reasons for se-

lecting the UK. Tourism and Hospitality is one the first preferences among In-

dian, Bangladeshi, Pakistani and Nepali students. Below factors were identified 

as the main reason for students to study Tourism and Hospitality: 

 

 More job opportunity during study and after graduation 

 Having previous work experience in Tourism and Hospitality 

 Having previous qualifications in Tourism and Hospitality 

 Encouragement and influence from friends and families 

 The nature of the tourism filed that might be easier in compari-

son to other fields like business (Less math is involved) 

 Being interested in traveling and investing in it as a career   

 The influence and encouragement from the agency and con-

sultants. 

 Tourism field being more practical than theoretical  
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QUANTITATIVE RESULTS  

Toward reliability analysis of the questionnaire Cronbach's alpha test were 

conducted and the results of .88 were among the accepted range > .70 suggest-

ed by Nanaly (1976). The descriptive analysis of the data demonstrated that 

48% of the students were from India, 24 % from Bangladesh, 14% from Nepal 

and 14% from Pakistan. 62% of respondents were undergraduate and 38% 

postgraduate students. 63%of respondents were between 25 to 30 ages and 27% 

between 18 to 24 and 8% between 35 to 44. Table 1 shows the mean, standard 

deviation and factor loading of motivational factors among Indian, Bangla-

deshi, Pakistani and Nepali students. According to the mean scores the majori-

ty of the students decide to study abroad because of encouragement from their 

families. Students mentioned that in their home country study abroad is a 

trend and cultural issue and most of the young generation are encouraged to it. 

 
Table 1- Mean, standard deviation and factor loading of motivational factors 

Motivation items 
Factor 
loading 

Mean S.D 
Cumu 

lative% 
Alpha 

Study abroad  15.76 0.78 

I would like to experience different cultures. .642 1.97 .85   
I would like to make more friends. .632 1.63 .71   
I would like to meet different people. .627 1.40 .62   
Certificates from abroad have a better value. .618 1.42 1.09   
It was a culture and trend back home. .579 2.36 1.05   
My family encouraged me to come. .559 3.34 .617   
It will open doors for global job opportunities in the 
future. 

.559 1.72 .884   

It can lead my family and me to a quality life. .538 2.01 1.43   

Selected UK for study  32.17 0.71 

I have friends in the UK. .487 3.37 1.08   
I have relatives in the UK. .478 3.36 .933   
The visa process is easier.  .470 3.50 .789   
It is easy to find a job in the UK. .439 3.39 1.35   
UK education has a global brand reputation. .409 1.79 .845   
It is close to home in comparison to other countries 
such as Australia, USA. 

.369 1.83 .921   

It can be like a platform to move to a better co-
untry  

.355 2.75 1.11   

I like to improve my English .704 1.64 .777   
I can settle in the UK after study. .591 2.51 1.13   
UK is a multi-culture country. .576 1.67 .805   

Decided to study Tourism and Hospitality  40.29 0.80 

There are a lot of job opportunities in this field. .348 2.54 1.38   
It is easier in comparison to other fields. .392 2.70 1.40   
Traveling is my hobby and I wanted it as a career. .387 3.28 1.15   
I have previous experience in Tourism and Hospita-
lity field. 

.392 3.43 1.11   
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I have previous related qualifications in the field. .387 2.05 .919   
My family encouraged me to study this field. .404 3.71 1.12   
My friends influenced my decision. .358 3.87 1.10   
I believed this field is practical rather than theoreti-
cal in nature. 

.436 1.97 .852   

My agency (Consultants) encouraged me. .392 3.89 .714   
The influence from agents was very high. .387 1.40 .629   

Extraction Component Method with Principal Component analysis. 
Kaiser-Meyer-Olkin: .617 with Sig. 0.00 

 

 

As the table 1 demonstrates the visa process of the UK is the most important 

motivational factors for student to select UK. Students mentioned that the stu-

dent’s visa process in the UK is approximately 4 weeks and is shorter and easi-

er in compare of other countries like Australia and Canada that take 6 month. 

The second important factor is the job opportunities in the UK that let student 

work and study at the same time. Based on the mean scores of the motivational 

factors, the most important factors to study Tourism and Hospitality is the en-

couragement from the agents, consultants and families. As this reason men-

tioned several times by students in the focus group, as a part of questionnaire 

the students were asked if the agents did not influence their decision, would 

they still have considered studying Tourism and Hospitality. The results 

showed that 95 % of the students were still interested to study tourism and 4% 

said they preferred to study Business, Human Resource and Fashion.  

 
CONCLUSION AND IMPLICATIONS 

This paper has found considerable range of motivating factors influencing so-

uth Asian student’s decision to undertake tourism and hospitality education in 

the UK and thus provided valuable insight into their relative importance with 

regards to the destination location. This has obvious implications for marketing 

and recruiting international students thus opening further opportunities for the 

UK higher education institutions. Also, it indicates towards collaborating the 

destination promoter’s efforts with the tourism and hospitality education mar-

keters as well.    

 
REFERENCES  

  
Altbach G. Philip,  Reisberg Liz  and Laura E. Rumbley (2009). Trends in Global Higher Education: 

Tracking an Academic Revolution. A Report Prepared for the UNESCO 2009 World Confe-

rence on Higher Education 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

610 

Anderson, D., Johnson, R., Milligan, B., & Stephanou, A. (1998). Access to postgraduate  courses: Op-

portunities and obstacles. Canberra, Australia: Higher Education Council, Australian Go-

vernment Publishing Service. 

Barron, P., Baum, T., & Conway, F. (2007). Learning, living and working:Experiences  of  internati-

onal postgraduate students at a Scottish university. Journal of Hospitality and Tourism Ma-

nagement, 14(2), 85–101. 

Bodycott, P (2009) Choosing a higher education study abroad destination: What mainland    

Chinese parents and students rate as important. Journal of Research in International Education. Vol 8, 

349-373.  

Cooper, B., & O’Keefe, S. (2005). The importance of credit transfer in the decision to  undertake post-

compulsory education: An exercise in experimental choice analysis. Paper presented to the 

Australian Vocational Education and Training Research Association Conference, Bris-

bane,Australia. 

Coulthard, D. (2000). Identifying the changing needs of Australian coursework postgraduate  students. 

Melbourne, Australia: Evaluations and Investigations Programme Higher Education Di-

vision, School of Management Information Systems, Deakin University. Retrieved Febru-

ary, 20, 2014 from http://www.dest.gov.au/archive/highered/eippubs/eip99-9/default.htm  

Faulkner, B. (2003). Progressing tourism research. Clevedon: Channel View Publication. 

Hannam, K., Mitsche, N., & Stone, C. (2004). Tourism employability and the European  social fund. 

In J. Tribe & E. Wickens (Eds.) Critical Issues in Tourism Education: Conference of the Associa-

tion for Tourism in Higher Education (pp. 39–52). Buckinghamshire, UK: Missenden Abbet. 

HESA (2013) Patterns and Trends 2013 in UK Higher Education. Retrieved February, 19, 2013 from 

http://www.universitiesuk.ac.uk/highereducation/Documents/2013/PatternsAndTrendsin

UKHigherEducation2013.pdf  

Hobson, J.S.P. (2008). Internationalisation of tourism and hospitality education. Journal of  Hospita-

lity & Tourism Education, 20(1), 4–5. 

Hung, F. S. , Chung, Y. P. & Ho, S. C. (2000). To work or to continue to higher  education? The choi-

ce of senior secondary students in Shenzhen, China. Higher Education 39: 455–67. 

Mazzarol, T. & Soutar N, G (2002). “Push-Pull” factors influencing international students  destina-

tion choice. The international Journal of Educational Management. 16/2 82-90.  

Moogan, Y.J., & Baron, S. (2003). An analysis of student characteristics within the student  decision 

making process. Journal of Further and Higher Education, 27(3), 271–287. 

OECD (1996). The Knowledge-Based Economy. General Distribution OCDE/GD (96)102 

O’Mahony, B., Whitelaw, P.A., & McWilliams, A. (2008). The drivers of program selection in hospi-

tality management at Victoria University. Journal of Hospitality & Tourism Education, 20(3), 

5–10. 

Suvantola, J. (2004). Self-determination theory in charting students’ motivation. In J. Tribe & E. 

Wickens, Critical issues in tourism education: Proceedings of the 2004 Conference of the Associa-

tion for Tourism in Higher Education (pp. 139–144). Buckinghamshire, UK: Missenden Ab-

bet. 

The Economist (2014) High university enrolment, low graduate employment Analysing the paradox in 

Afghanistan, Bangladesh, India, Nepal, Pakistan and Sri Lanka. An Economist Intelligence 

Unit report for the British Council 

http://www.dest.gov.au/archive/highered/eippubs/eip99-9/default.htm
http://www.universitiesuk.ac.uk/highereducation/Documents/2013/PatternsAndTrendsinUKHigherEducation2013.pdf
http://www.universitiesuk.ac.uk/highereducation/Documents/2013/PatternsAndTrendsinUKHigherEducation2013.pdf


Research Papers 

 

611 

UK Council for international Affairs, (2013) International student statistics: UK higher education.  

Available at: http://www.ukcisa.org.uk/Info-for-universities-colleges--schools/Policy-

research--statistics/Research--statistics/International-students-in-UK-HE/# Accessed on 

25/02/2013 

UNWTO (2013) UNWTO Tourism Highlights, 2013 Edition. unwto.org  

 
 

http://www.ukcisa.org.uk/Info-for-universities-colleges--schools/Policy-research--statistics/Research--statistics/International-students-in-UK-HE/
http://www.ukcisa.org.uk/Info-for-universities-colleges--schools/Policy-research--statistics/Research--statistics/International-students-in-UK-HE/


7th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 612-617,  
03 – 07 June 2014, Istanbul, Turkey 
Printed in Turkey. All rights reserved 

ISBN: 978-605-4940-25-7 

 

 

Territorial Dynamics Generated By Private Investment  
in the Tourism Sector 

 
 

Rui Costa 
Department of Economics, Management and Industrial Engineering 

University of Aveiro, Portugal 

E-mail: rui.costa@ua.pt 

 
Carlos Costa 

Department of Economics, Management and Industrial Engineering 

University of Aveiro, Portugal 

E-mail: ccosta@ua.pt 

 
Zélia Breda 

Department of Economics, Management and Industrial Engineering 

University of Aveiro, Portugal 

E-mail: zelia@ua.pt  

 
 
 
INTRODUCTION 
 

The tourism sector has been experiencing a big growth and development, es-

tablishing itself as one of the fastest growing 'industries' in the twentieth centu-

ry, a situation that has persisted in the first decade of this century and will con-

tinue in the coming years, according to the UNWTO’s forecasts. 

Recognizing this favorable environment, it is essential and urgent that gov-

ernments, from developed and developing countries, attach greater importance 

and attention to this sector, considering the role that it can play in the economic 

development, namely in balancing the deficit of the balance of payments, in 

strengthening regional networks, and in generating an increased yield and dy-

namics in job creation, because of its multiplier effect. 

Given its specificity and characteristics, it has been experiencing significant 

changes, particularly in terms on how the industry will continue to operate, 

both in quality improvement and in diversification of supply. A greater focus 

on differentiation and on the concept of 'uniqueness' is also needed, as well as 
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the recognition that the profile of tourists are changing, who are increasingly 

more demanding, interested and informed. 

Despite the recognized economic importance of tourism, the growth that it 

has been experiencing, particularly in Portugal, has been realized in a more 

quantitative perspective rather than a qualitative one. There have been some 

difficulties in achieving some objectives developed for the sector, therefore it is 

essential to carry out monitoring and evaluation actions for tourism policies 

and strategies set by the public sector over the last years. 
 
LITERATURE REVIEW 
 

Given the multidisciplinary and horizontal nature of the tourism sector, it is 

essential the participation of the public sector in the implementation of tourism 

policies that set clear guidelines to all stakeholders, directly and indirectly, in-

volved in the industry. The established goals should reflect the 'needs' of the 

sector, and must be in accordance with the economic, social and environmental 

goals of the tourist destination, and in line with the national and regional inter-

ests of the country (e.g. Beritelli et al, 2007; Bramwell, 2005; Brooke, 1993, Da-

vis, Wanna, Warhurst & Weller, 1993; Goymen, 2000; Krippendorf, 1982; 

Oliveira, 2003; Stevenson, Airey & Miller, 2008; Williams & Shaw, 1988). 

The definition of tourism policies is central given that the nonexistence of a 

strategic vision with these characteristics leads to a lack of direction and of a 

strong political-strategic organization, for both the public and private sectors 

(Costa, 2001). These elements are essential because they aim at mitigating struc-

tural bottlenecks in the sector, increasing of the average daily tourist expendi-

ture and length of stay, and decreasing seasonality, through the growth of rev-

enues, the improvement and diversification of the quality of tourism supply, 

and the attraction of new markets. 

The private sector plays a central role in tourism, by providing the majority 

of tourism services and activities, and by performing most of the investment in 

the different subsectors that comprise the value chain of the sector. It is also 

responsible for boosting tourism at the regional level and reducing regional 

imbalances; for contributing to regional and local dynamics and moderniza-

tion; and also for boosting investment in basic infrastructures, in order to sup-

port the development of tourism, contributing to the improvement and diversi-

fication of the quality of tourism supply (Audretsch, 1999; Buhalis & Peters, 

2006; Jones & Tilley, 2003 Wanhill, 1996, 2000, Thomas, Shaw & Page, 2011). 
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Nonetheless, despite the vitality and dynamics of tourism enterprises, the 

sector presents a business structure consisting mainly of small and micro-sized 

companies, which, given their small size and family structure, present a set of 

constraints, namely difficulties in financing and investment, which hinder their 

growth, development, and innovation ability, as well as prevent them from en-

hancing key benefits, job creation and income generation. 

According to statistical data provided by Statistics Portugal (INE), and con-

sidering the Code of Economic Activities that integrate the characteristic activi-

ties defined by the Tourism Satellite Account, 99.6% of the companies that 

comprise the business structure of the tourism sector are small or medium-

sized firms, being 96.7% of them micro scale companies.  
 
METHODOLOGY 

 

This research aims to examine how the dynamics of investment of small and 

micro-sized enterprises in the tourism sector can contribute to the creation of a 

solid, strong and dynamic sector, which can contribute to the diversification 

and improvement of tourism supply. Other than just analyzing the discourse of 

public policies and strategies, this research, based on a quantitative analysis, 

intends to verify objectively how it is possible to reconcile an investment policy 

in the sector tourism, focusing on small and micro-sized enterprises, with a 

strategy aimed at improving the quality and diversification of tourism supply. 

Over the past 25 years, public funding for the tourism sector in Portugal has 

been carried out on the basis of incentives provided by Community support 

frameworks. The period that underpins this research presents data for two pe-

riods of investment, which are reflected in two Community support frame-

works: the CSF II (1994-1999) and the CSF III (2000-2006). From a database with 

information regarding tourism private investment in Portugal with public 

funding, between 1994 and 2006, statistical analyzes were made, combining the 

following variables: (i) total investment, (ii) eligible investment, (iii) incentive, 

and (iv) jobs created, with the information about the period of investment, the 

code of economic activity (accommodation; F&B; travel agencies and tour op-

erators; recreational, cultural and sports activities), firm size (micro, small, me-

dium and large), and territorial units (NUTS II, NUTS III and municipality) . 
 
RESULTS 

For the majority of investment projects in the tourism sector, between 1994 and 

2006, small and micro-sized companies absorb most of the incentives and are 
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responsible for the generation of a great number of jobs, compared to medium 

and large-sized firms, demonstrating a high investment capacity, allowing 

them to get a higher incentive value per project, also demonstrating a greater 

ability to create jobs. 

Moreover, tourism firms located in the main tourist destinations in Portu-

gal, namely Lisbon and Tagus Valley (LVT), Algarve and Madeira, show a 

greater investment capacity and absorb most of the incentives, compared to the 

remaining NUTS II regions (North, Centre, Alentejo and Azores), which show 

lower tourism development levels. The greater investment capacity of compa-

nies located in these three regions is reflected on the assigned incentive level, 

since they account for over 50% of the granted incentive, despite representing 

only 33.7% of the total companies. Despite the high ability in job creation 

demonstrated by companies located in the LVT region (23.6%), the least devel-

oped tourist regions have the highest percentage of job creation; the regions of 

North, Centre, Alentejo and Azores being responsible for creating more than 

50% of jobs. 

Regarding diversification of supply, between 2000 and 2006, there was a 

greater focus on diversification and expansion of top quality accommodation 

compared to the previous period (1994-1999). Also, investment projects were 

concentrated mainly in the category ‘hotel establishments’ and in rural tourism, 

while between 1994 and 1999 there was a higher concentration on less qualified 

establishments, such as inns and B&Bs. Size-wise, it is noticeable a more equi-

table distribution regarding the number of projects in accommodation, between 

micro and small scale companies, and medium and large-sized firms. The dif-

ference, although noticeable, is not as high as in the case of the F&B subsector. 

Investment in accommodation is mostly done by medium-sized firms, essen-

tially directed at the improvement and qualification of supply, predominantly 

in ‘hotel establishments’ (especially by medium and large firms, while micro-

sized companies concentrate their investments in less qualified types of ac-

commodation, such as hostels). 

The NUTS III regions with lower levels of tourism development concentrate 

the investment done by small and micro-sized companies (North, Center, 

Alentejo and Azores), especially in inland areas with lower business dynamics. 

The more developed NUTS III regions have a higher concentration of invest-

ment projects undertaken by large and medium-sized companies, such as Al-

garve, Madeira and Lisbon, as well as other business centers with high dynam-

ics, such as the Greater Porto region. Sector-wise, there is a high concentration 
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of investment in projects in accommodation and F&B in all NUTS II regions, 

mainly in the regions with greater entrepreneurial dynamics (North, Centre 

and LVT). 
 
CONCLUSION AND IMPLICATIONS 

 

The economic, social and political significance of the tourism sector is an un-

questionable reality. Its expression and ability to induce economic develop-

ment is increasingly important. Despite its dynamics, the sector faces a number 

of structural problems that need to be solved. In recent years, tourism in Portu-

gal has grown in quantity, but sometimes lacking quality. There is also an ex-

cessive spatial concentration in certain areas of the territory. Therefore, the sec-

tor needs a strong, well-structured and targeted policy. This policy should 

promote synergies between networks of different stakeholders in order to cre-

ate a solid foundation of security and confidence for private investment.  

It is important to evaluate the investment and the financing system in the 

tourism sector, to understand the philosophy and objectives that guide the en-

tire system (strategic policy) and the territorial and sectorial dynamics of tour-

ism enterprises. Therefore, the tourism sector should not only create wealth in 

terms of investment, income and employment, being also essential for the qual-

ification, diversification and improvement of the quality of the supply, allow-

ing economic gains that can induce the improvement of quality of life of the 

local people and local development in general. 
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INTRODUCTION  

The aim of this research is to highlight some of the factors, which can influence 

service quality management in upscale restaurant organisations and to 

investigate concepts concerning, the role and involvement of human capital in 

achieving service quality. The paper explores the nature of service quality and 

employee empowerment through a literature review, and the theory is 

compared with the views of customers, staff and managers in an upscale 

London Mediterranean restaurant. The aims of this research are to identify the 

main service quality gaps that may have a direct effect on upscale restaurants, 

to explore the importance of staff and their awareness of customer expectations 

in these kinds of enterprises, so as to reduce customer dissatisfaction through 

introducing effective training, empowerment strategies and enhancing job 

satisfaction. 

The paper explores the assertion that two factors have direct impact on 

success of restaurants, namely quality and food presentation and human 

capital factors (service delivery and customer care). In order to achieve these 

factors organizations need to have effective human resources departments that 

recruit, train, retrain and motivate staff with the direct collaboration and 

involvement of the operation managers who have daily contact with the 
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customers and staff. Thus tangibles (food quality) and intangibles (human 

intervention) combine to help to deliver service quality. 

 
LITERATURE REVIEW  
 

Much of the hospitality literature suggests that a key driver is to maintaining or 

improve the satisfaction of guests, especially in catering operations. Restaurant 

operators in London have been experiencing problems with the economy 

(specifically disposable income) and the labour market (issues of skills and 

wages).  

 
Service quality 

Service quality as an active process, which all food and beverage organisations 

should not ignore it. Employees working in service and customer relations 

should have a clear understanding about service quality in order to be able to 

follow prescribed standards to ensure consistency. Garvin (1988) notes five 

issues of quality:  

 

1. The transcendent notion of quality where exceeding the norms of 

serving customer and reaching a level beyond their expectations.  

2. The product-based approach considers quality as a tangible instrument 

where the focus is on the product quality rather on the service/product 

quality. This is the focus for many fast-food restaurants. 

3. User-based approach where quality is judged by the customer. 

4. The manufacturing or product based approach, where the focus is on 

the making and engineering of the products. McDonalds might be 

suggested as an example of this approach. 

5. Value based definitions where quality is related to price and quality is 

based on comparison between the value of the service and the money 

spent. Upscale restaurants might be said to fall in this category. 

Furthermore, Zeithaml et al., (2009) notes that the improvement of the 

quality of service may represent the satisfaction of previous customers and 

management’s satisfaction based on customer’s reviews and feedbacks, and not 

only revenues and profits. Gronross (2001) divides quality in service into two 

dimensions, namely functional and technical quality. Technical quality is about 

what customer might get for their money. For instance they will expect a 

satisfactory and hunger-satisfying meal Functional quality is how the guest 

might respond to the service. For example, the extent to which they will be 
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greeted by polite and friendly staff, clean environment, a tidy restaurant and 

professional staff attitudes. In this regard, Furnaud (2006) argues that technical 

and functional dimensions combined together will lead to good results in 

service quality management. 

Brown (2010) reinforces the importance of exceeding customer’s 

expectations and points out the effects upon company profitability. Empathy is 

an important element of service quality. It involves staff putting themselves in 

the place of the customer and delivering the service quality they would like to 

have: taking ownership of the problems and going the extra mile to resolve 

issues quickly and efficiently, following up and checking to see if the problem 

has been completely resolved. Following up will show the customer that they 

are important for the organisationTreating customers fairly will provide good 

feelings for the customer, for instance in restaurants when customers are sitting 

close to each other’s and they can observe, hear and compare the employee’s 

approach towards them and the others.. Treating customers fairly should not 

clash with treating each customer as an individual and delivering a unique 

service for each of them and letting them feel special. 

Faullant et al., (2008) explain that creating a relationship between the 

company and the customer is a strategic factor since positive relationship can 

lead to increases in customer loyalty based on the high quality of product and 

service have been offered. Managers of upscale restaurants might focus more 

on their quality of service as main key for building a positive relationship 

towards the customer’s satisfaction.  

 
Job satisfaction  

Barutcugil (2004) emphasises that the modern management focus is more on 

staff empowerment, since managers believe that improving employee 

attribution with both customers and management and enhancing the 

communication between the staff and guests will lead to better customer 

satisfaction and profitability. On the other hand, Prado (2003) finds a major link 

between customer satisfaction, business success, employee interaction, 

employee empowerment and job satisfaction. Hospitality managers should be 

aware of and invest in having a satisfied customer as well as having satisfied 

employees in order to deliver high levels of service quality.  

According to Kocel (2003) empowerment is the management actions that 

enable and allow the employee to think, behave, take actions and act as a 

decision maker in his/her area of operation. It is the process that gives the 
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employee the power of handling any sudden or unplanned situation. Managers 

should empower everyone within the operation and this process should be a 

general aim for the management for each individual, focusing on some staff 

without the others can lead to a failure in motivation process. 

Boella (2000) in his study highlights range of principles concerning food and 

beverage outlet training as follows:  

 

 The importance of continuous training programmes where the 

employee will be trained since he/she starts working in the restaurant 

until the retirement. The programmes should try and foster the belief 

that quality is a living factor that should be updated and innovated 

according to market needs and expectations.  

 Hospitality training is an integrated system that is combined with other 

activities under the human resources department such as orientation; 

team leading programmes and different types of training that focus on 

quality. 

 Training in the catering businesses is a changeable and renewable 

activity since guests are the main source of finance and revenue and 

today customer satisfaction is changing and the focus is to give better 

communication and interaction with customers. 

 Hospitality training is a managerial and technical activity that involves 

business strategies such as clear policies, aims, plans and programmes. 

On the other hand, training is a technical activity that needs scientific, 

practical specializations and experts in training. 

In summary, the literature generally emphasises the importance of service 

quality as a key driver of loyalty and customer satisfaction, and suggest that 

this can be delivered through people. Effective hospitality organizations take 

training and empowerment seriously, devoting managerial time, planning and 

resources to this key activity, hoping for a return on that investment. 

 
METHODOLOGY 
 

The aims of this study are to explore the nature of customer satisfaction and its 

relationship with service quality from the viewpoints of customers, staff and 

managers. Is the emphasis in the literature on service quality and satisfaction 

borne out in practice, and what might be the implications for managing upscale 

restaurants more effectively? The methods used in this research combines 

quantitative and qualitative methods including interviewing the owners of a 



7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

622 

chain of upscale Mediterranean restaurants in the UK. These views are 

contrasted in the study. 

 
RESULTS 
 
Table 1. Contrasting owners and managers views 

Owners views 

Food is the main factor that impact quality, 
customer satisfaction and the service comes 
second. 

 

The main factor in service that impact customers 
is the hospitality and courtesy part of it. 

 

Staff training and motivation is important and it 
is an on job issue and the outlet managers’ 
responsibility. 

 

 

Renovation in restaurant décor, menus and food 
promotions is needed to ensure quality.  

 

Ensuring service quality is the responsibility of 
the key players who are the restaurant managers 
and head chefs. 

 

Managers views 

Food and service share equally the impact on 
quality and customer satisfaction. 

 

Courtesy side of service cannot ensure quality by 
its own it should be accompanied by the technical 
side of the service. 

 

 

Restaurants should have a proper training and 
staff empowerment programmes and outlet 
managers are part of it. 

 

 

Renovation is needed but management should go 
along with employee incentives and developing 
programmes. 

 

Ensuring service quality is a chain and a shared 
responsibility between owners and managers. 
Company should resolve the staff turnover 
problem. 

 

 

 

Table 1 compares the views of owners and operations managers of the 

upscale Mediterranean restaurants. It can be seen that, as might be expected, 

operations managers take a more pragmatic view than owners that courtesy is 

important, but it must also be supplemented by technical skills. Similarly, 

while the owners deem that service quality is the responsibility of unit 

managers, the operations managers suggest that all parties should share the 

responsibility. Both parties agree that staff training, motivations and 

empowerment are important, and that restaurant renovation is linked to 

customer satisfaction. Only the operations managers consider that 

empowerment should be an integral part of staff training and suggest that is 

linked to motivation. 
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CONCLUSION AND IMPLICATIONS 

The literature review shows a direct link and relation between service quality, 

staff motivation and development. The performance of employees affects 

customer perception and employees are the main service influences on the 

customer. Service quality seems to be hard to reach without employee 

empowerment and motivation. In upscale restaurant businesses, employees are 

the prime delivers of service quality. Motivation also has an effect on service 

quality. Motivation impacts employee productivity and managers should 

understand employee needs in order to use the most effective motivation tools. 

For some employees, money is the prme motivator, for some others training is 

more important, promotion, career development, bonuses, holidays, 

recognition programmes and encouragement. Motivation has an impact on 

motivation and can lead to employee satisfaction, as shown in the interviews. 

The primary research contrasts the strategic outlook of owners with more 

pragmatic views of operations managers. While both paries agree about the 

importance of refiurbishment and training, there is less concordance about who 

should be responsible for service qualty. Is service quality a strategic or a an 

operational issue and whose responsibility is it? It may be suggested that, only 

if all the key decision-makers in an organisation take responsibilty for this key 

activity, will it be given the prominence it deserves. 
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INTRODUCTION 

In general, one can distinguish between two types of tourism; long-haul tou-

rism and short-haul tourism. When looking for a definition for these two types 

there were ones related to flight hours and others related to distance in terms of 

kilometers. This research means by short-haul- tourism, tourism between co-

untries in region; Middle East and North African MENA countries and Arab 

Gulf countries. 

Alexandria accounts for the second preferred destination in Egypt, after Ca-

iro, for Arab tourists especially during summer season. Arab tourism accounts 

for almost 20% of all inbound tourism to Egypt; 2012/19.8%, 2006/21.2. Accor-

ding to the Regional Authority for Tourism Promotion (2014), the Number of 

Arab tourists visiting Alexandria by air were 86577 in 2012 and 111715 in 2013 

with an increase of   29 %. The top Arab countries visiting Egypt are usually 

Libya, Saudi Arabia, Kuwait, i.e. the rich "Petrol Countries"(Egyptian ministry 

of Tourism, 2014). 

Accordingly, Arab tourism to Egypt already represents an important share 

in terms of the number of visitors and expenditure as well as tourist nights 

(Egyptian ministry of Tourism, 2014, 2009).  This share can be increased in case 

the tourism product is tailored according to Arab tourists' needs. Therefore, 

this study explores some of Arab Tourists characteristics and needs concerning 

lodging facilities as well as the willingness of the tourism players in Alexandria 

to invest in these facilities. 
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LITERATURE REVIEW 

 
Short-Haul Tourism 

The demand for any good or service should decline as distance increases. This 

is considered as the first law of geography and that is applied on the tourism 

service as well, where all destinations located close to source markets should 

have an inherent advantage over more distant ones and record consequently 

higher shares. However, there are other factors that affect tourism flows; tou-

rism infrastructure, level of development, ease of entry, etc. Moreover, the deg-

ree of cultural similarity also affects tourist movements; where a positive relati-

onship can be identified (McKercher, Chan & Lam, 2008).  

According to Lo and Lam (2005), the frequency of long-haul-tourism per 

person is rare while short-haul-travel is more common and motives are more 

recreational-oriented. Most destinations will receive greater returns on their 

marketing efforts and generate larger visitor numbers by focusing on nearby 

source markets and especially on immediate land neighbors (McKercher et al, 

2008). 

According to Ankomah and Crampton (1992), distance might be a constra-

int in tourism destination selection decision. They state that if a tourist visits a 

destination within the same region, then distance is underestimated and the 

probability of revisit is large and vice versa; if visited tourism destination is out 

of region then distance is overestimated and probability of revisit is limited. 

Therefore, an increasing number of tourists prefer choosing trips closer to ho-

me and to familiar destinations (Cabrini, 2004). This choice makes them feel 

safer rather than long haul destinations (Hazbun, 2006).  

Several factors and events have caused feelings of uncertainty and insecu-

rity among tourists that have affected their behavior, above all: 

 World economic crisis 

 9/11 attacks in 2001 followed by the so called wars against terrorism in 

Afghanistan   and Iraq 

 Other terrorist attacks specifically targeting tourists, e.g. Tunisia and 

Bali 2002,    Casablanca 2003 (Hazbun, 2006). 

 Unexpected crises like the outbreak of SARS as well as Swine- and 

Bird- Flu 

In addition, more tourists prefer planning individual trips instead of going for 

the organized ones (Cabrini, 2004). They also prefer travelling by car or train 

instead of using planes and choosing destinations for visiting family, friends or 
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relatives (VFR) (Bull and Church 2001) or when they travel to an urban area 

(Peeters and Schouten, 2006; Becken, 2003 and 2002). In fact, environmental 

concerns among people are drifting them to turn to short-haul-tourism in order 

to use means of transportation other than airplanes (Dolnicar, Laesser, & Ma-

tus, 2010). 

 
ARAB TOURISM TO ALEXANDRIA 

 

According to Hazbun (2006), "tourism economies have been highly vulnerable to 

political events across the region; a major goal for tourism promoters in the region has 

been to project images of stability and openness to attract foreign visitors and invest-

ment". Therefore, it was expected that after 9/11, Iraq war and other terrorist 

attacks targeting tourists, the Middle East tourism economies would have suf-

fered dramatically. This actually happened but for only a very short period of 

time but then tourism across the region was booming because of intra-regional-

flaws. The main reason for this was the redirection of Arab tourists to the 

Middle East and North Africa MENA through successful marketing strategies 

(Hazbun, 2006). Knowing these facts, it is very important to make special ef-

forts in targeting Arab tourists to Egyptian tourist destinations like Alexandria 

because of the following:  

  

 Arab tourists spend more and stay longer. 

 Increasing social and cultural bonds. 

 Increasing commercial and industrial cooperation. 

 Growth of local communities and.  

 distribution of local handicrafts among Arab countries, who are 

characterized by their large money expenditure and eager for 

shopping. 

 

Improvement of tourist services, by understanding what potential consu-

mers are looking for, exploring trends and changes in source market conditions 

as well as travel patterns and tastes will certainly increase Arab-tourist num-

bers (Mustafa, 2010). 

Moreover, knowing that the direct effects of foreign tourists’ expenditures 

are roughly four times the one percent contribution of hotels to GDP in Egyp-

tian national accounts (Tohamy and Swinscoe, 2000), fundamental reforms ha-

ve to be implemented quickly concerning lodging facilities in Alexandria in 

order to increase Arab demand. 
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Currently, there are about 93 hotels in Alexandria from which the number 

of 4* and 5* hotel rooms are limited; eleven 5* hotels (11.8%) and nine 4* hotels 

(9.7%) with a limited number of suites and none is an all-suite hotel (Discover 

Alexandria, 2014; Egyptian ministry of hotels, 2009). However, there is a 

growing trend towards expanding developments in these hotel categories, tar-

geting highly expenditure tourists; quality rather than quantity. In this regard, 

Arab tourists prefer All-Suite-Hotels; this statement will be further examined. 

 
ALL-SUITE-HOTELS 

All-suite-hotels, offer approximately 25% more space as the regular hotel. The 

additional space is usually in the form of a lounge and possibly a kitchenette 

area (Walker, 2007; Powers, 1995). Examples of all-suites leaders in the hospita-

lity market are: Residence Inns, Fairfield Suites, and Town-Place Suites; all run 

by Marriott, ITT Sheraton Suites, Hilton |Suites, Homegate Studios. They offer 

a homelier atmosphere and encourage a community feeling, which allows gu-

ests to informally interact. Guests of such properties usually stay more than 

about five days (Walker, 2007) reporting of higher occupancies than in other 

types of hotel properties (Powers, 1995). Many of these properties have busi-

ness centers and offer services like grocery shopping and laundry/dry cleaning 

(Walker, 2007).All suites range from "budget suit" to ultra deluxe properties, 

hence, offering a wide variety of room rates (Powers, 1995). 

Figure 1 shows how a typical all-suite hotel room looks like, which in fact, can 

be considered as a small apartment. 

 

 
Figure 1: A typical model for an all-suite hotel room 

Source: (Powers, 1995) 
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METHODOLOGY 

 

The study examined two hypotheses; namely: 

 

1- Arab tourists prefer All-Suite-Hotels 

2- Hoteliers are willing to invest in this type of lodging facilities 

In order to examine both hypotheses, the field work relied on the qualitative 

approach and consisted of two phases; 

-phase 1: a pilot study with expert in the field was conducted to gain base for 

developing interview questions. This step was important to ensure validity and 

reliability of questions 

-phase 2: interviews with hotel managers/owners was conducted to get a deep 

understanding of the phenomenon. Data collected was transcribed and analy-

zed using content analysis  

 
RESULTS 

 

By interviewing most of the 4* and 5* hotel managers in Alexandria, they all 

stated the following: 

 Arabs request more hotel services and luxury than any other kind of tourist: 

 They request more entertainment, hotel facilities, more amenities, more 

transportation facilities, more restaurant variety, more food variety, more free 

pieces, etc. 

 

 Arabs are more conservative and seek more privacy in rooms, spas, etc..: 

They are more sensitive concerning the timing of daily room service / houseke-

eping. They like to enjoy Alexandria night life and stay awake till very late ho-

urs and thus do not wish to be wakened early in the morning 

 

 Arabs request hotel rooms with more space: 

Arabs travel in bigger parties (average number is 5 persons) and ask firstly for 

suites. When they do not find any their second choice is connected rooms and 

they usually ask for extra bed. 

Hotel managers stated that in several times they witnessed Arab tourists travel-

ling in family vans accompanying their servants and drivers during their jour-

ney and stay at the hotel. 

Human resource manager of Four Season Hotel stated that Arab royal fami-

lies reserve royal suites in the hotel per year and they escort their servants, dri-
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vers and even cooks with them. The hotel usually offers their cooks a space in 

hotel kitchen where they use their own equipments brought with them and not 

that belonged to the hotel. 

 

 Arabs' average number of tourist nights is 5 and their expenditure is high 

 All hotel managers stated that they are ready to invest in new room types in 

order to attract more Arab tourists. 

 

CONCLUSION AND IMPLICATIONS 

Short–Haul Tourism will soon become the new form of cooperation among 

Arab countries. Alexandria can be a very important Arab tourism destination if 

their needs and requirements are satisfied. Arab visitors have special characte-

ristics and needs concerning tourism services, hotel rooms and facilities. The 

most suitable hotel type for them is the All-Suite hotels, offering the large spa-

ce, luxury and privacy they seek. Because of their high expenditure and long 

duration of stay, hoteliers in Alexandria believe that it is worthwhile to invest 

in such hotel types. Therefore, the study recommends the following: More at-

tention should be paid to Arab-short-haul tourism because of their benefits, 

especially during times of regression and crises. More coordination between 

Arab tourism authorities would support the expansion of tourist numbers, 

though it should be combined with improvement of tourist services. New all-

suite hotels should be built while current 4* and 5* hotels should convert some 

of their rooms into typical all-suit- hotel rooms. Future research should be ma-

de on other special tourism services needed to attract Arab tourists and inclu-

ding other Egyptian tourist destinations 
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INTRODUCTION 

 

The backpacker tourism has proved to be an important social, cultural and 

economic phenomenon at a global level (O'Reilly, 2006), sustained mostly in 

the growth of international travel (Wyllie, 2000), in the increased of low cost 

accommodation (Ryan & Mohsin, 2001), in the increasing labor flexibility and 

the changes in lifestyle choices (Thyne et al., 2005). 

The backpacking is considered by researchers as one of the most promissing 

sectors to the development of countries at a national, regional and local level 

(Scheyvens, 2002). Past research shows that the backpackers tend to spend more 

money than any other category of tourists due to the longer duration of their 

stay; their expenditures cover a larger geographical area, justified by the great-

er tendency that these type of tourists travel to different destinations, including 

mailto:Sandrascensao@Gmail.Com
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to remote and unusual locations (Scheyvens, 2002); and also consume more lo-

cal products and services than any other category of tourists (Cohen, 2011; Wil-

son, 1997). 

The backpackers have specific characteristics and behaviors that identify the 

essence of the backpacking phenomenon: young people show a preference for 

budget accommodations and recreational activities, which emphasize meeting 

other travelers, who choose flexible and organized independently travel itiner-

aries and that travel for long periods of time (Pearce, 1990). This definition was 

the basis for further studies, showing since then a growing academic interest 

and publications on this tourist segment (see Ross, 1992; Sorensson, 2012). 

The literature indicates that backpacker tourists want to socialize with other 

backpackers and that these social interactions play an important role in the 

Word-of-Mouth information transmission (Murphy, 2001). Information and so-

cialization are important aspects of the travel experience for backpackers 

(Welk, 2004) and the travel decisions are largely conditioned by WOM infor-

mation transmitted by other backpackers (Murphy, 2001), which makes the so-

cial interactions between those tourists  commercial information exchanges 

(Schau et al., 2009). The exchange of information with other backpackers on ex-

periences and places during the trip has a strong impact on the tourism indus-

try (Murphy, 2001).  

WOM is an important information source (see Brown & Reingen, 1987; Herr 

et al., 1991; Swan & Oliver, 1989), in tourism information is one fundamental 

aspect influencing tourist behaviors and buying decisions (Mäser & Weiermair, 

1998). Taking this into account the understanding of the social interactions 

among backpackers is fundamental to analyze the spread of WOM information 

in communication informal networks (Murphy, 2001). Therefore, this study 

aims to contribute to the understanding of the antecedents of WOM message 

content, with particular focus on backpackers’ travel motivations, characteris-

tics and experiences. We seek to analyze the dynamics of social interactions 

among backpackers and provide a model that facilitates the understanding of 

the factors influencing the transmission of WOM information. 

 
LITERATURE REVIEW 

 

We developed a conceptual model (see Figure 1), where it is analyzed the ante-

cedents of WOM messages between backpackers. Several factors contribute to 

the development of the content of the messages WOM, including the motiva-
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tions for traveling, looking for places to interact socially with other backpackers 

and cultural activities developed in the destinations. 

Figure 1: Conceptual Model 

 

 

 

 

 
RESEARCH METHODOLOGY 

The research setting refers to an online survey approach. The final data was 

collected from November 24th 2012 to 05th April 2013. To publicize the link of 

the questionnaire social networks were used and in some cases also we sent 

emails (see Paris, 2013). The questionnaires were self-administrated, which al-

lowed us to ensure that the data was not biased. We obtained a final sample of 

656 valid questionnaires.  

We sourced measures from the literature and adapted to the research con-

text. Constructs were first order, and we measured them with multi-item 

scales. We used Likert type scales ranging from 1 to 5. 

 
RESULTS 

 

In this model, each item is restricted to load on its pre-specified factor, with the 

factors allowed to correlate freely. The chi-square for this model is significant 

(χ2 = 193.38, df = 89, p = .0000). Since the chi-square statistic is sensitive to sam-

ple size, we also assessed additional fit indices: the Comparative Fit Index 

(CFI), the Incremental Fit Index (IFI), and the Tucker-Lewis Fit Index (TLI). The 
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Itens
Standardized 

Values
t-values

Travel Motivation (α=0,759; ρvc(n)=0,52; ρ=0,76 )

V1 I am travelling to be independent 0,63 15,71

V2 I am travelling to enjoy daring/ adventurous thrills 0,74 18,82

V3 I am travelling to develop my abilities and accomplishments 0,78 19,89

Sense of Belonging (α=0,694; ρvc(n)=0,53; ρ=0,70 )

V4 I am somebody who prefers hostels because I can find other backpackers 0,76 17,87

V5 I am somebody who looks for places where I know I can find other backpackers 0,7 16,65

Cultural Activities(α=0,761; ρvc(n)=0,62; ρ=0,76)

V6 Visiting cultural attractions 0,83 16,52

V7 Visiting popular, well known tourist attractions 0,74 15,29

Social Interaction Places: Accommodation (α=0,836; ρvc(n)=0,66; ρ=0,85)

V8 Kitchen/eating area 0,76 21,91

V9 Common room 0,95 29,44

V10 Room/dorm 0,71 19,98

Social Interaction Places: Buses and Transit Centers (α=0,731; ρvc(n)=0,59 ; ρ=0,74)

V11 On buses 0,83 14,91

V12 Transit centers 0,7 13,56

WOM: Message Content (α=0,734; ρvc(n)=0,53; ρ=0,81)

V13 Places they have been/are going to 0,77 21,44

V14 Home, countries' differences/comparisons 0,68 18,16

V15 Share touristic stories/ experiences 0,8 22,54

V16 Exchange information about places, hostels, transportation, etc. 0,64 17,04

α = Internal  rel iabi l i ty (Cronbach, 1951)

ρ = Compos ite rel iabi l i ty (Bagozzi , 1980)

ρvc(n)= Variance extracted

CFI, IFI, and TLI of this model are .98, .98, and .98, respectively. Since fit indices 

can be improved by allowing more terms to be freely estimated, we also as-

sessed the Root Mean Square Error of Approximation (RMSEA), which assesses 

fit and incorporates a penalty for lack of parsimony. The RMSEA of this meas-

urement model is .042 the RSMR is .032 also prove a good fit for the model (Hu 

& Bentler, 1999). 

All the six constructs present good composite validity () above .63 (Bagoz-

zi, 1980). Moreover, the extracted variance of each construct (Fornell & Larcker, 

1981) is always greater than 0.5 (see table 1). 

 

Table 1. Constructs, scales and reliabilities 

 

 

 

 

The weight of each item in the respective factor also is always higher than 

0.62, and the average value of 0.75. All constructs also have a cross-correlation 



Research Papers 

 

635 

significantly different from 1, and the shared variance between any two con-

structs (i.e., the square of its cross-correlation) is smaller than the average of the 

variance explained by the constructs (Fornell, 1981). 

The final structural equation model has a chi-square value of 225.12 with 95 

degrees of freedom and a p-value of zero. The adjusted indices also indicate 

that the model correctly fits the data (CFI = 0.98, IFI = 0.98, TLI = 0.96 and 

RMSEA = 0.046). The estimated final model is shown in Figure 2. 

Figure 2 Summary of significant relationships 

     As can be seen in the final model, all nine hypotheses are confirmed (see 

Figure 2).  

 

 

 

 
CONCLUSIONS AND IMPLICATIONS 

 

The results provide important information for academics and managers of or-

ganizations involved in activities for backpackers. 

In this study it is showed that backpackers talk among themselves about the 

places they visited, those who want to visit and the differences between their 

countries of origin, comparing them on different aspects. In this sense, back-

packers also share their stories and their experiences of tourism. These travelers 

also consider essential to exchange information about the places they visit or 
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intend to visit, accommodations offered by tour operators and transport they 

use. 

It is thus evident that the message content is necessary to manage any place 

used by backpackers so it is essential to foster WOM. 

It was also possible to understand the factors that influence the develop-

ment of these messages and their content. The most important effect was 

shown to be the use of places of social interaction, in the case of accommoda-

tion, particularly in kitchens, dining areas, common rooms and dorm rooms. 

What might be thought of as a weak spot in a tourist accommodation, the exist-

ence of dorm rooms, proved to be a strong point in the accommodation for 

backpackers. Second in importance, was shown to be the cultural activities un-

dertaken by backpackers, including visits to cultural attractions and well-

known and popular places of tourist attraction. Thirdly motivation for travel, is 

to be independent, they want to enjoy the thrills of adventure and develop their 

own skills and achievements. To a lesser but significant degree, perhaps by its 

transitional character , it was revealed the effect of the use of buses and trans-

portation facilities in the development of WOM among backpackers. 

Another effect of WOM development, but of indirect nature, proved to be 

the sense of belonging to the community of backpackers, hostels and in particu-

lar the fact that they prefer to look for places where there may be other travelers. 

It is thus crucial for tourism organizations to manage how they interact with 

backpackers in particular having in mind the travel motivations. They should 

also ensure that the local developed a sense of belonging to this community. It 

is important to be located near transport infrastructures, particularly road and 

in the case of accommodation, create common spaces where backpackers can 

develop their WOM activities. And, finally, facilitate them knowledge and ac-

cess to the cultural activities that are developed in the areas of influence of 

those units of tourism. 

This study has important contributions to science once only a few group of 

studies focused on the social interactions between backpackers, particularly in 

the case of WOM and content of the messages that it develops. This is also an 

important study because of the wide geographical base of backpackers which 

involves 75 countries, of various ages, thus enabling a more comprehensive 

insight into the social behavior of backpackers. 
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INTRODUCTION 

Given that the relationships continuously define human beings, the contribu-

tion of communication ability on people’s social lives is evident (Cüceloğlu, 

1996).   Communication, as a process of constructing sense, serves the purpose 

of people understanding each other and reaching a consensus (Taşoğlu, 2009). 

With its most important activity being “consciousness,” communication is 

shaped by the values, behaviours, social class, educational levels, experiences, 

comprehension, and culture of the speaker and the listener (Price, 1991). The 

development of tourism strongly concerns the local population in that touristic 

destination, thereby making the effective communication between the visitors 

and the local residents extremely important.  Communication is important for 

annihilation of prejudices and promotion of dialogue between cultures.  Indi-

viduals who partake in touristic activities travel to areas that are different from 

their familiar lifestyles and cultures, which may result in social conflicts be-

tween the tourists and the local residents. The promotion of positive relation-

mailto:mesoydas@pau.edu.tr
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ships between the tourists and the local population as well as the maintenance 

of a healthy communication is therefore particularly important for the destina-

tion’s reputation (İlban ve Kaşlı, 2009). The aim of this study is to investigate 

whether the demographic characteristics of local residents in Pamukkale play 

an important role on their communication ability. Determination of these de-

mographic factors will allow identification of actions that will improve the 

communication ability of local residents.  

LITERATURE REVIEW 

Although there is not a great deal of literature on assessment of individuals’ 

communication ability; below we summarize several studies that contribute to 

this field.  

In a study that investigates the communication abilities of physical educa-

tion students from two universities, Kılcıgil et al. found significant correlation 

between the gender and communication ability, where female students showed 

superior communication ability compared to their male counterparts (Kılcıgil et 

al., 2009). Another study conducted on Amasya School of Health Sciences stu-

dents demonstrated a noteworthy relationship between the communication 

ability and academic success (Bingöl and Demir, 2011). 

In an article entitled: “The effect of communication style and non-verbal 

communication level on the performance of employees: A case study on five-

star hotels,” Erkuş and Günlü determined that an active communication style 

improved the work performance. They also concluded that it would be benefi-

cial to provide the employees with communication education for customer sat-

isfaction (Erkuş and Günlü, 2009). Özerbaş et al. also found considerable corre-

lation between communication ability, gender, and academic success in their 

article entitled: “Investigation of communication ability levels perceived by 

teacher candidates” (Özerbaş et al., 2007). 

In another study towards development of individuals’ empathy and com-

munication abilities, Nerdrum observed major differences in people who re-

ceived education in communication ability (Nerdrum, 1995). Black determined 

that female adolescents are more capable in conflict resolution due to their bet-

ter communication ability where male adolescents often avoid confrontation 

and females score more favourably in conflict resolution (Black, 2000). One 

study investigated the relationship between extraversion-introversion and the 

communicator image where the authors found that extroverts have more fa-
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vourable image (Opt and Loffredo, 2003).  In other studies on development of 

communication abilities, several researchers have reached a consensus that 

practical education is more effective than theoretical education (Rider and 

Keefer, 2006; Smart and Featheringham, 2006; Rollnick et al., 2002). Another 

study conducted on pharmaceutical colleges in U.S. highlighted the importance 

of teaching and applying the communication ability (Beardsley, 2001). 

In a research study on the communication ability, authors drew attention to 

significance of one or more foreign languages for tourism students and called 

for collaboration between educators and service sector businesses (Cickovska, 

2012). Prachanant also studied the effect of foreign languages on tourism sector 

workers and determined that speaking is more important than listening, read-

ing, or writing (Prachanant, 2012). In surveys conducted on local populations, 

the effect of tourism on social environment is widely investigated and it was 

found that the economic wealth brought by tourism surpasses the negative 

opinions on tourism (Gürbüz, 2002). One study categorizes the crime rate with 

tourism and the social environment (Ryan, 1993).  One other study determined 

that tourism has positive impacts on a society in regards to job creation for 

women, cash flow, and cultural exchange (Uslu and Kiper, 2006). In a study 

specific to Pamukkale, it was found that the positive socio-cultural effects of 

tourism resulted in continued support of tourism by the local residents (Bertan, 

2010). 

As described in this literature review, the research on communication ability 

is mostly educational, with a special emphasis on foreign language education. 

The research on local residents has mostly been in the social and cultural as-

pects, without proper emphasis on the public’s communication ability.  To the 

best of our knowledge, this is the first study that relates the demographics of 

local residents in touristic sites with their communication ability. We believe 

that this work will draw other tourism researchers’ attention on this issue and 

enable its widespread discussion. 

METHODOLOGY 

In this study aimed to determine effects of the demographics on the communi-

cation abilities of Pamukkale residents, Ryan’s (1995) formula (Yaylı and 

Öztürk, 2006) was used to choose a proper sample size.   Based on the census 

data of December 2012, the population of Pamukkale is 2214 

(http://www.yerelnet.org.tr/belediyeler/belediye.php?belediyeid=128898). Con-
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sidering the time and resource limitations, the error margin was 0.1 for a sam-

ple size of 95.    

According to the calculations above, a survey was conducted on a group of 

150 people where 31 participants were ruled out since their responses did not 

conform to the criteria applied, leaving 119 valid responses. The data was col-

lected using a face-to-face surveying technique. In the survey form, Fidan 

Korkut’s metrics were applied for evaluation of communication ability 

(www.rehberlikci. 8m.com/olcekler/indexl.htm). These metrics were adapted to 

the site residents by the authors. Using the Kolmogorov-Smirnov correlation, 

the research data were confirmed to show normal distribution. To test the hy-

potheses, a t-test was used for the analysis of two independent groups, while a 

one-way variable analysis (Anova) was applied for more than two independent 

groups. The goal of these tests were to ensure that the data had statistical sig-

nificance in which the arithmetic mean values of the variables yielded a relative 

standard deviation value of at least 95%.   In order to describe the variables ob-

tained from the Anova test, the Scheffe test was applied.  The confidence coeffi-

cient of the metrics was 0.76 with a consistency factor of 0.80.  Considering the 

individuals’ interactions, a likert scale was used that consisted of five likerts 

ranging from (1) Strongly Disagree to (5) Strongly Agree. A preliminary survey 

was conducted on 20 individuals from Pamukkale to ensure proper implemen-

tation of the scale. The results from this pre-analysis did not suggest any 

changes on the original survey. The resulting data were analyzed using the 

SPSS 15.0 software. Four hypotheses were formed to test the demographic 

characteristics:  

H1: There is correlation between gender and communication ability  

H2: There is correlation between age and communication ability  

H3: There is correlation between household income and communication ability 

H4: There is correlation between education status and communication ability. 

RESULTS  

The demographic distribution of the participants is as follows: 25.2% of the 

survey participants were women and 74.8% were men. 27.7% of the partici-

pants were below 25, 37% were 26-35, 24.4%  were 36-45 and 10.9% were over 

45 years old. The monthly income distribution of the participants was deter-

mined to be 60.5% less than 999 TL, 21.8% 1,000 – 1,999 TL, and 17.6% over 

2,000 TL. The highest education degrees of the participants were elementary 

school at 27.7%, middle school at  24.4%, high school at 31.1%, and college de-
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gree at 16.8%. While the communication ability is affected by the demographic 

variables, gender, age, and income level, the education levels did not have any 

impact on the communication ability. Table 1 summarizes the results as related 

to the gender differences. 

Table 1. The gender variation of communication ability. 

 

Here are the findings when the communication ability of the participants 

were analyzed based on their gender. Men think that they are more favorably 

understood by the tourists (p <.039). As compared to the women, men are also 

more aggravated if they are interrupted during their communication with the 

tourists (p<.015).  Men would also rather understand the problems of the tour-

ists than understand their attitudes (p<.010). Men accept their wrongdoings 

more easily (p<.010) and they communicate easier with the tourists as com-

pared to the women (p<.002). This data shows that the communication ability 

of men were generally higher than that of women, which is in direct contrast 

with the literature. Table 2 shows the effect of age differences on communica-

tion ability.   

 

Table 2. Age differences of communication ability. 

Statement F p Scheffe 

I feel difficulty expressing myself against the tourists 2.700 .050  

1. Age 25 and below 2.   26-35 3.   36-45 4.   Age 46 and 

over 

Statement  Mean t p 

I feel that the tourists understand me. Woman 3.1667 
2.086 .039 

Man 3.7045 

I do not like to be interrupted while speaking with the 
tourists.  

Woman 4.0000 
2.219 .015 

Man 4.2809 

I try to understand the problems of the tourists rather 
than their attitudes. 

Woman 3.6333 
2.217 .029 

Man 4.0000 

I easily accept my wrongdoings and behaviors. Woman 2.7333 
2.623 .010 

Man 3.4270 

I do not have any difficulty communicating with the tour-
ists. 

Woman 3.4333 
3.119 .002 

Man 4.0341 
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This statement shows significant differences for the age group of 46 and 

over. The age group of 46 and over has more difficulty expressing themselves 

as compared to the younger age groups.  (F=2.700, p<.050). Table 3 demon-

strated the effect of income level if participants on their communication ability.  

 

Table 3. The income level variation of the communication ability 

Statements F p Scheffe 

I make the tourists feel comfortable when I interact with them 6.491 .002 2-3 

I can effectively establish eye contact while speaking with tourists 3.757 .026 2-3 

I can fully pay attention to tourists’ needs 3.281 .041  

I can accept defeat after arguments 3.359 .038 2-1 

I try to understand the tourists through their point of view 3.674 .028 2-1 

I easily communicate with the tourists 3.368 .038 2-1 

1. 999 TL and less,  2. 1000-1999 TL,  3. 2000 TL and over 

(monthly income levels) 

 

The data obtained from the analysis of income levels showed that the resi-

dents of this touristic site had low income levels. Based on this information, 

three subgroups were formed. When the responses to the statement “I make 

the tourists feel comfortable when I interact with them” were analyzed, signifi-

cant differences were found based on the income levels (F=6.491, p<.002). The 

participants with 1000-1999 TL monthly income more strongly agreed with this 

statement as compared to the higher income level of 2,000 TL and over. Signifi-

cant differences were found based on the income levels when the degree of 

agreement was analyzed with the statement: “I can effectively establish eye 

contact while speaking with tourists”(F=3.757, p<.026). The participants with 

1000-1999 TL monthly income can more effectively make eye contact than the 

participants with income levels of 2,000 TL and over.  Similarly, the partici-

pants with 1000-1999 TL monthly income agreed more strongly with the state-

ment “I can fully pay attention to tourists’ needs” when compared to the partic-

ipants with income levels of  2000 TL and higher (F=3.281, p<.041). The partici-

pants with 1000-1999 TL monthly income levels also agreed more with the 

statement  “I can accept defeat after arguments” than the lower monthly in-

come levels (F=3.359, p<.038).  In the statement “I try to understand the tourists 

through their point of view,” there were significant differences in agreement 

when the 1000-1999 TL income level participants were compared to the lower 
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monthly income levels (F=3.674, p<.028).  The participants of the 1000-1999 TL 

income level also agreed more strongly with the statement  “I easily communi-

cate with the tourists” as compared to the lower monthly income levels 

(F=3.368, p<.038). 

CONCLUSION AND IMPLICATIONS 

In this study that aims to determine the effects of demographics of Pamukkale 

residents on their communication ability, the differences between the de-

mographics and the communication ability were measured using the t-test and 

one-way variable analysis  While the hypotheses H1, H2, and H3 were verified 

according to results of the study,  H4 was invalidated.  Therefore, while signifi-

cant differences were determined as related to gender, age and income levels, 

the education status did not have any impact on the communication ability of 

Pamukkale residents.  

When the gender-based survey results were analyzed, we conclude that 

women do not feel as confident as men when it comes to communication with 

the tourists. In addition, we find that women are less capable of communi-

cating with the tourists. Furthermore, men were aggravated more than women 

when they were interrupted during their communication with the tourists and 

they were more focused on understanding the problems of the tourists rather 

than dealing with their attitudes. These results on the gender effects of com-

munication ability conflict with other literature findings. (Black, 2000; Kılcıgil et 

al., 2009). While the difficulties encountered by women could be related to the 

traditions and customs, they could also be originated from personal factors 

such as insufficient language and low self-esteem. Regarding to the age-related 

differences in communication ability, we conclude that the older people have 

more difficulty in communicating with the tourists. Finally, when the effect of 

income level on the communication ability is considered, middle-class is more 

effective in communicating with the tourists as compared to the participants 

with higher and lower income levels.  

In future studies, it is important to conduct a more detailed analysis on the 

factors behind the success of middle-class in communication ability and the 

reasons for poor communication skills of women. 
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INTRODUCTION 

The positive trend of the cruise industry during the last years represents a 

strong incentive for both tour operators and travel agencies to focus their atten-

tion on key business drivers. Although the cruise industry is still emerging, its 

market potential is strong (Sun et.al 2011). The worldwide cruise market is cur-

rently estimated at 36.2 billion USD, with a 4.5% increase over the previous 

year, having 20.9 million (annualised) passengers carried, with 3.3% more than 

in 2012 (Cruisemarketwatch 2014). In 2013 a typical cruiser (worldwide, across 

all cruise lines) spent in total 1,728 USD, of which 417 USD on value added ser-

vices outside the ticket value, such as bar, shore excursions and spa and on 

board spending (Cruisemarketwatch, 2014). 

Consumer satisfaction has become increasingly important to any cruise 

company lately, therefore cruise lines must thoroughly consider the attractive-

ness of every potential scheme to satisfy consumers (Sun et al., 2011). The in-

creasing complexity of the tourist market also requires improved identification 

and strengthening of motivation and satisfaction drivers that work as specific 

purchasing elements. The key elements that influence visitors’ general satisfac-

tion, regardless of their motivation and socio-demographic characteristics, need 

dedicated resources and efforts and are very useful in the direction of tour-

operators marketing planning (Devesa et al., 2010). 
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STATE OF THE ART 

Cruise ships carry a heavy ‘cultural cargo’, which poses in particularly stark 

terms some of its ambiguities, complexities, and contradictions (Wood, 2000). 

Cruising multiculturalism consists in daily easy access to a wide range of ideas, 

interests, and culturally mixed experiences. (Yeoman et.al., 2007). Although 

cruisers often like to be worry-free, they also do not like to be bored. Adventure 

or escape from boredom is likely to induce positive emotions, thus enhancing 

satisfaction. Meanwhile, the impact of novelty might become negative with 

more cognitive evaluations such as value for money spent (Duman & Mattila, 

2005). Prioritizing escape and relaxation type of services only is unlikely to ful-

ly satisfy customers. Apart from already generic escape/relaxation motivations, 

among the most relevant decision drivers for passengers are: enhancement of 

kinship relationships, learning/discovery & thrill, self-esteem/social recognition 

and socialization & bonding. (Hung & Petrick, 2011).  

A study undertook in the Asian cruise industry (Qu & Ping, 1999), revealed 

a series of low customer satisfaction cruise services like sport/ fitness programs, 

shopping and seating space in F&B outlets. These areas received relatively low 

customer satisfaction scores. Based on the results of the above mention study it 

was concluded that the most significant factors in choosing a cruise trip were: 

‘Accommodation’, ‘Entertainment’ and ‘Food & beverage’. The same research 

identified as the major motivation drivers for cruise travellers: “escape from 

normal life”, “social gathering”, and “beautiful environment and scenery”. 

Gastronomy has become one of the most significant attractions for tourists. 

Food tourism and its related activities are considered a key choice driver and 

essential experience when motivating tourists to travel and visit a destination 

(Kim et al., 2011). The most important motivation drivers also called ‘general 

satisfiers’ include aspects like treatment received, gastronomy quality, opening 

hours, availability of services (restaurants and leisure activities), and tourist 

information. Gastronomic quality can have a specific character as it is connect-

ed to the motivation of a certain visitor typology. The gastronomic visitor 

should be interested not only in the gastronomic quality, restaurants equip-

ment/facilities but also in lodging quality, sport facilities, complementary lei-

sure activities (festivals, performances, etc.) and conservations of natural herit-

age (Devesa et al., 2010). 
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METHODOLOGY 

This study aims at identifying and weighting gastronomic related factors in 

cruising motivations. The research looks to measure any significant links 

among hedonics, behavioural intentions and value perception related to the 

food served on cruises. 

The study aimed at answering the following key questions: 

1) Is gastronomy a key driver in cruise holiday choice? 

2) There is any particular consumer type who is more likely to be in-

volved on the food side (i.e. homo gastronomicus)? 

3) What are the key characteristics of the “homo gastronomicus”? 

The research method was a paper based survey conducted in travel agencies 

located in four major Romanian cities - Bucharest, Constanta, Ramnicu-Valcea 

and Timisoara. The questionnaires were completed by customers who were 

interested or have been in a cruise vacation. 164 valid questionnaires were 

quantitatively analysed using IBM SPSS statistic software. 

The questionnaire aimed at capturing “the profile” of culinary tourists, 

through key variables related to cruisers' culinary experiences & satisfaction 

drivers and intention to choose gastronomic themes (such as cooking trainings, 

food and wine tasting) when cruising. These main variables were linked (using 

Pearson’s correlation coefficients) with other variables of interest including 

propensity towards luxury, personal achievement, social status or value per-

ception. Variables data was captured by using 5-point semantic differential 

scales. 

 
RESULTS AND DISCUSSION 

This research aims at identifying the main common traits in consumers’ moti-

vation towards choosing a cruise holiday and outlining the “homo gastronomi-

cus” profile. 

Previous studies identified various tourists’ archetypes such as: the nature 

visitors (looking for tranquillity and rest within a genuine natural environ-

ment), the cultural visitors, the proximity or the gastronomic and nature visitor 

(Devesa et al., 2010). If we analyse the gastronomic tourist typology, previous 

studies identified a diverse typology: recreational, existential, diversionary, experi-

ential and experimental tourists (Cohen, 1988). Gastronomic tourists were divided 

by other authors in two clusters: “culinary tourist innovators” and “culinary 

tourist non-innovators”, (Ignatov & Smith, 2006). 
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The cruisers who expressed their desire for gastronomic themes proved to 

be in general hedonic seekers, their preference being correlated with desire to 

taste special delicacies and having luxurious conditions on board (correlation is 

significant at the 0.01 level). They look in general not to be sensitive to extraor-

dinary convenience (‘I like to be pampered’) and health is not their primary 

concern (although positively correlated). Propensity towards coming in touch 

with new cultures and experiencing a unique holiday seem to define this type 

of tourists. They also seem to be very interested in cooking trainings/sessions 

(p<0.01). 

The above category is somehow different from the genuine “luxury seekers” 

who are more sensitive to healthy food, service & convenience, taste and inde-

pendence - “planning my own journey/schedule” (p<0.01).  

 
Table 1 – Variables correlations: 

 Const-
ructs 

Imp-
rove 
my 
health 

New 
cultu-
res 

Desire 
for 
special 
delica-
cies 

Luxu
ry 

I like 
to be 
pam-
pered 

Escape 
form 
quoti-
dian 

Uniqu
e holi-
day 

Spe-
cial 
achie-
ve-
ment 

Gast-
rono-
mic 
theme 
prefe-
rence 

Improve 
my health 

1         

New cultu-
res 

.448** 1        

Desire for 
special 
delicacies 

.331** .468** 1       

Luxury 
.331** .468** 

1.000*
* 

1      

I like to be 
pampered 

.321** .240* .368** 
.368
** 

1     

Escape 
form 
quotidian 

.194 .528** .382** 
.382
** 

.259* 1    

Unique 
holiday 

.272* .259* .513** 
.513
** 

.492*
* 

.253* 1   

Special 
achieve-
ment 

.074 -.030 .215 .215 .231 .048 .573** 1  

Gastrono-
mic theme 
preference 

.071 .221 .357** 
.357
** 

-.063 .093 .288* .218 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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    Cruisers interested in experiencing new cultures, food novelty and diversifi-

cation are very interested in food tasting (not wine), schedule flexibility, service 

quality and responsiveness to their needs and desires. For them food must be 

both tasty and healthy, prepared from natural ingredients (thus being very “na-

ture involved”). 

 
CONCLUSIONS 

 

The emotional/affective factors related to the cross-cultural and gastronomic 

incentives act decisively as key drivers for tourists when choosing to cruise. 

Moreover, the links between the cultural and historical heritage of the tourist 

destinations and the culinary preferences on board were proved to be among 

the most important motivation drivers for the Romanian consumers. Based on 

the study results, some business strategy insights were provided to the tour 

operators and tourism agencies from Romania. 

This study proved that most of the cruise travellers are deeply involved in 

the food culture; for them, the gastro-experience is not just a form of diver-

tissement (weak positive correlation), but a way to experience the authenticity 

of life from a different angle. Cruisers’ interests to explore new types of culi-

nary cultures is only partially triggered by their desire to escape from the daily 

routine. Their main motivations are coming from hedonics or the pleasurable 

aspects of a new and superior consumption experience. Although the research 

does not aim at revealing a ‘cruise vacation model’, it confirms that affective 

factors, such as novelty, control and hedonics are among the most influential 

on consumers’ value perceptions in the context of ‘memorable’ vacation experi-

ences.  In our study the level of special achievement is strongly linked to the 

vacation uniqueness (p<0.01). 

Our results show that cruise vacationers are likely to associate their holiday 

uniqueness with culinary theme cruises being guided by their desire for novel-

ty, extravagance, but keeping all the experience on the safe side: 

healthy/natural ingredients, wellness, low calories, known and high quality 

producers or suppliers. Desire for a certain sense of personalised control proved 

also to play an essential role when choosing cruise holidays, tourists assigned 

positive scores to freedom of choosing among various trip schedules, food 

menus (e.g. vegetarian dishes) or types of gastronomic divertissement (e.g food 

tasting, cooking trainings). Therefore cruise tour-operators should not offer the 

same cruise experience to all cruisers, but personalised/different learning and 
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discovery opportunities that should be designed according to different target 

segments in order to increase value perception. 

These outcomes could help today’s anti Mc’Donaldization efforts in the 

tourism and food industries. A few cruise tour operators have recently started 

to develop gastronomic programmes for their customers (e.g. Costa Cruises has 

started to offer Italian food and cultural themed cruises, while P&O Cruises has 

begun to serve on board traditional dishes adapted to their customers’ gastro-

nomic background such as popular British ‘delicacies’). This study proved that 

Romanian cruisers, although usually very attached to their traditional gastron-

omy, prefer the flavour of the visited destinations. Therefore cruise liners have 

huge opportunities to further develop specific food positioning schemes in or-

der to differentiate their portfolio versus the typical cruise services. The proto-

type is represented by the “experiential tourist” who seeks authenticity in other 

cultures. 
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INTRODUCTION 

Medical tourism is conceptualized as a phenomenon where people travel be-

yond their own territory to obtain medical, dental and surgical care while si-

multaneously being holidaymakers (Connell, 2006). The concept of medical to-

urism itself suggests two distinct yet related services – healthcare services and 

tourism services – are the underpinning for medical tourism. With this fact, 

equal attention must be given to both industries and thus it is important to 

study how collaborative works between these two industries has been under-

taken to better cater to the need of medical patients. In short, it is necessary to 

understand and assess the collaboration between healthcare service providers 

and tourism agencies, in particular, for medical tourism in Malaysia. 

The significances of this study are (1) raising awareness of the importance to 

promote tourism alongside medical treatment for effective development of 

medical tourism, which is of benefit for Malaysia’s economy that is banking on 

medical tourism for national revenue; (2) providing an insight for the industry 

players of the current condition and means to provide one-stop service offe-

rings for medical tourists and family; (3) providing knowledge for government 

intervention to improve the level and types of collaboration between healthcare 

service providers and tourism agencies. 

mailto:song10@student.monash.edu
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LITERATURE REVIEW 

Standing on the fact that medical tourism is associated with health and well-

ness being of individuals, medical tourism industry has grown to be one of the 

fastest-growing and sustainable tourism sectors internationally (Heung, Kucu-

kusta & Song, 2010; Leong, 2013). For some countries, investment in medical 

tourism industry may serve as a way to increase GDP, improve services, gene-

rate foreign exchange and boost tourism (Ramirez de Arellano, 2007). Count-

ries such as Jordan, Argentina, India, Thailand, Singapore and Malaysia are 

among the countries that have started developing and promoting their own 

medical tourism industry (Connell, 2006). However, Asia holds the reputation 

as the key region for medical tourism (Connell, 2006; Hall, 2013), in particular, 

India, Thailand, Singapore and Malaysia (Hall, 2013). 

In Malaysia, medical tourism industry is regarded by its government as an 

important economic area for the country (Hall, 2013) with 671,000 tourists in 

2012 (MHTC, 2013). From an initial small unit to promote medical tourism 

(MHTC, 2013), the Malaysian government has expanded such support to estab-

lish Malaysia Healthcare Tourism Council (MHTC) whose functions are to 

promote the country’s medical tourism and structure healthcare service provi-

ders and industry players in both private and government sectors so as to drive 

the industry to greater heights (MHTC, 2013). 

The rapid development of medical tourism industry has been inducing re-

searchers to further understand the industry. In literature, to date, most rese-

arch has been done to understand the motivation behind the undertaking of 

medical tourism (Connell, 2006; Tseng, 2012; Connell, 2013). Tseng (2012) iden-

tified health insurance, affordability, long waiting lists, privacy and undergo-

ing procedures deemed illegal in the home country as the main reasons of un-

dertaking medical tourism. Privacy and confidentiality, and opportunity to tra-

vel might be the other motives of medical tourism (Horowitz, 2007). Neverthe-

less, in spite of the numerous research on the motivations of medical tourism, 

those studies have tend to focus heavily on consumer behaviors and neglect 

other important stakeholders. Some of the stakeholders in medical tourism in-

dustry are, for instance, the government, the hospital sector, and the tourism 

sector (Kim, Lee & Jung, 2013). These numerous stakeholders in the industry 

possess different form of business resources and skills, of which the coopera-

tion and teamwork among the stakeholders might, therefore, be of help to the 

development of a country’s medical tourism industry. 
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The foundation of medical tourism is the combination of medical services 

and tourism site (Connell, 2006). However, given this fact, Turner (2012) expla-

ined that promotion in medical tourism have been rather imbalanced whereby 

it is the medical interventions that have been advertised more heavily as com-

pared to the tourism industry. This is of contrary with an argument by Heung, 

Kucukusta & Song (2011) that medical tourism should be promoted alongside 

tourism industry to cater higher medical tourists’ satisfaction as tourism in-

dustry offers added value to medical tourism experiences (Connell, 2013). Pati-

ents, who may not initially be planning for holiday while seeking medical ser-

vices (i.e., health screening)/treatments, may choose to undergo recuperation in 

a more relaxed surrounding (Whittaker, 2008). Leisure travel might also be att-

ractive to family members or companion (Whittaker, 2008). Although the im-

portance of tourism industry in supporting medical services has been recogni-

zed (Heung, Kucukusta & Song, 2011; Ormond, 2011), the attempt to unders-

tand and assess the collaboration and integration between healthcare service 

providers and tourism agencies is overlooked. Given this gap, this study will 

focus on understanding the collaboration between healthcare service providers 

and tourism agencies in Malaysia in providing one-stop service offerings to 

medical patients. 

This study will examine the ability of co-evolutionary theory and institutio-

nal theory to explain the collaboration between healthcare service providers 

and tourism agencies. Co-evolutionary theory acknowledges that the system 

consists of multiple subsystems (e.g. groups, organizations) that are part of a 

joint evolutionary process. All evolution is coevolution, because in the long 

run, it is impossible for one firm to evolve in the absence of any evolution of 

other evolving firms and industry in which it interacts (Van Den Bergh & Stagl, 

2003). Co-evolutionary theory is relevant as it focuses on the collaboration of 

two heterogeneous firms with adaptive learning capabilities that are able to 

interact and mutually influence each other – satisfying the necessary and suffi-

cient condition for coevolution to occur by McKelvey (2002). The extent of col-

laboration between healthcare service providers and tourism agencies will also 

be explained by institutional theory, whereby institutions serve as guidelines 

and resources for taking actions as well as prohibitions and constraints on ac-

tion (Scott, 2008). 
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METHODOLOGY 

Semi-structured interview is employed to acquire information as interview gi-

ves better opportunity to express experiences in person (Harrell & Bradley, 

2009). Interviews were conducted with the marketing manager from two he-

althcare service providers in Malaysia, of which selection was made based on 

two criterions, which are: (1) the healthcare service providers must be targeting 

healthcare tourists from abroad; and (2) the representative personnel from the 

healthcare service providers must have an understanding on the collaboration 

between healthcare service providers and tourism agencies.  

 
PRELIMINARY FINDINGS 

 

From the interviews, it appears that there is loose collaboration between both 

hospitals interviewed with travel agencies, where no contractual agreement 

prevails between both parties. Both healthcare service providers promote me-

dical treatment separately from tourism services, unless specifically requested 

by patients. During overseas promotions, both hospitals interviewed prioritize 

the promotion of their medical treatment, while little promotion is done on tou-

rism services. This is ironic that their strategic moves are in such a way that 

does not appropriately address the fundamental concept of medical tourism. 

Nevertheless, the hospitals interviewed provide an international desk at their 

hospitals specifically to serve international patients in complimentary services 

such as booking of accommodation, confirmation of flights, travel arrange-

ments, transportation, interpreter services. They also provide assistance in the 

documentation for visa arrangement upon patients’ request. All these additio-

nal services that are traditionally catered by travel agencies are extended by the 

hospitals. While the core service of travel agents in leisure travel is not provi-

ded by the hospital, however, the staff in Healthcare service providers A might 

recommend local tours upon patient’s request. It tends to refer the patients to 

reliable travel agencies.  

The interviews informed that there are several institutional constraints that 

lead to the loose nature of collaboration between the healthcare service provi-

ders interviewed and travel agents. Both hospitals interviewed believe that the 

nature of people asking for travelling is well and healthy beings. Patients who 

are receiving medical treatment tend not to request for leisure travelling while 

their accompanying family members are more motivated for holidaying. Given 

the lack of interest by their core customers - the patients, close collaboration 

between healthcare service providers and travel agents is seen to be less strate-
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gic. Furthermore, hospitals’ reputation and image are fundamentally built 

upon core services in the medical industry and hence these hospitals prefer to 

continue with this strategy without emphasizing tourism-related complimen-

tary services to enhance image. For instance, Hospital A views that the loose 

collaboration between healthcare service providers and tourism agencies is due 

to its current focus to properly build the foundation, where the mission, vision 

and objective of the hospital are addressed, prior to extending to other holistic 

approach. 

The lack of expertise in tourism services also explains the reluctance for clo-

se collaboration by hospitals interviewed. It is seen as a constraint to skillful 

provision of in-house tourism services. Therefore, these hospitals tend to refer 

patients requesting for leisure travel to travel agents. 

 
CONCLUSION AND IMPLICATIONS 

 

The scope of this study is to understand and assess the collaboration between 

healthcare service providers and tourism agencies in Malaysia in providing 

one-stop service offerings to medical tourists. From the two interviews, the col-

laboration between healthcare service providers and tourism agencies in Ma-

laysia is considerably loose, where no formal agreement prevails between 

them. This loose collaboration is due to some institutional factors faced by the 

hospitals interviewed. The implications arisen from the preliminary findings 

are (1) the fragmented service offerings for medical tourism, where supposedly 

healthcare service providers and tourism agencies, as the main key players of 

the medical tourism industry, should collaborate closely to better service medi-

cal patients; (2) theoretically, given the infancy of hospitals and travel agencies 

in targeting international medical tourists, the loose collaboration between he-

terogeneous business entities in provision of medical tourism services is yet to 

be fully explained by co-evolutionary theory. Perhaps, co-evolutionary theory 

can better explain the phenomenon of collaboration when the value chain of 

services in this new industry is better integrated; (3) the preliminary findings 

challenge co-evolutionary theory in a sense that even two heterogeneous firms 

with adaptive learning capabilities that are able to interact and mutually influ-

ence each other may choose not to co-evolve, due to institutional factors such 

as preference for existing strategy that is effective and less risky and some insti-

tutional constraints.  
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INTRODUCTION 

According to the Bureau of Labor Statistics, by 2018, workers 55 and older are 

projected to make up 24% of the labor force. The hospitality industry, particu-

larly, could benefit from developing strategies to recruit and retain older wor-

kers because of a projected decline of 6.9% in the 16 to 24 age group during 

2006-2016, the group most heavily relied upon to satisfy labor needs (Bureau of 

Labor Statistics, 2008).  Despite the well documented benefits to organizations 

of hiring and retaining older workers, few attempts have been made to imple-

ment policies to retain older workers (Armstrong-Stassen & Ursel, 2009). Trai-

ning is one such procedure; although critical, very little is known about trai-

ning techniques that would be most effective for older workers within specific 

contexts, such as foodservice.   
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LITERATURE REVIEW 

 
Benefits of employing and training older workers 

In their review, O’Reilly and Caro (1994) concluded that older workers have 

greater job satisfaction, better attendance, a smaller number of accidents, and 

less illness and turnover compared to younger workers. The opportunity to 

develop new skills and competencies through training may be highly valued 

by older workers as they view the availability of training as a sign that their 

organization is willing to invest in them (Herrbach, Migonac, Vandenberghe, & 

Negrini, 2009).  

 
Training methods  

On-the-job training has been the most frequently used training method (Hayes 

& Ninemeier, 2009).  Medeiros, Cavalli, Salary, and Proenca, (2011) found that 

the most commonly used resources for training foodservice workers included 

interactive media, audiovisual materials, videos, lectures, and recreational ac-

tivities and that interactive media and hands-on activities were the most ac-

cepted training activities by employees.   

Despite recommendations that the design and training methods be tailored to 

allow for the learning styles and experiences of older employees (Armstrong-

Stassen, 2008), research suggests the reality falls short (Furunes & Mykletum, 

2005). Older workers are less likely than younger workers to receive training 

even though they actively seek to develop their skills (Armstrong-Stassen & 

Templer, 2005).  Managers are often unwilling to invest in the training of older 

workers and cite reasons, such as older workers’ perceived resistance to change 

and lower receptiveness to new technology (Elliott, 1995).   

There is also some disagreement as to the training methods most suitable 

for older workers.  Newton (2006) found that older workers prefer group learn-

ing opportunities, whereas McLaughlin (1989) found this to be ineffective.  Re-

searchers agree that self-paced training is ideal for older employees (Callahan, 

Kikerm & Cross, 2003).  

Research questions 

Few studies have focused on job designs that optimize generational needs for 

older workers, despite calls for more research on the ideal training methods for 

older workers (Griffiths, 1997).  Still, an extensive literature search revealed a 

dearth of empirical research that involved primary data collection on older 

workers’ perceptions of training received, particularly within the foodservice 
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industry.  The current study addresses this research gap by exploring the fol-

lowing research questions: 

1. What methods are used to train older foodservice workers and how are 

these  methods perceived? 

2. What are older foodservice workers’ perceptions of training pace, the 

benefits of training, and the use of technology in training? 

 
METHODOLOGY 

 

Data for this study were collected through two focus groups of foodservice 

employees 55 and older.  Recruitment flyers were posted in various commercial 

and non-commercial foodservice facilities.  Focus group questions were devel-

oped based on a review of current literature on training methods, older em-

ployee traits, and training in the foodservice context.  Each focus group was led 

by the same moderator and lasted approximately 90 minutes.  Participants 

were assigned pseudonyms and received $75 gift cards to compensate for their 

time and effort. Questions were asked in a semi-structured manner and were 

facilitated by the moderator while two recorders took field notes. No new 

themes emerged after analysis of data from the second focus group; therefore, 

data collection concluded (Arendt, Paez, & Strohbehn 2011). 

The first focus group consisted of nine participants and the second consisted 

of 10.  Participants included employees from independent and chain restau-

rants, schools, hospitals, and retail foodservice.  Eleven participants worked 

full-time, nine worked part-time, and five participants held supervisory re-

sponsibilities. Employment experience in foodservice ranged from 3 to 39 

years.   

Focus groups were audio-recorded and transcribed by a trained graduate 

student.  As recommended by Song and Cheung (2010), an independent re-

searcher who did not participate in the focus groups determined themes to as-

sure credibility of the study.  Three other members of the research team met to 

discuss the major themes and reached 100% agreement on themes and quotes. 

RESULTS 

 

Three themes were evident from the participant discussions:  
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Need for better leadership 

Focus group members expressed a need for better leadership.  Workers under-

stood the role of training, yet felt unsupported while participating in training 

programs because the managers were sometimes younger than the employees 

and did not execute patient delivery of training material preferred by older 

workers; input related to training delivery was not sought either.  

 
Training Structure 

Given that the focus group discussion was heavily centered on training, five 

sub-themes were identified under this main theme.  

 

 Training method: Most of the employees received what was widely per-

ceived to be insufficient on-the-job training in the form of working with 

another more experienced employee for a specific time period.  Some 

participants discussed use of classroom training with demonstrations.     

 Use of computerized training programs that lasted from a few hours to 

a few weeks was discussed.  When discussing this method, participants 

were frustrated with the lack of structure; “you learned by the seat of 

your pants,” “it’s a “self-taught thing” were typical comments.   

 Training pace: The consensus related to pace of training was that partic-

ipants desired more time in training to work out any kinks and ques-

tions before joining the full labor force. 

 Training feedback: Feedback was found in different forms: assessments, 

comment cards, mystery shoppers, etc.  The focus groups reported 

technology as central to the assessment process. “After watching the 

computer, computerized videos for training, the end of it is a quiz and 

you actually have to answer questions about the program.”   

 Training benefits: All members unanimously agreed that training im-

proved their job performance and believed training contributed to: 

higher efficiency, better understanding of how to perform tasks, an op-

portunity to move into a higher position, reinvigorated appreciation of 

the job, and increased finances.  The participants also suggested that 

the purpose of training and the potential benefits should be clearly ex-

plained.   
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 Use of technology in training: Technology was commonly used in the 

training programs with different levels of acceptance including con-

flicting feelings at times within individuals.  As one participant stated, 

“Now, that we we’re using a computer, it certainly makes it a lot easier, 

it makes it faster…but sometimes the computer is scary.”  Other partic-

ipants discussed the usefulness of technology, but acknowledged the 

need to be trained on the various features of the technology until profi-

ciency was achieved.   

Pride and enjoyment at work 

Pride and enjoyment at work was a theme woven throughout the discussions 

on training.  Sample quotations include: “I like taking care of people and mak-

ing sure their food is right for them” and “I enjoy being with people, …I enjoy 

my customers a whole lot.”  It was clear that proper training led to enjoyment 

from work and enhanced job productivity for this group of older workers.   

 
CONCLUSION AND IMPLICATIONS 

 

The current study contributes to the call in the literature to develop “age 

aware” workplace policies (Brooke & Taylor, 2004) by using focus groups to 

comprehensively assess older foodservice workers’ perceptions of the training 

they receive. 

One overarching theme that was shared by foodservice employees across a 

range of different settings was related to the need for better leadership; the old-

er workers indicated that they often felt unsupported by their own supervisors 

when it came to their own training and that their supervisors rarely sought 

their input on the training methods used.  Together these findings indicate that 

older workers want a voice in how training is delivered to them and their em-

ployees.   

 In addition to the need for better leadership, the older workers also provid-

ed detailed feedback on training structure.  They expressed a clear preference 

for continuous on-the-job training that could accommodate a range of diverse 

learning styles, providing further support for the recommendations to tailor 

training to the learning styles of older employees (Armstrong-Stassen, 2008; 

Armstrong-Stassen & Templer, 2005).  They saw the value of classroom train-

ing with demonstrations; however, they expressed a clear preference for one-

on-one instruction specific to the use of technology.  Together, these findings 
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underscore the importance of matching the training method to the specific 

training objective. 

Consistent with previous research, older workers also expressed the desire 

to have more self-paced training (Callahan, Kiker &, Cross, 2003).  In addition, 

the focus group respondents unanimously agreed that feedback was a neces-

sary and essential component of training and that training improved their job 

performance.  Respondents were not only interested in, but they were eager for 

ongoing training opportunities, contradicting research implying that older 

workers are uninterested in training (Brooke, 2003).  Although the older work-

ers clearly valued training and retraining opportunities, they did make it clear 

that for training to be truly valuable, the purpose, the goals, and the benefits of 

the training must be clearly explained.   

Finally, although many adults 55 and older are remaining in the workforce 

longer or returning to the workforce after retirement due to financial factors the 

respondents repeatedly mentioned the enjoyment, fulfillment, and satisfaction 

they received from their job, particularly with respect to interacting with and 

serving their customers (Feuer, 2013).   
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INTRODUCTION 

Tourism product and experience encompasses a multidimensional concept that 

includes not only purposely produced tourism services, but also environmental 

resources, such as ''not for tourism produced'' climate, traditions, friendliness 

of locals or traditional architecture. Research has shown that tourists have be-

come increasingly demanding in regard to the natural and socio-cultural sur-

roundings and their quality (Aguiló, Alegre, & Sard, 2005).  

The role of environmental resources in tourism supply, demand and com-

petitiveness has been debated almost a century (Mariotti, 1938; Mihalič, 2000; 

Planina, 1966; Ritchie & Crouch, 2003). Tourism demand potential of destina-

tion’s environmental resources and how they trigger tourism demand and 

bring value to tourism firms have been studied and become an integral part of 

tourism economics. Following the sustainable truism development paradigm, 

environmental resources entered the competitiveness and destination man-

agement debate (Mihalic, 2000, Dwyer & Kim, 2003). However, more research 

is needed to understand how tourism firms strategically refer to the quality of 

the environmental resources and how they manage them.  

In the above context this paper surveys the role of environmental resources 

in the framework of competitive advantage resource theory. The purpose is to 

study if tourism firms see environmental resources as a strategic resource and 

if they differentiate between the strategic importance of environmental quality 

and impacts management? The research hypothesis are set and tested by ex-

planatory factor analyses and statistical tests, with the support of SPSS. 

 

mailto:tanja.mihalic@ef.uni-lj.si


7th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

668 

LITERATURE REVIEW 

  

Initially, the interest in tourism environmental resources was merely theoreti-

cal; however, given the rise of tourism sustainability debate, the topic gained 

managerial and policy relevance. More ecologically and environmentally aware 

tourists demand more environmental resource based tourism experience. They 

are becoming sensitive to the actual environmental quality of the destinations 

(Poon, 1989). More and more visitors expect tourism destinations and firms to 

be managed in a sustainable or environmentally responsible manner. This, rela-

tively new way of tourist's sensitivity, that followed the uncritical mass tourism 

development model, brought attention to environmental responsibility and 

sustainability of places and firms. More specifically, firms are expected to fol-

low the new business model that extends their traditional responsibility for 

economic results towards their responsibility for their impacts in natural and 

socio-cultural environment. For tourism destinations and firms, environmental 

business issues are now an integral part of their daily concern. ''Indeed, in the 

late twentieth century, it become evident that environmental tourist attractions 

must be maintained and offered to visitors in the quantity and quality that they 

demand…'' (Mihalič, 2013, p. 1). No doubt, for tourism firms, environmental 

resources and their environmental management become critical to the tourism 

markets. 

Tourism literature distinguishes between two different, yet interrelated as-

pects of tourism – environmental resources relationship. First, destination envi-

ronmental competitiveness can be based on the existing attractive environmen-

tal quality of the destination and second, increased by appropriate managerial 

efforts related to environmental impacts (Mihalič, 2000). 

The first aspects relates to the given environmental quality of the place. This 

can be illustrated by cleanliness of the beaches, quality of the bathing water, 

authenticity of the culture and place, attractiveness of the landscape, clean air 

etc. Environmental quality of a destination is a prevailing issue in making trav-

el-related decision; it is a competitiveness factor among different tourist desti-

nations with varying environmental quality.  

The second aspect refers to environmental management and recognises the 

(negative) impacts of the tourism on the environment. Environmental pollu-

tion, degradation of landscape of cultural authenticity, tourism development 

on the account of local inhabitants or even tourism development without inte-

grating local inhabitants into tourism benefits, are becoming ''non grata'', some-
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times not tolerable. Therefore, many environmental management practices that 

minimise negative impacts and or emphasize and fairly distribute tourism ben-

efits have been developed, generally marketed under the name of sustainabil-

ity, eco-tourism and other green brands and trademarks. Both aspects – envi-

ronmental quality and environmental quality aspect – are interrelated.  

Nevertheless, environmental resources have become an integral part of 

modern destination competitiveness models. One destination competitiveness 

study (Crouch, 2011) suggests that destination’s physiography and climate, 

both of which are environmental resource, form the most important competi-

tiveness determinant. In another tourism competitiveness meta-study, authors 

(Tsai, Song, & Wong, 2009) studied 16 different models on competitiveness of 

destinations. Six of these models considered environment as one of the major 

determinants of tourism destination competitiveness (Dwyer & Kim, 2003; 

Enright & Newton, 2005; Gooroochurn & Sugiyarto, 2005; Heath, 2003; Kozak 

& Rimmington, 1999; Ritchie & Crouch, 1993). 

However, the above models study competitiveness of tourism destinations. 

It is evident, that the role of tourism natural, cultural and social environment 

has been well established in a theory of destination's competitiveness. Howev-

er, competitiveness studies in the hotel industry that focus on the competitive-

ness of the hotel firms have paid much less attention to environmental re-

sources. The latter are seen as a characteristic and responsibility of a destina-

tion management organisation and the hotel industry benefits from the destina-

tion environmental image and characteristics.  The available hotel industry 

competitiveness factors examine a limited number of factors, but fail to develop 

a model (Tsai et al., 2009). They apply methodological tools (such as DEA, LIS-

REL, SERVQUAL, and SEM) or conceptual models (such as Porter’s diamond 

and hotel performance Measurement Framework). In regard to environmental 

resources, some authors partially discussed the environmental costs, in particu-

lar energy costs and costs of waste in relation with hotel competitiveness 

(Karagiorgas, Tsoutsos, & Moiá-Pol, 2007; Trung & Kumar, 2005). They stated 

that increasing costs of resources could affect the income, environmental per-

formance and public image of the hotel firms.  

It should be mentioned that the environmental debate in hotel sector is 

much better developed in the field of eco labelling, CSR and triple bottom line 

sustainability concept, yet not in a context of overall resource based competi-

tiveness theory. To our knowledge, no research up to date has explored the 
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strategic value of environmental resources for hotel firm competitiveness ad-

vantage, in such a context – which this survey attempts to do. 

The tourism firms therefore have to create the appropriate sources of com-

petitive advantage that will enable them to respond to the markets and create 

their competitive position.  While environmental resources are very important 

factor of tourism competitiveness, the other sources are also important. As 

suggested by resource-advantage theory (Hunt, 1997; Hunt & Morgan, 1996), 

sustainable competitive advantage can only be created by intangible sources 

such as responsiveness to consumer needs and preferences. Porter (1998) de-

fines the  concept of firm's competitive advantage as the ability of the firms to 

add value to its products.  

The literature suggests three different views on creating competitive ad-

vantage (Bilgihan, Okumus, Nusair, & Kwun, 2011). The first, the positioning 

view differentiates among three competitive positions in the market place, 

which are cost leadership, differentiation and focus strategy. Second, resource-

based view looks at the firm's resources; and third, dynamic capabilities view 

combines the previous two approves which are resources and market place. 

The dynamic capabilities are defined as a “firm’s ability to integrate, build, and 

reconfigure internal and external competences to address rapidly changing en-

vironments” (Teece et al., 1997, p. 516). Thus, this view suggests that firms have 

to develop dynamic capabilities to be able to offer competitive products in re-

sponse to the market place new trends and requirements. It also suggests that 

firms should have the capacity to react to the changing business environment, 

appropriate and timely responses to market trends and demands are critical 

(Teece, Pisano, & Shuen, 1997). 

 
RESEARCH MODEL AND HYPOTHESIS 

 

In the above context the main purpose of this survey is to study the environ-

mental resources as competitive advantage resources (CAR) in a framework of 

resource based competitiveness view (Figure 1). Three main research questions 

have been explored:  

 

1. Do managers see environmental resources as a competitiveness factor of its 

own?  

2. Do managers distinguish between the two aspects of environmental re-

sources, being environmental quality (EQ) and environmental management 

(EM)?  
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3. How do managers evaluate the competitiveness potential of the environmen-

tal resources in comparison to other CAFs?  

 

 

 
Legend: CAF: Competitive advantage factors, ENV: Environmental; EQ: Environmental quality; EM: Envi-

ronmental management 

Figure 1: Proposed model 

 

In other words, do tourism firms see environmental resources as a strategic 

resources? In order to answer the research questions we explain the role of en-

vironmental resources for tourism competitiveness and present traditional 

competitiveness factor model and its implication in the hotel industry. We ex-

pand competitive advantage factor (CAF) model with new factor: environmen-

tal resources. This model is used on a case of Slovenian hotel sector. In order to 

test the hypothesis, the explanatory factor analyses and t-tests have been ap-

plied, using SPSS.  

 
RESULTS 

 

Data have been collected in 2010 by a questionnaire of competitive advantage 

resources. Hotel managers in  160 Slovenian hotel firms that existed at the time 

were asked to access the importance of specified resources of competitive ad-

vantage regarding their company on a five-point Likert scale (1: non important 

and 5: very important). The response rate and population coverage was 57 percent.   
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An explanatory factor analyses based on principal component method and 

Varimax rotation was used. The first factor, environments, includes variables 

on natural, cultural and social environment. The result confirmed our first hy-

pothesis – that environments constitute a competitive advantage factor of their 

own.  

Unfortunately, both components of each environment (its EQ and EM as-

pect) have been confirmed to constitute the same factor environment. Thus the 

analysis has not confirmed our second hypothesis. We were not able to confirm 

that managers distinguish among the two aspects: environmental quality and 

management.  

Further, in addition to factor environment, our factor model has revealed 5 

more factors. These were named Contacts, Sales, Image, Quality and Promotion 

and represent the remaining factors which are connected to the firm's more 

traditional operations. The factor ranks showed that environmental resources 

are ranked after quality, image and promotion as they got a statistically signifi-

cant lower grade on their importance for competitiveness. Thus our third hy-

pothesis that environmental resources are becoming increasingly important 

and thus stand high on the firm’s priority list has not been confirmed.  

 
CONCLUSION AND IMPLICATIONS 

 

This research benefits the tourism literature and research, as originally ad-

dresses the role of environmental resources on the list of firm’s competitive ad-

vantage resources and distinguishes between the two dimensions of environ-

mental resources. It argues that firm should strategically address the issue of a 

(given) environmental quality of the destination and the issue of minimising 

the firm’s negative impact on its environment. This research also benefit Slo-

vene hotel industry by complementing the existing hotel competitiveness re-

search (Mihalič & Dmitrović, 2000) and by providing actual information for 

hotel managers in deciding how to relate to environmental resources and how 

to design their new competitiveness strategy and policy. The model can be 

used to study the actual importance of environmental resources in any hotel 

sector. Limitation of the present research which is mainly in generalisation of 

importance of environmental resources for all types of destinations, such as city 

or beach destination should be overcome by further, more segmented research 
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INTRODUCTION  

Tourism demand studies have been excessively studied since the inception of 

tourism studies as an academic field and with the recognition of tourism’s eco-

nomic impact to the destinations. Majority of tourism demand studies have 

concentrated on inbound tourism demand both to estimate the determinants of 

demand and to forecast future tourism demand for a particular destination uti-

lizing a variety of analytical techniques (for detailed review see, Crouch, 1994; 

Lim, 1999). As a matter of fact, international tourism demand is mostly associa-

ted with inbound tourism demand, while outbound tourism demand, which is 

the other essential component of international tourism demand, has not been 

received enough attention. In the case of Turkey, inbound tourism demand has 

been studied from variety of perspectives beginning with Uysal and Crompton 

(1984), which is also very frequently cited paper in general tourism demand 

studies, followed with three research notes (see, Akis, 1998; Icoz, Var, & Kozak, 

1998; Var, Mohammad, & Icoz, 1990) that examined various aspects of demand 

for Turkish tourism.  
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However, to the best of our knowledge, only Halicioglu (2010) studied Turkish 

outbound tourism demand. Nonetheless, our study differs from previous study 

in four ways: First, this study models disaggregated outbound tourism demand 

as opposed to aggregate demand in Halicioglu (2010), which enables destinati-

ons to develop specific policies and strategies. Second, this study models long 

run outbound tourism demand for both pooled destinations while providing 

estimates for destination idiosyncratic factors affecting demand using dynamic 

panel co-integration techniques. Third, our study used quarterly data that 

enables to investigate seasonality effects (Song & Li, 2008). Fourth, this study 

includes lagged arriving citizens as an added explanatory factor to capture 

word-of-mouth and/or habit persistence effects of Turkish tourists (Chu, 2011). 

Furthermore, dynamics of tourism have changed tremendously with the globa-

lization both in global market and Turkey. In particular, developing countries 

like Turkey have become one of the top tourism destinations, and Turkey is 

ranked number 6 in tourist arrivals with a respectable 35.7 million annual tou-

rist arrivals (UNWTO, 2013). On the other hand, as a developing economy, 

Turkish travel market has also been growing significantly with respect to 8.5 

million departures in 2013 (World Bank, 2013). Therefore, in an ever-changing 

global competitive environment, it is crucial to estimate factors affecting 

outbound tourism demand of Turkish travel market for major destinations to 

implement appropriate tourism policies and strategies for Turkish travel mar-

ket. In this context, this study models and empirically tests quarterly outbound 

tourism demand of Turkey for 12 major tourism destinations like France, Net-

herlands, Germany, Italy, United Kingdom, Greece, Spain, Belgium, Austria, 

Switzerland, Russian Federation, and United States for the period of 2003-2013. 

 
MODEL SPECIFICATION AND EMPIRICAL METHOD 

 

A review of the international tourism literature revealed a wide range of exo-

genous and endogenous variables used to model international tourism demand 

(Di Matteo & Di Matteo, 1993; Martin & Witt, 1988; Morley, 1994). In general, 

tourist departures or arriving citizens is used as the dependent variable, and 

gross domestic product (GDP) as a proxy for income along with prices in the 

host country relative to tourist generating countries; relative price (RP), and 

bilateral exchange rate (EXC) between host and tourist generating countries are 

used as explanatory variables. Following previous studies, we used arriving 

citizens as dependent variable, real GDP per capita as a proxy for income and 

lagged dependent variable as an additional explanatory variable to capture 

word-of-mouth and habit persistence of Turkish tourists. Also, we included 
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relative prices to the model following Uysal and Crompton (1985). While a few 

studies included transportation costs when modeling demand, this variable is 

omitted in this study due to unavailability of proper data. 

 

Accordingly, the empirical model is specified as follows: 

 

lnACit = α0i + α1ilnGDPit + α2ilnRPit + α4ilnlagACit + uit  (1) 

 

where 

lnAC it = logarithmic form of arriving Turkish citizens, 

lnGDP it = logarithmic form of per capita real gross domestic product of Turkey, 

lnRPit = logarithmic form relative price; the ratio of prices in receiving destina-

tions to prices in Turkey 

lnlagAC it = logarithmic form of previous AC, 

u it = the error term. 

 

The analysis is based on the quarterly data for the periods between the sec-

ond quarter of 2003 and fourth quarter of 2013. A panel co-integration analysis 

and FMOLS methods are employed for 12 aforementioned destinations, mainly 

because these groups of countries receive more than 30% of the Turkish tou-

rists. The advantages of FMOLS method is that it produces asymptotically un-

biased and normally distributed coefficient estimates (Pedroni, 2001a; Phillips 

& Moon, 2000). We employed the FMOLS method based on group estimates 

instead of pooled estimates because it allows heterogeneity across individual 

members of the panel that enables us to “pool the long run information contai-

ned in the panel while permitting the short run dynamics and fixed effects to 

be heterogeneous among different members of the panel”(Pedroni, 2001b, pp. 

93-94). 

  
PANEL UNIT ROOT TEST 

 

Prior to conducting panel data analysis, variables’ series need to be investiga-

ted to screen whether they have stationary process to avoid spurious regression 

problem. In this context, LLC test, IPS test, and ADF-Fisher (Maddala & Wu, 

1999) test are utilized as panel unit root tests in this study. According to the 

results, all variables contains unit root in the level1. That is, the variables are not 

stationary and hence a spurious regression problem might occur if static reg-

                                                                                 
1 The results of the panel unit root tests and co-integration tests can be provided upon request. 
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ression models are employed. However, series are stationary in their first diffe-

rences. Therefore, co-integration relation among AC, GDP, RP, and lagAC can 

be investigated.  

 
PANEL CO-INTEGRATION ANALYSIS 

 

To analyze the co-integration relation among the variables in a panel data mo-

del, following Pedroni (1999) seven test statistics that have the null hypothesis 

of no co-integration have been formulated. The results of co-integration test 

shows strong evidence of co-integration relation in the model for both constant 

and trend form because most of the statistics indicate the rejection of the null 

hypothesis of no co-integration relation1. Thus, international tourism demand 

for Turkey converges to its long-run equilibrium by correcting any possible 

deviation from this equilibrium in short run. 

Once co-integration relation is determined, long-run coefficients of the in-

dependent variables could be estimated by employing panel FMOLS (Pedroni, 

2001a, 2001b). The results for panel FMOLS estimations are illustrated in Table 

1. Exchange rate variable removed from the model due to high multicollinarity 

with the constant term when both exchange rate and relative prices entered to 

the model. Note that the estimated coefficients are long run demand elasticities. 

All coefficients were statistically significant. Destination level coefficients esti-

mates are presented in Table 2. 

 

 
Table 1. The Panel Co-integration Coefficients (AC is the dependent variable) 

Variables Panel FMOLS Coefficients (Exchan-
ge rate included) 

Panel FMOLS Coefficients (Exclu-
ding exchange rate) 

GDP -0.208470 0.764456* 

LagAC 0.184499* 0.256508* 

RP -3.376501* -0.379305*** 

EXC -3.046787*  

Wald test 12.15287* 17.99901* 

*, **, and *** indicate statistical significance at 1%, 5%, and 10% level of significance respectively. 
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Table 2. Grouped Co-integration Coefficients of Respective Countries 

Countries C GDP LagAC RP 

France  8.663376 -0.041228  0.238964 -1.567669 

Netherlands  4.991712  0.107842  0.412534 -0.979534 

Germany  0.817989  0.707575  0.360277 -0.208564 

Italy -2.215279  1.250981 -0.053887  2.291091 

United Kingdom  0.595373  0.768872  0.299805 -1.487419 

Greece -9.559312  2.001082  0.087193  1.383721 

Spain  8.193954 -0.187738  0.283931 -0.307899 

Belgium -6.847858  1.326006  0.470795 -1.597983 

Austria -11.98114  2.004465  0.298113 -0.448589 

Switzerland  5.798120  0.091434  0.263162  0.293276 

Russian Federation -2.180809  0.572178  0.389175 -0.600527 

United States  5.422366  0.572000  0.028037 -1.321562 

 
 
 
CONCLUSIONS AND IMPLICATIONS 

 

The income variable, GDP, had a positive sign in panel FMOLS coefficients es-

timates and it is statistically significant suggesting that outbound tourism is 

related to the economic conditions of Turkey. However, income coefficient 

smaller than unity suggests that tourism to these destinations is a non-luxury 

good for Turkish tourists. Relative prices had negative sign implying that tou-

rism to these destinations from Turkey is price elastic, and hence substitution 

of tourism with domestic tourism or with competing destinations is likely. Al-

so, habit persistence or word-of-mouth is positive determinant of outbound 

tourism demand of Turkish travelers. That is, tourists, who purchase tourism 

services, are likely to repurchase tourism services or create word-of-mouth ef-

fect. Therefore, service quality in these markets needs to be maintained or inc-

reased for Turkish tourists. Using quarterly data allowed us to test seasonality 

effect. However, graphical screening clearly showed that outbound tourism 

demand of Turkey to these markets was free from seasonal fluctuations, and 

hence we didn’t investigate deterministic seasonality effects in the model. Con-

sequently, it is crucial for these markets to maintain policies and marketing 

strategies that attract Turkish tourists for all seasons.  
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INTRODUCTION 

Central Highlands is one of the mountainous area in Vietnam where owns a largest 

amount of forest, and is outstanding of its biodiversity richness. It also contains the 

large suitable arable for perennial such as coffee, cashew, rubber, etc. Vietnamese 

government highly appreciates Central Highlands for its potential economy, espe-

cially agricultural section. However, one of the most concerned problems in this 

area is the high rate of poverty, which is a paradox when comparing to the increas-

ingly reducing poverty rate in the other area in Vietnam. Notably, the indigenous 

people who claim to be the owner of this land have become the vulnerable group 

in both material and non-material life. 

From this circumstance, it is urged to find out a solution that can improve 

the local’s people life. Based on the rather ideal condition of natural resource 

and the specific cultural value, it is said that tourism can be blossom and fruit-

ful in this area when we invest and promote it as a mass-trend. Moreover, 

when focusing on alleviate poverty status of indigenous people, Community – 

based tourism (CBT) has been chosen as an effective tool to bring more income 

through empowerment indigenous people and equitable distribution of tourist 

revenues. 

However, based on analysis the underlying characters of both nature and 

culture in the Central Highlands, it reveals some risks that threat the sustaina-

ble development when promoting tourism as a lucrative tool. This study clari-

fies whether or not the CBT can use successfully as poverty alleviate tool when 

it is mainstreamed. On the other hand, after look insight into this case we may 

find out a better solution to integrate tourist with the other economic sectors, 

and determine a level in which tourist should promote in this area. 
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LITERATURE REVIEW 

Mountain tourism 

Various authors have conducted the research about mountain tourism industry 

(Pamela, 1998; Mock, John, Kimberley, 1997; Paul, Simon, 2003; UNEP, 2007, 

etc.) In recent years, a surge in academic literature has identified the appropri-

ateness to develop CBT in mountainous areas. In general, there are two major 

approaches in CBT studies. The first, both researchers and practitioners em-

phasized that as sustainable tourism model, CBT always requires a holistic ap-

proach; and maintaining a triangle balance of ecological, economic and socio-

cultural elements is the central challenge in order to keep tourism sustainable 

(Rest, 1999; Harold Goodwin and Rosa Santilli, 2009). The second approach 

emphasizes CBT’s role as poverty alleviation tool (David and Steven, 2007). 

However, when integrating two approaches, it emerges the dilemma, that may 

be ignored aspects relevant to the extent that mountain tourism can develop to 

focus on enhancement revenue and poverty alleviation. And when CBT inte-

grates into a broader community economy in mountain to fulfill the reducing 

poverty task, most of the studies ignore to identify the position of tourism 

among other economic sections in the target of poverty alleviation. 

 
Developing tourism to alleviate poverty 

Since the late 1990s, “pro-poor tourism” has become a recognized, worthwhile 

and more self-consciously moral approach to tourism, especially when prac-

ticed by community-based organizations under the broader rubric of “sustain-

able tourism” (David and Steven, 2007). It has been argued that Pro-poor tour-

ism at a micro tourism cannot deliver impacts at a significant scale. Tourism for 

poverty alleviation should be expanded and applicable in mainstream tourism 

(Norhazliza, 2010; Roe, 2006).  

METHODOLOGY 

This research uses a mixed method approach with a predominance of the quali-

tative methodology. Since the study focus on assessment the opportunity and 

threat of CBT when developed in Central Highlands, it is essential to get an 

insight on nature and culture of this area as well. An empirical research will be 

conducted at the study area. The data will be collected through the observation 

and participation period. In addition, this study is also carried out based on 

literature survey and secondary information. A range of papers, journals, offi-
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cial documents, and reports of some similar projects have been collected and 

analyzed for the purpose of the study.   

 
RESULTS 
 

Poverty and livelihood of indigenous people in Vietnam Central Highlands 

Poverty status 

Although Vietnamese economy has gradually achieved some development in 

the past 30 years, there is evidence that minorities continue to face many hard-

ships and minorities’ communities still experience high rates of poverty. Within 

the general trend of high levels of poverty for ethnic minorities, the minorities 

of the Central Highlands for many years have stood out as some of the worst 

off. In 1998, 91% of Central Highlands’ minority population lived in poverty, as 

compared with 73% of minorities of the Northern uplands (Writenet, 2006). 

 

Income source in Central Highlands 

The indigenous people depend heavily on agriculture. Another major income 

of indigenous people is forestry. However, nowadays the benefits that indige-

nous people receive from forest much less than before, it is due partly to the 

change of the forest land right during reform process in Vietnam. Also, trade 

had been a dominant system of interaction between indigenous people of this 

area and outsiders or lowlander. Yet, nowadays they have largely been exclud-

ed from managing trade as middlemen and have been unable to increase their 

shares of market prices or value-added goods (Pamela, 2009). So far, the eco-

nomic activities of indigenous people have for centuries based on land and for-

est land. 

 
Tourism potential resource and vulnerability 

Tourism potential resource 

The Central Highlands offer tourists an itinerary which gets off the standard 

trail in Vietnam. This area has long had the richest and most densely forested 

areas in Vietnam; the forest cover in 2006 is 54.6%. In fact, the Central High-

lands are not situated on a unique plateau; instead they stretch on a series of 

contiguous plateaus, which are alternated by some valleys. This topography 

creates amazing views of mountainous landscape which draws tourists. This 

area also has a distinct climate and a favorable position to access to neighbor 

countries.  
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Moreover, this area owns a complex multi-cultural environment, apart from 

ethnic Vietnamese – Kinh, Central Highlands are home to the variety of ethnic 

minorities. Although there are some changes in populated composition, the 

cultural identity that strongly appeals tourists is still the values accumulated in 

the indigenous people’s life for generations. Cultural value embedded in their 

daily life, their customs, their belief are something which is attractive tourists 

can utilize as a tourist resource. 

According to some good points of CBT as a sustainable development trend, 

CBT has been envisaged to become a second off-farm income which help in-

digenous reduce poverty. However, until CBT is applied as a mainstream to 

get benefit for this area, there are still ranges of issues needed to concern. 

Threats of mass-tourism 

One of first and foremost things needed to concern is the fragility of the moun-

tain ecosystems which lie in their biological and cultural characteristics. 

Though, so far tourism in this area has not yet developed as a mainstream 

which results in detrimental consequence on environment. However, a lesson 

can be clearly examined from agricultural sector in this area. Along with the 

success in intensive agriculture, this area has to cost with the degradation of 

natural resource. Recreation per se is largely non-consumptive compared to 

agriculture, mining or forestry (R.N.Batta, 2000). However, when more and 

more people visited the mountain, it also results in some adverse influences on 

the mountain area where had been a low population density. 

Another fragile aspect in mountain area attributes on sensitive culture. The 

indigenous people are characterized with poverty, unemployment, illiteracy. It, 

therefore, places some barriers that hinder mass tourism in this area. In particu-

lar, for the CBT which allows tourists to penetrate far deeper into the personal 

lives of local people, and then it can be generate a range of social and cultural 

impacts. 

Last but not least, there are also some external factors such as the fluctuation 

of tourism market, the competiveness and heavily seasonality which also 

threaten the sustainable tourism in Central Highlands when developing tour-

ism as a mainstream and put the indigenous people’s life relied on this eco-

nomic activities. 
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CONCLUSION AND IMPLICATIONS 

The Central Highlands have potential both in natural resource and cultural 

value to be able to utilize and form the distinctive product tourism which can 

bring to local people income to improve their life. However, there are also 

some underlying threats deriving from both in- and external conditions to the 

sustainable development which may push community into harsher life when 

conducting tourism in mainstream and lay so much dependence on it. 

CBT in mountainous area like Central Highlands should not be considered 

as an enterprise that will solve all, especially cannot service as an effective pov-

erty alleviation tool. Rather, it should be seen as a supplement means of income 

and used in combination with other sustainable livelihood source (Pamela, 

1998). 

Acknowledging that growth alone will not address persistent poverty in 

mountainous region, it is necessary to integrate and determine the position of 

tourism industry in the whole community economy. In Vietnam Central High-

land case, it is essential to confirm that agriculture and forestry have formed 

the basis of the traditional economy and it can be envisaged that these activities 

remains the primary economic sectors in the Central Highlands. It is the major 

contributor to alleviate poverty while offering the greatest opportunities to 

achieve impact on a meaningful scale, the source of productive employment for 

most ethnic minority household. Therefore, the challenge for CBT development 

in this area is how to integrate it into other sectors of majority economy and 

how to invest and develop agriculture and forestry sustainable. The study finds 

out that the strategies that should be promoted to reduce poverty in Central 

Highlands are small-scale, long-term and both culturally and environmentally 

sustainable.  
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INTRODUCTION 

In the presentation authors discuss the location-based factors’ impact on ac-

commodation prices. The aim of the presentation is to compare the results of 

qualitative and quantitative research on location-based determinants of ac-

commodation prices in Lodz Metropolitan Area (Poland). The authors employ 

methodological triangulation (Yeung 2000), both to explore statistical signifi-

cance of location-based determinants of accommodation prices, and to present 

managerial opinions about the influence of location on accommodation prices. 

LITERATURE REVIEW 

Location-based variables explaining accommodation prices were suggested by 

other researchers: assessment of the location made by tourists (Zhang et al. 

2011), urban and rural location (White and Mulligan 2002), location in the city 

center or in the tourism business district (Andersson 2008; Bull 1994; Chen and 

Rothschild 2010), distance from the city center (Adamiak and Napierala 2013; 

Balaguer and Pernias 2012; Bull 1994; Egan and Nield 2000; Hung et al. 2010; 

Lee and Jang 2011; Schamel 2012), distance from other competitors (Becerra 

2013; Urtasun and Gutiérrez 2006), distance from main transport nodes and 

tourist attractions (Andersson 2008; Balaguer and Pernias 2012; Lee and Jang 
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2011; Thrane 2007; Zhang et al. 2011). Most of price determinants listed above 

were considered by the authors. Therefore, authors were unable to recognize 

tourists opinion about location of accommodation facilities. Zhang, Ye and Law 

(2011) used data from tripadvisor.com. However, only limited number of ac-

commodation facilities in Lodz Metropolitan Area was presented on men-

tioned website. 

METHODOLOGY 

The sample for quantitative part of research included all of 155 accommodation 

enterprises in Lodz Metropolitan Area. The data for the quantitative study 

were obtained from various sources: governmental and regional registers of 

accommodation enterprises, websites of accommodation companies and web-

sites of reservation systems. Furthermore, missing data were replaced by tele-

phone interviews with the stuff of accommodation enterprises. The data collec-

tion procedure was conducted in June and July 2012. The final sample for qual-

itative part of the study consisted of 17 various accommodation enterprises 

(chain-affiliated and independent hotels, guesthouses and others) in Lodz Met-

ropolitan Area. The in-depth interviews with owners and managers of selected 

accommodation enterprises were conducted in the summer 2012. 

In quantitative research, the authors verified statistical significance of vari-

ous location-based determinants of accommodation prices. As dependent vari-

ables, the authors considered logged rates (Best Available Rates) of rooms of-

fered in Lodz Metropolitan Area, sold in the summer and autumn 2012, on 

working days and weekends. Therefore, semilogarithmic regression model was 

employed four times for accommodation prices for each period. As Israeli 

(2002) suggested, accommodation quality should explained a large part of price 

variation. Thus, types of accommodation establishments defined by Polish Cen-

tral Statistical Office (hotels, motels and boarding houses, other hotel estab-

lishments, other accommodation establishments and private rooms and 

agrotourism lodgings) were considered as independent, dummy variables. Fur-

thermore, independent variables included location-based factors. The follow-

ing, discussed above variables were used in this study: urban location (dum-

my), location in the city center (dummy), distance from the city center, distance 

from the nearest competitor, distance from the nearest accommodation estab-

lishment, and finally distance from the nearest transport node. Results of re-

gression analysis are presented below in a table. 
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Simultaneously, location-based determinants of accommodation prices were 

defined and verified in qualitative part of the study. Managers of 17 various 

accommodation companies operating in Lodz Metropolitan Area were inter-

viewed: managers of 6 hotels located in the center of Lodz – the core city in 

metropolitan area, and 1 other accommodation establishment in the same loca-

tion, managers of 6 hotels located out of the center of the core city, and 4 other 

accommodation establishment in the same location. 

 
RESULTS 

 
Table 1 shows how the room rates in Lodz Metropolitan Area are affected by 

the various determinants. Prices of services offered throughout the MICE tour-

ism seasons (rather in the autumn than in the summer, rather on working days 

than on weekends) are better explained by estimated models. It is not surpris-

ing that accommodation prices are significantly affected by quality of offered 

services. It must be recalled that types of accommodation listed in the table 

base on quality of accommodation services. Only three location-based determi-

nants are statistically significant determinants of accommodation prices in 

Lodz Metropolitan Area. If the accommodation establishment is located in cen-

tral district of Lodz, the prices are approximately (Halvorsen and Palmquist 

1980) 17,2%–21,1% higher than prices of accommodation services offered out of 

the area, ceteris paribus. Furthermore, close distance from the nearest competi-

tor (understood as the establishment of the same quality-based type) negatively 

affects room rates. However, spatial concentration of accommodation estab-

lishments (representing various quality-based types) has positive, but not sig-

nificant influence on the prices. Finally, the better access to the transportation 

system an accommodation establishment has, the higher room rates are. 

 
Table 1: Regression coefficients for accommodation prices in Lodz Metropolitan Area in 2012 

Independent variables: Dependent variable: logged accommodation prices 

In the sum-
mer, on work-
ing day 

In the sum-
mer, on 
weekend 

In the au-
tumn, on 
working day 

In the autumn, 
on weekend 

R2 0.5188 

 

0.4904 

 

0.5725 

 

0.5333 

 

Intercept ****4.7258 

(0.1516) 

****4.7028 

(0.1471) 

****4.7187 

(0.1492) 

****4.7062 

(0.1459) 

Luxury hotels, motels and 
boarding houses (dummy) 

****1.0260 

(0.2375) 

****0.8652 

(0.2305) 

****1.0905 

(0.2332) 

****0.8554 

(0.2280) 
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Budget hotels, motels and 
boarding houses (dummy) 

****0.5193 

(0.0750) 

****0.4712 

(0.0728) 

****0.5516 

(0.0739) 

****0.4817 

(0.0722) 

Other hotel establishments 
(dummy) 

*0.2374 

(0.1237) 

*0.2295 

(0.1201) 

*0.2240 

(0.1218) 

*0.2198 

(0.1190) 

Other accommodation estab-
lishments (dummy) 

****–0.4152 

(0.1129) 

****–0.3909 

(0.1096) 

****–0.4974 

(0.1142) 

****–0.4778 

(0.1116) 

Private rooms and agrotourism 
lodgings (dummy) 

not defined because of singularities 

Urban location (dummy) 0.0390 

(0.1096) 

0.0348 

(0.1064) 

0.0695 

(0.1085) 

0.0619 

(0.1061) 

Location in the city center 
(dummy) 

0.1610 

(0.1010) 

0.1590 

(0.0981) 

*0.1918 

(0.0995) 

*0.1912 

(0.0973) 

Distance from the city center –0.0041 

(0.0080) 

–0.0018 

(0.0078) 

–0.0043 

(0.0079) 

–0.0023 

(0.0077) 

Distance from the nearest 
competitor 

**0.0449 

(0.0198) 

**0.0446 

(0.0192) 

**0.0493 

(0.0196) 

**0.0488 

(0.0191) 

Distance from the nearest 
accommodation establishment 

–0.0200 

(0.0289) 

–0.0214 

(0.0280) 

–0.0140 

(0.0284) 

–0.0156 

(0.0278) 

Distance from the nearest 
transport node 

**–0.0202 

(0.0096) 

**–0.0216 

(0.0094) 

**–0.0244 

(0.0096) 

**–0.0256 

(0.0094) 

Values in parentheses are the corresponding standard errors. Coefficients statistically significant at 

the: * 10% level, ** 5% level, *** 1% level, **** 0.1% level. 

 

 

The results of regression analysis were compared to the outcomes of in-

depth interviews. Every interviewed manager of accommodation establish-

ments located in the center of Lodz defines the competitors as accommodation 

establishments offering services at similar quality and standard in the same 

location. Moreover, half managers of hotels, located out of the center of Lodz, 

think the same way. One manager proves that controlling prices of services of-

fered by different type of accommodation establishments even makes no sense. 

Most of managers of establishments operating out of the center of Lodz argue 

that distance from the city center is not determinant of the accommodation 

prices. Prices are influenced by the fact that the accommodation establishment 

is (or not) located in the city center. Furthermore, they suggest that location in a 

city center and appropriate standard of accommodation services are the key 

factors considered by MICE travelers (or even travelers at all), and are key de-

terminants of accommodation prices. Therefore, it is possible to offer the ac-

commodation services out of the city center at the same prices as in the city 
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center. However, it is necessary to locate accommodation establishment close to 

the transportation nodes and tourism attractions. Only one of 17 interviewed 

managers thinks that distance from the city center has significant influence on 

accommodation prices. Managers of half hotels, located out of the center of 

Lodz, suggest that the only way to compete with hotels located in a center of a 

core city, is to reduce the prices. One third part of managers of establishments 

located out of the Lodz center are not able to define relation between location 

and prices. Interestingly, the same managers use cost-based pricing techniques. 

 
CONCLUSION AND IMPLICATIONS 

 
Comparison of results of qualitative and quantitative methods, was the signifi-

cant part of the study. Authors confirmed Andersson (2008), Bull (1994) and 

Chen and Rothschild (2010) findings. In Lodz Metropolitan Area, location in 

the center of the core city is crucial for accommodation prices. As interviewed 

managers argued, the distance from city center is not significant determinant of 

the prices. Prices are influenced rather by the fact that the accommodation es-

tablishments are (or not) operating in the city center. Regression analysis brings 

the same conclusion. As Becerra (2013) and Urtasun and Gutiérrez (2006) sug-

gested, geographical distance from indirect competitors is significant determi-

nant of accommodation prices. Interviewed managers of establishments operat-

ing in Lodz Metropolitan Area defined the nature of competition in accommo-

dation industry. They argued that indirect competitors offer services at similar 

quality and standard in the same location. As regression analysis showed, the 

smaller distance between indirect competitors is, the cheaper rooms they offer. 

Moreover, spatial concentration of various non-competing accommodation es-

tablishments and close distance to transportation nodes and tourist attractions 

allowed accommodation enterprises to request higher prices. This is consistent 

with findings of Andersson (2008), Balaguer and Pernias (2012), Lee and Jang 

(2011), Thrane (2007) and Zhang et al. (2011). 
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INTRODUCTION 

The People’s Republic of China (PRC) is today one of the world’s largest econ-

omies, placing itself in the world scene’s spotlight. In the late 1970s, the gov-

ernment of the PRC implemented new policies to promote the country’s devel-

opment, leading to political changes and introducing important economic re-

forms. These changes prompted a major growth in Foreign Direct Investment 

(FDI) and in Gross Domestic Product (GDP), leading to the development of 

several economic sectors and generating new needs in the population, namely a 

growing travelling interest, leading to an increase of outbound tourism during 

the 1980s. In the early 1990s, the Chinese outbound market accounted only for 

3.5% of the region’s total departures, and in 2011 it established as the top 

“country of origin”, with more than 21% of the outbound market. Simultane-

ously, the expenditure of Chinese tourists abroad reveals a continuous growth, 

having surpassed 130.5 billion dollars in 2013. Today, the PRC is the world’s 

number one outbound market, showing a huge potential for continuous 

growth in the near future, as Chinese living standards are increasingly improv-

ing, and the outbound market is being gradually liberalized. This work aims to 

provide a brief analysis on the historical background of Chinese outbound 

tourism, focusing on the profile of visitors and future trends. 
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LITERATURE REVIEW 

Despite the late development of China’s outbound tourism, it has been avow-

ing as one of the most important tourism destinations in Asia and in the world. 

Besides its importance as a destination, the country stands out for the size of its 

outbound market. In less than two decades, China has achieved an exponential 

growth in the number of its citizens travelling internationally, having become, 

in 2012, the largest outbound tourism market in the world (83 million tourists) 

(UNWTO, 2013). It is important to note that, according to the World Tourism 

Organization’s estimates for 2020 (UNWTO, 2003), China would place itself in 

the 4th position. China did not only accomplish a better position in the world 

ranking, but also did it ahead of time, showing a remarkable performance. 

Despite the large size of this market, outbound tourism is still a recent phe-

nomenon in China. For a long time, the travel of Chinese citizens outside the 

country was restricted and limited to official or business trips (Breda, 2008; 

Roth, 1998). Just over three decades ago, private travel for leisure purposes 

started to be allowed. In the early 1990s, China began to gradually relax its out-

bound travel policy and visits for leisure purposes were permitted to a few 

Southeast Asian countries (Breda, 2008; Davidson, Hertrich & Schwander, 2004; 

Roth, 1998). At the end of 2000, there were 15 countries and regions approved 

as official destinations, being the majority of them located in the East Asia and 

Pacific region. Currently the number of destinations is more than a hundred 

(Arita, La Croix & Mak, 2012). 

The Approved Destination Status (ADS) (Arita, La Croix & Mak, 2012; 

UNWTO, 2003), the implementation of “Golden Weeks” (Foster et al., 2012), 

the accession to the World Trade Organization (Guo, Kim & Timothy, 2007), 

the signature of a Memorandum of Understanding with countries in the 

Schengen Area (Davidson, Hertrich & Schwander, 2004), the adoption of the 

40-hour work week (Barmpoutis, 2004; Jang, Yu & Pearson, 2003; Zhang & 

Lam, 1999), and the emergence of tourism entities in PRC, contributed, in a 

positive way, to the organization of the tourism industry, particularly in re-

spect to outbound travel. 

Between 1991 and 2013, the Chinese outbound market grew from 2.1 million 

to 97.3 million tourists, mainly to Asian countries, such as South Korea, Thai-

land and Japan, in addition to Macao, Hong Kong and Taiwan (CTC, 2001). Eu-

rope places itself as the second main destination, receiving 13% of the total 

Chinese travelers, showing an increase of 8% over 2007. Despite the modest 

market share, some European countries can be highlighted as important desti-
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nations, such as Germany, United Kingdom and others with great notoriety, 

including France, Italy and Switzerland, where leisure travel plays a vital role. 

Many other European destinations are actively promoting strategies in order to 

increase the arrivals of Chinese tourists, namely the establishment of direct 

flight connections; the creation of special tour packages on a basis of “multiple 

destination visits” (Breda, 2008) and the implementation of the so called “gold-

en visa” (such as in Portugal, Latvia and Spain). These policies, among others, 

enable the visit of Chinese tourists to several European destinations and extend 

the purpose of their visit to other domains, namely residential tourism and 

business tourism. As an example, Portugal granted, during 2013, more than 400 

golden visas to Chinese citizens, which resulted in a financial input of 300 mil-

lion Euros, in result of the investment on luxury properties (Government of 

Portugal, 2013).  

 
METHODOLOGY 

 

Being China pointed out as an important market for many countries, especially 

in Europe, in order to diversify their source of tourists, in particular in times of 

economic crisis which usually affect the traditional markets, it is important to 

assess the profile of the Chinese market. This work intends, on one hand, to 

present socio-demographic aspects related to this market, and on the other 

hand, gather relevant information about its travel profile. In order to draw up 

the profile of China's outbound tourism market, a comprehensive literature 

review was carried out. There were some difficulties associated with this type 

of study, namely for the fact that a number of studies restricted their research 

to a few outbound Chinese regions. For example, Cai, Boger and O'Leary (1999) 

only considered Beijing, Shanghai and Guangzhou; CTC (2001) focused on Bei-

jing, Guangzhou, Chengdu, Shenyang and Wuhan; Kim, Guo and Agrusa 

(2005) and Sparks and Pan (2009) only studied the population living in Shang-

hai; TFWA and ACNielsen (2005) elaborated some considerations about the 

outbound market only taking into account a sample of Chinese citizens from 

Beijing, Shanghai and Guangdong. Two years later, TFWA and ACNielsen 

(2007) integrated other regions into their resarch, such as Jilin, Heilongjiang, 

Liaoning, Zhejiang, Jiangsu, Sichuan, Yunnan, Guizhou, Guangxi and Chong-

qing. Given the existence of several studies covering different geographical ar-

eas, this work aims to incorporate the results of all them, in order to portrait a 

more wholesome profile of the Chinese tourists.  
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RESULTS 

Chinese tourists are predominantly from the most economic and social devel-

oped regions of the PRC, such as Beijing, Shanghai and Guangdong, although 

the decrease of social disparities might, in the near future, promote the emer-

gence of other origin areas. From a gender point of view, male citizens domi-

nate (in a proportion of 60:40). Nevertheless, due to the emancipation of Chi-

nese women, in educational and professional terms, female travellers have 

been steadily gaining an important position in the outbound market. The ma-

jority of the Chinese market appears to be middle-aged (25-45), probably due to 

its professional and financial stability, with higher educational levels (graduate 

or post-graduate) and holding management/executive positions in state enter-

prises or specialized functions in areas such as education, engineering or medi-

cine. The household monthly income for Chinese travelers range from 855 to 

3.420 US dollars, with a tendency to grow in the near future. 

Asian countries are the main destinations of Chinese tourists and long-haul 

trips exist in the form of organized tour packages. The two main travel purpos-

es are leisure and visit friends and relatives, being business tourism in third 

place. The average expenditure is about 1.342 US dollars, essentially oriented to 

shopping, hospitality and food & beverage, but it is significantly higher in trips 

to European destinations (2.085 to 4.170 US dollars). “Golden weeks” and 

“school holidays” are the preferred holiday period, where family and friends 

play an important role as travel companion. 

It should be noted that, despite these highlights of the main characteristics, 

the Chinese outbound market presents a complex structure, which is in con-

stant and rapid transformation. Concerning future trends, there are some rele-

vant and positive forecasts for the short-term (between 2012 and 2017). It is ex-

pected a significant growth in terms of international travel (more than 14%), 

which represents 45 million Chinese tourists more travelling around the world. 

Regarding tourism expenditure, it is projected an increase of 12%, where 

‘shopping’ plays a central role, with a predictable increase of more than 14%. 

Regarding travel segments, the senior market and individual travelers show a 

great growth potential begin to show a significant increase within the Chinese 

market, particularly among the senior and the more experienced segments. 

 
CONCLUSION AND IMPLICATIONS 

 

Despite its late start, the Chinese outbound tourism had a dramatic growth, 

being the major market since 2012. Triggering this rapid increase were the more 
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liberalizing policies introduced by the government, the improvement of com-

mercial relations with foreign countries and the “massive” FDI, which resulted 

in better economic and financial conditions for Chinese citizens, which in turn, 

stimulated domestic consumption. The huge potential of this market have been 

sparking the interest of many destination countries, namely in Europe. This 

justifies the increase of Sino-European relationships, where the tourism sector 

plays a central role. The continuous approach between the two “economic 

blocs” might produce positive effects, counteracting the effects of the global 

crisis. Besides that, the size and the constant transformation of the Chinese out-

bound market seems to unlimited, which allows to extend the range of potenti-

alities and dream about new advantages of “opening the door” to Chinese 

tourists. 
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INTRODUCTION 

As we all known , "Smart Tourism " is a concept popular now in China based 

on communication and communication technology, it interacts with visitors 

through the " Mobile APP", regards integrated information management as the 

foundation of the industry, stimulates industrial innovation and promotes in-

dustrial upgrading. All in all, it is a distinctive new forms of tourism in China. 

With further development of smart tourism. There are all sorts of network 

marketing methods introduced and applied in China constantly as well, it can 

be said that the smart tourism has become an irresistible trend in the future. As 

a basis for smart tourism, Information technology is the most fundamental fac-

tor in the development of smart tourism, it is no doubt that IT (refers to “in-

formation technology”) has played a vital and irreplaceable role in the future 

process of smart tourism development. 
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LITERATURE REVIEW 

However, Smart tourism is just an emerging tourist format in recent years, lit-

erature review shows that the current research on the smart tourism is still in 

its infancy, And the main research results are mostly concentrated within two 

years between 2012 and 2013, Although research has yielded fruitful results in 

the related field, covered broad area, there still exists some deficiencies in the 

field of academic research, for example , firstly, researchers like Jun-mei Liu & 

Xiao-xia Tian（2012）revealed many opportunities and challenges that smart 

tourism need to face , concerning smart tourism how to overcome technical 

barriers , the researchers did not give us a clear solution ; Secondly, some re-

searchers such as Guo-li Zhang （2012）have studied the question about smart 

tourism in the tourism services applications , it is pity that how much do the 

smart tourism promote tourist service levels remains unknown due to lack of 

more in-depth study on relevant quantitative aspects ; Thirdly, there are many 

notable and remarkable achievements in smart tourism promotion outcomes( 

Xian-feng Deng & Xiao-hai Zhang ,2012), however  it is hard to set up a quanti-

tative criteria and standard to weigh its economic effects , social effects , envi-

ronmental effects and other aspects ; Last but not the least, there are now many 

cities try to promote and develop the smart tourism(Wu-xin Ma,2013), but the 

construction mode of smart tourism city had not reached a mature stage yet, 

therefore this discussion  could provide meaningful reference to those cities 

developing smart tourism in China.  

In my opinion, Learning the information technology is the key in order to 

study the future development tendency of smart tourism, and to solve and an-

swer a lot of detailed problems faced currently by smart tourism, such as how 

to overcome the technical barriers of smart tourism and how to build a mature 

city model of smart tourism, to quantify the role of smart tourism, to weigh the 

benefits of smart tourism and so on. Information technology is the foundation 

of smart tourism, which involves all aspects of smart tourism development, 

and then both mobile APP development and Internet marketing, which include 

in the category in smart tourism, also depends on the development of infor-

mation technology. Therefore, choosing IT as entry point for research will un-

doubtedly play "immediate and direct" effect toward many related issues on 

the future development of smart tourism, to some extent, the research dated 

back to the roots also help compensate for the lacking of the current field in 

smart tourism research. 
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METHODOLOGY 

Choosing literature review and expert seminars as main research methods in 

the paper, from the perspective of information technology, the discussion cen-

tres on smart tourism future development. The expert seminar adopt on the 

form of " brainstorming " in management, which invited a number of domestic 

and international experts and scholars in tourism and IT or somewhat con-

cerned research field to engage in a collective-style discussion. With sound re-

cording, photography, meeting minutes writing. The author collect many rep-

resentative views, opinions, problems and perspectives, which come from all 

the party attendees discussed, concerning the future development of the smart 

tourism based on the information technology at this meeting. And these rec-

ords are the most important first-hand materials. It is the main content of this 

article, which supports the structural framework. In order to ensure the effect 

of seminars, workshop invited representatives with different academic back-

ground, and experiences, including academic professors in smart tourism field 

or related fields, technical experts, educational institutions staff, community 

management representative, and a number of domestic and foreign university 

graduate and undergraduate students. Which guarantee the discussion in-

cludes broader range, and the views reflects fresh idea, as well as the current 

insights on information technology and smart tourism at the same time. 

RESULTS 

( 1 ) the results of information technology method for smart tourism 

 IT innovation and R & D in the smart tourism requires to adopt lots 

of research methods and research -related forms from abroad; 

 A multidisciplinary approach combining research methods con-

tribute to IT innovation and R & D should be used , so as to pro-

mote the development of smart tourism; 

 Understanding the mentality and psychology of tourists at first 

time, and sources of data in IT innovation and R & D and devel-

opment should focus on two sides: Firstly, using the high-precision 

instruments to collect tourists experimental parameters, and sec-

ondly, looking on social networking sites as a base to collect net-

work data timely and in an efficient manner. 

 ( 2 ) the results of information technology direction for smart tourism 
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 Tourists increasingly dependent on new media, especially tourist in-

formation search engine , therefore we should regard electronic private 

guide as significant development issues of information technology and 

be worth being considered in the future ; 

 Public comments have strong influence on tourists, combination be-

tween public comments and tourism will created new opportunities for 

the future information technology development ; 

 "3D panoramic virtual tourism " is an important development trend of 

the smart tourism in the future , information technology should be a 

breakthrough in this area as well , which could  enable tourists arrange 

their scenic attractions instantly, freely and independently; 

 Different from the general GPS navigation, travel positioning can be 

another important breakthrough in IT innovation and R & D to smart 

tourism. 

 ( 3 ) the results of information technology support for smart tourism 

 The percentage of mass tourism decreases, the traditional travel 

agencies has been seeking changes in trends of smart tourism , so 

travel agencies likely becomes the IT R & D application field based 

on smart tourism ; 

 Information Technology R & D in smart tourism needs to get the 

support and protection from the law, as a consequence ,it was pos-

sible to ensure the vitality and endurance of the research and de-

velopment ; 

 The IT R & D in Smart tourism needs to support two forces at least 

in the future in China: for one thing, the promotion of the Chinese 

government , for another ,the promotion of APP and other opera-

tors .Compared to other countries , the implementation of smart 

tourism could be more easily achieved in China due to governmen-

tal initiative at present , China could be a member at the forefront 

of the world in the development of information technology in tour-

ism development . 

( 4 ) the results of information technology role for smart tourism  

 Application of information technology can make up the lackness and 

inconvenience of tourism planning and travel arrangements .In tourism 

services, from the industry management, the informatization level of 
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scenic spots and other aspects, we should enhance the level of tourism 

information and build good travel service environment,. 

 About industry management,setting up travel agency business man-

agement system completly ,we realize online service in the whole pro-

cess of the tourism industry such as the management of travel agencies, 

Hotel star rating, scenic spot registration assessment ; 

 About the scenic area informationization Firstly, Commissioning "elec-

tronic ticket",tourists with mobile phone card or ID card entry into the 

scenic spot through the way of downloading the mobile phone QR 

code; Secondly, Developing smart park pilot; 

 Thirdly,Establishing a self-help guide software system of scenic spots, 

and then provide the integration of mobile intelligent terminal APP, in-

tegrated guide, tour guides, navigation for tourists . 

 
CONCLUSION AND IMPLICATIONS 

 

1. the future tendency of information technology method for smart tourism 

2. The part of research helps to solve the problem of "How to overcome 

the technical barriers of smart tourism" and other related issues. the fu-

ture tendency of information technology direction for smart tourism 

3. The part of research can help to solve the problem "How to quantify 

the benefits of smart tourism" and other related issues the future ten-

dency of information technology support for smart tourism 

4. The part of research will help to solve the problem "How to build a ma-

ture model of smart tourism city" and other related issues the future 

tendency of information technology role for smart touris 

5. The part of research can help to solve the problem "How to weigh the 

role of smart tourism" and other related issues. 
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INTRODUCTION  

Tourism is an industry that is highly driven by images offering simplified and 

close representation of the actual destination (Mackay & Fesenmaier, 1997). 

Images are particularly crucial in determining the viability of the destination 

(Tasci & Gartner, 2007) and tourist behaviors and decision making process for 

travel destination (Baloglu & Brinberg, 1997; Chen & Hsu, 2000; Chen & Tsai, 

2007). Destination image (DI) is inextricably intertwined with other constructs.  

Often, these images are perceived and shaped by several external factors (i.e., 

familiarity to a destination, previous visitation and socio-demographic factors 

(Beerli & Martin, 2004a, 2004b; Baloglu, 1997; Chaudhary, 2000).  

A key aspect of the DI literature that still remains questionable and highly 

debated amongst scholars is its conceptualization. Despite the existence of DI 

literature over a span of three decades, scholars have yet to arrive at a consen-

sus on the conceptualization of DI constructs (Tasci, Gartner & Cavusgil, 2007), 

owing to its multidimensionality characteristics; defined as complex, multiple, 

relativistic and dynamic (Gallarza, Gil Saura & Caldero´n Garcia, 2002). Con-

ventionally, past studies have conceptually and empirically demonstrated cog-

nitive and affective images as a function of DI (Beerli & Martin, 2004a; Baloglu 

& McCleary, 1999a, 1999b; Tasci & Gartner, 2007), through which the combined 

interaction of these two constructs yields “overall image” (Baloglu & McCleary 

1999a, 1999b; Beerli& Martin, 2004a, 2004b). Together with conative image 
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(Gartner, 1994), these DI constructs capture the behavioral response of an indi-

vidual.  

Recent research has started to consider country image (CI) as conceptually 

part of DI. Some scholars attempt to draw parallels with DI (Gertner, 2010; El-

liot, Papadopoulos & Kim, 2011; Martin & Eroglu, 1993; Mossberg & Kleppe, 

2005; Nadeau et al., 2008) although CI and DI have independently developed as 

two separate streams of research in international marketing and tourism. Mar-

tinez and Alvarez (2010) empirically revealed that DI and CI are two separate 

and distinct constructs. Conversely, several scholars concluded that greater in-

tegration between product-CI and DI is required (Mossberg & Kleppe, 2005; 

Elliot, Papadopoulos & Kim, 2011; Nadeau et al., 2008).  

Elliot, Papadopoulos and Kim (2011) found that consumer beliefs on pro-

ducts produced by the country have a spillover effect to influence destination 

receptivity. Similarly, Nadeau et al. (2008) and Kim et al. (2007) in separate stu-

dies empirically revealed that stereotypes and beliefs of the country and its pe-

ople are significant in influencing visitation and recommendation intentions. 

These scholars seem to suggest that there are considerable overlapping ideas 

between CI and DI. Nadeau et al. (2008) contended that the DI construct is thus 

far inconclusive to have neglected several aspects such as country and its peop-

le. Drawing on international marketing, he argues that beliefs about a country 

provide a cue to judge product quality (Mossberg & Kleppe, 2005), and therefo-

re similar perception may be extended to other product information and servi-

ces (Hong & Wyer, 1989), including tourism. We concur with these scholars as 

our examination of DI constructs employed in past research reveals that most 

of the DI factors (e.g., Beerli & Martin, 2004) do not capture values, beliefs and 

national stereotypes that tourists might perceive of the country’s people.  

DI itself still lacks conceptual framework as to the functions of its various 

constructs (i.e., cognitive, affective, conative, overall) when considered in an 

integrated model (Fakeye & Crompton, 1991; Mazanec & Schweiger, 1981) alt-

hough cognitive and affective images are the dominant approach to measure 

DI (Pike & Ryan, 2004). For instance, DI has been loosely defined (Fakeye & 

Crompton, 1991; Mazanec & Schweiger, 1981). Several studies interprets it as a 

city (Dadgostar & Isotalo, 1995; Opermann, 1996; Stern & Krakover, 1993), re-

gion (Ahmed, 1991; Fakeye & Crompton, 1991), or country (Chon, 1991; Son-

mez & Sirakaya, 2002). Others have relied on individual attractions or resorts 

as basis of destination image (Alhemoud & Armstrong, 1996; Gibson, Qi & 

Zhang, 2008; Phelps, 1986). Such fragmented concept implies that past research 
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seems to recognize non travel-specific attributes as part of destination image. 

This argument is consistent with Kotler’s (1987) assertion that an association 

exists between country’s tourist image and its national image. In short, despite 

concerted effort by scholars, ascertaining the definition and conceptualization 

of DI still remains problematic owing to its multifaceted nature (Jenkins, 1999). 

Given the inconsistent findings from previous research, this study attempts 

to empirically examine cognitive and affective images along with CI By testing 

several models in a single study, this study contributes in three-fold. Firstly, 

adopting such measure elucidates how cognitive and affective images may be 

studied in relation with CI. Secondly, while other papers only consider a single 

model, this paper will empirically examine and suggest the most suitable mo-

del for integrating country and destination image in understanding their res-

pective effects on visit intention. Thirdly, the scale measuring country image 

will also show factors, other than traditional TDI that are commonly considered 

by tourist.  

 
DESTINATION IMAGE 

 

Advancement in DI literature in determining its definition over three decades 

has evolved to encapsulate various features of DI. Most definitions identify two 

facets of DI, namely cognitive and affective images. Despite concerted effort by 

scholars, ascertaining the definition and conceptualization of DI still remains 

problematic owing to its multi-faceted nature (Jenkins, 1999). Several aspects 

contributing to its multidimensional nature are such as one’s exposure to diffe-

rent types of information sources, past travel experience, familiarity, socio-

demographics, constraints and motivations (Baloglu & McCleary, 1999a; Beerli 

& Martin, 2004, Kim & Chalip, 2004; Govers, Go & Kumar, 2007; Milman & 

Pizam, 1995). In a recent study, perceived destination risk was discovered as a 

significant antecedent to the formation of DI (Chew & Jahari, 2014). Hence, the 

multidimensionality and diverse conceptualizations implies that more research 

is required to explore other dimensions which have not been captured, but may 

potentially affect DI (Tasci & Gartner, 2007) or be a facet of DI so as to better 

understand the concept of DI and its operationalization in research.  

A commonality amongst past definitions of DI identifies “perception”, 

“impressions”, “ideas” and “beliefs” as the accepted alternative expressions 

used to conceptualize tourist DI. Beyond the typical facets of cognitive and af-

fective images, Echtner and Ritchie (1991) argue that certain aspects of the co-

untry that is non-observable prior to actual visitation should be considered as a 
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construct of DI since a cliché impression of the destination regardless of accu-

racy of image could still be formed as a consequence of past knowledge acqui-

red from various non-touristic and non-commercial sources of information 

such as education, news reports, magazines and books (Gunn, 1972). For ins-

tance, various sources of information often feature Japanese government as 

highly responsible towards its citizen’s welfare. Japanese is often known for 

their discipline, kindness and courtesy. These positive images may be retained 

as a national image of Japan. Tourists may believe post-disaster government 

intervention on radioactive leakage issue is effectively and diligently dealt by 

the Japanese government. Tourists may build expectations towards Japan and 

its people in maintaining high quality travel experience and pleasant social in-

teraction.  

Secondly, while conceptualization of destination image has given greater 

prominence to measuring tourist destination’s physical and functional attribu-

tes, less attention however, has been directed on the holistic impression of a 

destination (Echtner& Ritchie, 1991). The functional construct measures the 

tangible and measurable aspects of destinations, has been successful studied 

(Pike, 2002). However, the much neglected aspect of DI is the holistic impres-

sion, refers to the psychological, more abstract and unique features or percep-

tion accentuated by the country endowed with touristic destinations. Existing 

measurement somewhat captures CI with some items that seem to feature CI 

(i.e., quality of life, customs and ways of life, friendliness of local), however 

majority of the past studies have predominantly tested “friendliness of local” as 

the only psychological attribute.  Similar assertions regarding weakness in cap-

turing the psychological aspects has been lamented by various scholars (Balog-

lu & Martin, 2004; Jenkins, 1996; Martin & Bosque, 2008), yet studies have been 

conservative to reflect such inclusion in advancing research since they predo-

minantly limited their studies to existing cognitive and affective images of tou-

ristic destination resulting from scale adoption. Hence, this warrants a revisit to 

the image constructs as argued by Echtner and Ritchie (1991) to further exami-

ne if inclusion of country image enhances the conceptualization of destination 

image to advance in theory and practice.  

Elliot, Papadopoulos and Kim (2011) found that consumer beliefs on pro-

ducts produced by the country have a spillover effect to influence destination 

receptivity. Similarly, Nadeau et al. (2008) and Kim et al. (2007) in separate stu-

dies empirically revealed that stereotypes and beliefs of the country and its pe-

ople are significant in influencing visitation and recommendation intentions.  
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DISCUSSION AND CONCLUSION 
 

The variation in conceptualizing CI and DI inevitably produces mixed results 

and inconclusive understanding towards DI. To reconcile for the black box, fu-

ture study should disentangle the concepts by testing out various models in a 

single study (see Figure 1, 2, 3 and 4) as such a study carries important theore-

tical and practical contributions. The examinations in this study suggest CI 

plays a more prominent role as a predictor over mediator. 

In line with Echtner & Ritchie’s (1993) suggestion on holistic representation 

of destination image, the first model proposes CI as the third dimension of DI, 

in addition to cognitive and affective image (Figure 1). The model assumes that 

tourists may revert to cliché perceptions of country image which contributes to 

the overall evaluation of destination, thus expressing intention to visit. Based 

on empirical testing, this model highlights the nature of CCI, that it is indeed a 

part of DI given the model fit. However, fit indices, albeit significant and meets 

the cut-off criteria for best fit model, are still poor and thus seems to suggest 

that further investigation is required to explore other roles of CI in relation to 

DI. 

 
Table 1: CI as a facet of the DI construct 

 

Consistent with Martin and Alvarez (2010)’s suggestion, the second (Figure 

2) and third (Figure 3) models consider CI as a separate construct. The second 

model  suggests that not only image of a country as a tourist destination could 

be affected by the cognitive and affective images but more importantly, CI 

plays a mediating role between DI and visit intention, thereby influencing tou-

rist decision-making and travel intention. Based on the empirical results in Tab-

le 2, it shows model fit for the mediation model. CI mediates the relationship 

between affective image and visit intention but not for the relationship between 

cognitive image and visit intention. While cognitive image influences CI, the 

absence of mediation is due to the peculiar finding that cognitive image did not 

influence visit intention. Partial mediation indices fit better. Therefore, CI par-

tially mediates the relationship between DI and visit intention.  

 

 

Chi-Square Chi-square/df CFI TLI RMSEA 

787.257 2.386 0.942 0.934 0.058 
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Table 2: CI as a mediator 

Chi-square Chi-square/df CFI TLI RMSEA 

315.744 1.662 0.980 0.973 0.040 

 

The third model (Figure 3) assumes that the CI is a predictor of the conven-

tional components of DI (i.e., cognitive and affective images). This model as-

serts that CI plays a significant role in influencing DI. The empirical finding 

shows that across the three tested models, this model has the best fit (Table 3). 

CI predicts both cognitive and affective images. However, due to the insignifi-

cant path from cognitive image to visit intention, the CI-cognitive image-visit 

intention path was insignificant. 

 
Table 3: CI as a predictor of DI 

Chi-square Chi-square/df CFI TLI RMSEA 

297.429 1.591 0.982 0.978 0.038 

 

The fourth model presents country image construct as a moderator between 

cognitive image and intention to visit, and affective image and intention to vi-

sit. Unfortunately, due to the reported ratings of the study sample that has a 

small number of respondents with sharp differences in ratings, the moderation 

model could not be examined.  

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1: Country image as an additional facet of destination image 
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Figure 2: Country Image as a mediator 

 

       

 

 

 

 

 

 

 

 

 
Figure 3: Country Image as a predictor of destination image 
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INTRODUCTION 

Tourism is a fast-growing industry that helps promote economic growth and 

development by creating jobs, earning foreign exchange, stimulating infrastruc-

ture provision, and generating tax revenues(Eilat & Einav, 2004). Cultural tou-

rism has grown both in importance and in complexity and has become an att-

ractive component of many destinations (Walle, 1996). Consistent with more 

general global trends in cultural tourism, heritage tourism has emerged as one 

popular form of tourism. Currently a transitional phase can be identified, na-

mely from product led development of heritage attractions that emphasize 

exhibits and education, to a more visitor-oriented development that emphasi-

zes destination image and personal tour experience (Apostolakis & Jaffry, 

2005). Heritage tourism, like other leisure and tourism activities, is viewed to a 

great extent as an experiential consumption. Hence, the destination image and 

visitors’ perceived value is much more associated with their tour experiences 

during the process of visitation than services provided by the heritage. Known 
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as historical tourist town, Tainan Anping has been chosen the one of Taiwan' 

top ten tourist towns from the Taiwan Tourism Bureau in 2012, has a rich cul-

tural and historical heritage town. Anping was the first area developed in Tai-

nan, with the first commercial street named Yanping St. It used to be a busy 

port city teeming with large foreign trading companies and local businesses. 

This study focuses on the behavioral intention model of heritage tourism perce-

ived by heritage tourists and furthermore explores the relationships between 

destination image, tourist experience and post-visitation behavioral intentions. 

 
LITERATURE REVIEW 

 

Most recent tourism literature has demonstrated that the construct of destina-

tion attachment can contribute to an understanding of the characteristics of rec-

reation behavior (Kyle, Graefe, Manning, & Bacon, 2003; Su, Cheng, & Huang, 

2011).Wang, Wu, and Yuan(2010) explore visitors' experiences and intentions to 

revisit a heritage harbor destination in Taiwan, and the results show that peop-

le who are satisfied with their travel experiences are more willing to visit the 

same place again in the future. Crompton(1979) defined destination image as 

an attitudinal concept consisting of the sum of beliefs, ideas and impressions 

that a tourist holds of a destination. Blain, Levy, and Ritchie(2005) supported 

this view by contemplating that the image of a destination is intended to con-

vey the overall idea or experience that the visitor can expect at the destination. 

Destination image is an integral and important component of the tourist’s deci-

sion making process and travel behaviors(Baloglu & Brinberg, 1997; Gallarza, 

Saura, & Garcia (2002)define tourist experience has become a key concept in 

cultural heritage marketing, because tourist satisfaction is often determined by 

the global experience obtained. A total experience that tourists seek in the heri-

tage context could be made of tourism, culture, education, and social interac-

tion (De Rojas & Camarero, 2008). Among various variables, destination image, 

tourist experience, perceived value, and satisfaction have been identified as 

three major antecedents affecting tourists’ behavioral intentions in past studies 

(Baker & Crompton, 2000; Petrick, 2004; Petrick & Backman, 2002). Ryu and 

Jang (2006)found a positive causal relationship between past behavior and tou-

rists’ intention to consume the local cuisine at travel destinations. The degree of 

destination loyalty is frequently reflected in tourists’ intentions to revisit the 

destination and in their willingness to recommend it (Chen & Tsai, 2007; Op-

permann, 2000). Favorable behavioral intentions frequently represent custo-

mer’s cognitive loyalty. Customer loyalty is an important goal in the consumer 

marketing community as it is a key component for a company’s long-term via-
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bility or sustainability. Measuring loyalty can provide a better understanding 

of customer retention. Retaining existing customers usually has a much lower 

associated cost than winning new ones. Furthermore, loyal customers are more 

likely to recommend friends, relatives or other potential customers to a pro-

duct/service by acting as free word-of-mouth advertising agents(Shoemaker & 

Lewis, 1999). A behavioral intention conceptual relationship model of this 

study is proposed and three hypotheses are made as follows. 

 H1: Destination image(DI) has a positive significant effect on tourist 

experience(TE). 

 H2: Destination image(DI) has a positive significant effect on behavio-

ral intention(BI). 

 H3: Tourist experience(TE) has a positive significant effect on behavio-

ral intention(BI). 

 
METHODOLOGY 

 

A self-administrated questionnaire survey was conducted to collect empirical 

data from heritage tourists in Tainan Anping, a historical city in Taiwan. The 

questions in the questionnaire are designed based on a review of the literature 

and specific characteristics of heritage tourism. The questionnaire was pre-

tested and revised to ensure content validity. The questionnaire consists of four 

parts. Part 1 of the questionnaire deals with the measurement of destination 

image. Part 2 deals with the measurement of tourist experience. Part 3 deals 

with behavioral intention. Finally, Part 4 reports respondent information with 6 

items including age, gender, marital status, occupation and monthly income. 

Apart from respondent information measured by a categorical scale, all items 

of the first three parts are measured by a 5-point Likert-type scale from 

‘strongly disagree (1)’ to ‘strongly agree (5)’We used the SPSS 14 and Lisrel 8.52 

statistic software for structural equation modeling (SEM) to examine causality. 

Due to limited time and manpower, a convenience sampling method was 

adopted. We will be distributed 450 respondents at the main heritage sites in 

Tainan Anping. A confirmatory factor analysis (CFA) is performed to specify 

the structure between observed indicators and latent constructs, and test the 

validity of measurement model. After determining the best-fitted final measu-

rement models for each construct, the overall measurement model was estima-

ted and the structural model was further tested. The use of SEM requires an 

assessment of whether the specified model fits the data (Yuan, 2005). This is 

known as the model fit. Goodness-of-fit indices adopted for this study were the 
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root mean square of approximation (RMSEA), root mean square residual 

(RMR), standardized root mean square residual (SRMR), goodness-of-fit index 

(GFI), normed fit index (NFI), comparative fit index (CFI), parsimony good-

ness-of-fit index (PGFI) and parsimony normed fit index (PNFI). 

 
RESULTS 

 

The study is processing distributed questionnaires from heritage tourists for 

visiting the main heritage sites in Tainan Anping now. The behavioral inten-

tion(BI) relationship model of heritage tourists built by this research was one of 

the major contributions. The fit of this model principally met the standard. The 

heritage tourists’ destination image(DI) has a positive significant effect on tou-

rists experience(TE), The heritage tourists’ destination image(DI) has a positive 

significant effect on behavioral intention(BI)., The heritage tourists experien-

ce(TE) has a positive significant effect on behavioral intention(BI). 

 
CONCLUSION AND IMPLICATIONS 

 

The conclusion provides a better understanding of these relationships can pro-

vide heritage managers insights into knowing heritage tourists' experiences 

and behavioral intentions, and adjust their services to meet tourists’ needs. This 

can be seen as many heritage organizations have been increasingly emphasi-

zing the participation of the public in their policies and programs (Gilmore & 

Rentschler, 2002). Heritage tourism marketers should also have a thorough un-

derstanding of the role that destination image plays in influencing future beha-

vioral intentions of tourists and should attempt to develop and pursue a heri-

tage image development agenda. Enhancing a tourist experience quality of he-

ritage as a management goal as well as ensuring experience quality leading to 

perceived value and then revisiting willingness is important issues for heritage 

managers when designating their heritage sustainability strategies. To provide 

a quality total experience, heritage managers should endeavor to meet tourists’ 

expectations with respect to components of involvement, peace of mind, and 

educational experience as found by this study.  
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The study attempts to investigate the challenges facing the National Depart-

ment of Tourism and the Provincial Tourism Departments of selected provin-

ces of South Africa for non-implementation of tourism policies that have been 

enacted since 1996. A case in point is the issue of Responsible Tourism policy of 

the national government which has not been fully implemented. The Growth 

and Development Strategy of all provinces have not been fully implemented 

since they were promulgated in 2005.There are several tourism master plans 
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and tourism sector plans which have been developed in all the provinces but 

many of them have not been implemented. The questions to be answered are:  

 

 If policies have been written and approved and they include key per-

formance guidelines, then why are they not implemented? 

  What are the challenges and intervention strategies that can be put in 

place to effectively improve policy implementation? 

 

From the review of implementation literature, three approaches; the top-

down rational, bottom-up and the hybrid or interactional approaches may be 

aggressively investigated and a new framework developed to add to the body 

of knowledge that can assist with policy implementation with special reference 

to South Africa. The travel and tourism industry has been recognized the world 

over as one of the largest industries in the world (UNWTO, 2006; WTTC, 2005; 

Sharpley & Telfer, 2002; Jacobus & Spencer, 2011).  According to Sharpley and 

Telfer (2002) the main reason for governments embarking on tourism devel-

opment initiatives is its perceived contribution to development. This has led 

governments to embark on tourism policies, planning, and promotion in order 

to grow the tourism industry to the benefit of their countries. From an interna-

tional perspective there is a great deal of research on tourism policy and a 

plethora of information on sustainable tourism and economic and environmen-

tal impacts of tourism. However, research on the implementation of tourism 

policy in general is weak or poor (Dodds & Butler, 2010; Hall, 1994; Hall, 2009).  

Several tourism policies have been put in place in South Africa since the ad-

vent of the ‘new democracy’ in 1994.  New strategic tourism policies have been 

published in 2011 and 2012 in an attempt to implement some of the policies 

promulgated in the White Paper on the development and promotion of tourism 

in South Africa (1996).  

The vision of the government on tourism, according to the White Paper on 

the Development and Promotion of tourism was “to develop tourism as a na-

tional priority in a sustainable manner, so that it will contribute significantly to 

the improvement of the quality of life of every South African” (RSA, 1996:22). 

The eight guiding principles for the government are that tourism will be driven 

by the private sector, while the government will provide the enabling infra-

structure for the industry to grow. The policy envisages effective community 

involvement and adherence to sustainable environmental practices. For any 

successful tourism promotion there should be close cooperation among tourism 
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stakeholders. To address the previous inequalities the policy envisages tourism 

as a developmental tool for empowering the previously disadvantaged people 

and especially women. Tourism development should embrace the whole 

Southern African sub-region because tourism knows no boundaries and finally, 

tourism development will support the economic, social and environmental 

goals of the government (RSA, 1996). However, according to Bartis and Baldie 

(2011) these principles have not been fully implemented and they will be dis-

cussed in the thesis and this forms the premise of this research. 

The White Paper on tourism (1996) was one of the first Acts of Parliament to 

be enacted by the democratically elected government of South Africa. The gov-

ernment established a task team to develop the White Paper and took it to the 

people for their inputs and finally promulgated it as an act of parliament in 

May 1996. This is an example of a typical ‘top-down rational approach.’   

Several tourism policies including the White Paper on the Development and 

Promotion of tourism (1996) have not been fully implemented (Bartis and 

Baldie, 2011) and this is a serious shortcoming considering the important role 

tourism plays in the economy of South Africa, hence this study will establish 

the reasons why the White paper on tourism has not been fully implemented 

and develop tourism implementation framework for tourism policy formula-

tors and implementers.  

Research questions have been raised in this study and answers must be 

found for them. Two main approaches, qualitative and quantitative research 

techniques, which are commonly used in scientific study to establish the truth, 

will be applied in this study. However, qualitative research approach will be 

the main approach because the issues at stake, tourism, tourism policy and pol-

icy implementation, have many dimensions and layers and qualitative research 

method is the ideal to portray the multi-faceted nature of the study. Tourism is 

a multi-disciplinary and complex social phenomenon and therefore needs 

complex research methods to unravel the multiple issues it presents. Numerous 

forms of data will be collected and examined from various angles to construct a 

rich and meaningful picture of a complex, multi-faceted situation (Leedy & 

Ormrod, 2005).  

The study will have a profound impact on the National Department of Tou-

rism’s implementation of its White Paper on tourism (1996). It will help them in 

tourism policy formulation and implementation which will see the growth of 

tourism in the country. It will also assist the provincial and tourism NGOs to 

provide leadership and implement their policies. The rationale behind the 
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study is to assist the government, the provincial tourism departments, the 

NGOs and stakeholders involved in tourism to develop implementable policies 

and also to implement policies that have been developed over the years at the 

local and national levels. It will assist tourism policy formulators to avoid the 

pitfall of broad, non-implementable tourism policies. In the end a body of 

knowledge will be added to existing tourism policy implementation debate and 

new debate will be opened up for further research. 

Two provinces which have positive records of tourism policy implementa-

tion and two other provinces which appear to be slow in tourism policy imp-

lementation have been identified and questionnaires will be distributed to 

them to compare their approaches to implementation. In each of the provinces 

the same questionnaires will be sent to the identified respondents. The respon-

ses will be analysed and conclusions drawn from them. A framework will be 

developed to assist tourism policy formulators. 
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INTRODUCTION 

Defining and measuring organizational culture is of paramount importance to 

organizations. A strong organizational culture could potentially yield a sus-

tainable competitive advantage. However, achievement of this is likely to be 

challenging to managers because a great deal of ambiguity surrounds this con-

cept. Indeed, a review of the literature finds the scope of organizational culture 

to have been defined differently across various disciplines and industries, and 

this has resulted in the development of various scales for measuring and defin-
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ing organizational culture. Specifically, a range of organizational culture scales 

have been developed and applied in various industries. However, the meas-

urement of organizational culture is noticeably different according to industry 

(Jennifer & Jehn, 1994; Gordon, 1991; Gregory, 1983; Morey & Luthans, 1985; 

Ouchi & Wilkins, 1985; Scott, Mannion, Davies, & Marshall, 2003; Xenikou, 

1996). Measuring organizational culture, specifically as it relates to the hospital-

ity industry, is also a research area that has remained relatively unexplored. 

This thesis argues that the diversity in scale development that have been previ-

ously developed for organizational culture scales may not be fully applicable or 

appropriate for use within the hospitality context (e.g. Cooke & Rousseau, 

1988; Kemp & Dwyer, 2001; Tepeci & Bartlett, 2002). More specifically, the aim 

of this thesis is to present a new scale that applies specifically to the hospitality 

context, and contributes to our understanding of organizational culture within 

this context.  

METHODOLOGY 

The overall aim of the research for my thesis is to develop a new and compre-

hensive organizational culture scale for use in the hospitality industry. In order 

to respond to the research gaps on organizational culture scales in hospitality 

the study aims to achieve the following objectives: 

i. To identify the cultural elements of the hospitality industry that can be incor-

porated into an industry specific measure of organizational culture.  

ii. To adopt a multidisciplinary approach to investigating organizational cul-

ture in the hospitality industry.  

iii. To combine qualitative and quantitative methods for exploring the issues 

concerning organizational culture in the hospitality industry.  

The methodology used in this thesis to identify instruments for research on or-

ganizational culture elements in hospitality was primarily based on the scale 

development procedures of Churchill (1979), DeVellis (2003), Hinkin (1995), 

and Netemeyer et al. (2003). The dimensional foundation of the constructs was 

an amalgamation of relevant literature and qualitative findings of the study. 

Guided by previous qualitative and quantitative research on organizational 

culture, this study combined interview approaches that have been developed in 

the fields of psychology, sociology, and anthropology. Consequently, a list of 

interview questions was generated in order to uncover different ‘layers’ of or-

ganizational culture in the hospitality industry. These layers refer to the ob-
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servable objects (artifacts), company philosophy (values), and beliefs, princi-

ples, patterns, and private conversations (assumptions). Judgmental sampling 

was used to increase the participation rate. Particularly, the Qualmark New 

Zealand Hotel organization website was used for identifying where the majori-

ty of the hotels are located in New Zealand. Then, number of interviews was 

conducted across different cities in New Zealand. The interviews sought to un-

cover culturally based values (see Phillips, 1994) cultural beliefs, or knowledge 

structures (see Sapienza, 1985).  

Thematic analysis was used and topics captured during the interviews 

were itemized and then coded based on a method developed by Braun and 

Clarke (2006). After rigorous analysis, 94 items were identified with eight di-

mensions. A Likert-type response format was used and five response categories 

were used in the questionnaire. The next stage of the scale development proce-

dure involved the first purification of the scale (DeVellis, 2003). Second stage 

purification of the scale was carried out with a new data set. The population for 

the main study consisted of employees who work in four, four plus, and five 

star accommodation establishments in New Zealand. Data was collected 

through convenience sampling technique. Around 300 questionnaires were 

used for the final analysis of this study.  

Similar to the pilot study for this research, rigorous data testing was em-

ployed in the main study, which included the assessment of normality, 

Cronbach’s alphas, and construct reliabilities. After these were calculated, con-

vergent, and discriminant validities were established. Consequently, confirma-

tory factor analysis was performed to verify the newly developed scale’s di-

mensionality and to assess its psychometric properties. By highlighting the key 

factors affecting the business environment and the unique characteristics of the 

hospitality industry, the purpose of this thesis is to identify the scope of organ-

izational culture, specifically within the hospitality industry, as well as to in-

troduce a tailored organizational culture scale, which is aligned with the hospi-

tality context. The research for this thesis employed a multidisciplinary ap-

proach in order to develop a new organizational culture scale for the hospitali-

ty industry.  

KEY FINDINGS AND ARGUMENTS 

The study contributes to the existing literature in a number of ways. First, this 

study focuses on a single industry and aims to uncover the industry specific 

characteristics of organizational culture in the hospitality context. Second, this 

study reveals that the role of organizational culture provides important impli-
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cations for hospitality management. The results of the study show that cohe-

siveness is the most important dimension of the organizational culture scale 

that was developed for this research, that is, the Hospitality Industry Organiza-

tional Culture Scale (or HIOCS). The results of the study also suggest that in-

ternal cooperative behavior is a vital element in the hospitality industry. Con-

sidering the characteristics of the hospitality industry, organizational goals can 

be effectively attained if employees work together; therefore, managers should 

encourage teamwork and boost cohesion within the organization. The results 

also show that communication is one of the important dimensions that play a 

role in organizational effectiveness. Results indicate that high levels of 

cooperation and coordination between organizational elements, harmony and 

good relations between bottom line employees and supervisors/managers 

depend on the underlying communication. In addition, because of the contem-

porary and the exploratory nature of the study, the findings provide useful in-

sights into the hospitality industry in New Zealand and other islands and 

states, where tourism and hospitality are important for the economic well-

being of these regions and/or territories. Specifically, this scale will enable ex-

ecutives in the hospitality industry to determine if there are gaps between or-

ganizational ideologies and the organization’s actual culture. Further, HIOCS 

could be used in assisting executives identify the core values that are held by 

the members of a particular organization. This will provide better understand-

ing about what happens behind the scenes within their organizations. Finally, 

the assessment of the HIOCS can be used during the recruitment and selection 

efforts of an organization. The human resources department may compare per-

ceptions of prospective applicants’ personal characteristics with their compa-

ny’s culture. The hospitality industry research has often been characterized as a 

neglected area within organizational culture (Tepeci & Bartlett, 2002). Not only 

has there been a paucity of studies devoted to this industry but there has also 

been little research conducted specifically in the Southern hemisphere. The re-

search in this thesis responds to these concerns through using multiple meth-

ods. Only few studies focus on the relationships between organizational culture 

and the hospitality industry (e.g., Deery, 1999; Kemp & Dwyer, 2001; Sparrowe, 

1994). Therefore, this study furthers the understanding of the hospitality indus-

try and the associated organizational culture in different physical environ-

ments.  

In conclusion, the major theoretical contribution of this thesis is the devel-

opment of qualitative questions that combine anthropology, sociology, and 

psychology approaches and the use of hybrid methods. Although a few previ-

ous studies have attempted to measure organizational culture in the hospitality 
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industry (e.g. Dawson et al., 2011; Tepeci & Bartlett, 2002) there are pitfalls and 

limitations, such as the use of singular measures. This study, however, has 

merged the best of both quantitative and qualitative methods in its scale devel-

opment, and this has led to a new conceptualization that generates a more ef-

fective scale for the hospitality industry. Additionally, in light of the encourag-

ing developments and findings of this study, different layers of cultural charac-

teristics (i.e. artefacts, values, and assumptions) were profiled and hence this 

research provides a deeper understanding of the cultural elements in the hospi-

tality industry.  
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INTRODUCTION 

Companies are striving to operate and succeed in a socially responsible manner 

in this emerging age of responsibility. Corporate social responsibility (CSR) 

encompasses simultaneously a company’s entire range of economic, legal, ethi-

cal and philanthropic obligations towards society (Carroll, 1991). CSR has been 

recognized as an important attribute in corporate identity (Morsing, Schultz, & 

Nielsen, 2008) and its disclosure reveals the enduring , fundamental, and dis-

tinctive characteristics of the corporate identity (Du, Bhattacharya, & Sen, 
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2010).  Revealing the CSR identity to be perceived as exactly who they are, and 

sharing the CSR efforts to create greater impacts have thus become ever more 

important in the business world. The ability in communicating expressively 

and effectively the CSR identity across relevant stakeholders, which is termed 

CSR communication expressiveness in this study, has thus been increasingly 

emphasized.  

Verbal messaging is the core of communication and plays a crucial role in 

driving expressiveness in CSR communication when accompanied by CSR be-

haviours, and executed with skills and conscience.  Yet, its importance has not 

been fully recognized in the existing CSR communication research studies.  To 

be expressive in language means the messages make sense and can capture the 

attention of the audience (Slobin, 1997). Specifically for CSR communication, 

expressiveness describes companies' willingness to convey visibly “who they 

are, what they do, and what they stand for” (Fombrun & van Riel, 2004, p. 95) 

in CSR.   

Knowledge surrounding CSR communication still remains largely unex-

amined (Farache, 2012). Stakeholders’ low awareness (Reputation Institute [RI], 

2013b) and scepticism towards companies’ CSR (de Grosbois, 2012) have been 

identified as the two key challenges to CSR communication (Du et al., 2010). 

The hotel industry has growing needs for communicating CSR.  Yet, among its 

limited literature, most of them discuss CSR communication from the Western 

business perspectives and focus on large hotels (Font, Walmsley, Cogotti, 

McCombes, & Häusler, 2012). No readily available conceptual model or man-

agement framework is offered to facilitate organizations in communicating 

their CSR identity (Arvidsson, 2010). Thus, the concept of corporate communi-

cation expressiveness in communicating corporate identity (including van Hal-

deren, van Riel, & Brown, 2011; van Riel & Fombrun, 2007) was borrowed to 

form the foundation of the framework of CSR communication expressiveness 

in this study. 

This empirical study aims at developing a framework of CSR communica-

tion expressiveness with major CSR messaging principles and tactics on hotel 

corporate websites to address the knowledge gaps.  CSR communication objec-

tives, evidence of CSR being communicated as part of corporate communica-

tion functions, and major messaging principles and tactics in driving CSR 

communication on websites were addressed specifically to achieve the research 

objective.   
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METHODOLOGY  

An exploratory qualitative approach was undertaken in this empirical study, 

which was divided into two studies involving five iterative stages in data col-

lection and analysis.  The first study explores the concept of CSR communica-

tion expressiveness and consolidates the conceptual framework and the initial 

list of CSR messaging principles and tactics built from literature review.  It 

aims at proposing a preliminary framework with a preliminary list of CSR 

messaging principles and tactics to guide the content analysis on websites in 

the main study.  In-depth interviews were conducted with 23 subject experts to 

identify the CSR communication objectives, and messaging principles and tac-

tics that were considered important in communicating CSR on websites.  

The second study was the main study that involved four stages of data col-

lection and analysis.  It aims at confirming the major messaging principles and 

tactics, and developing a framework of CSR communication expressiveness on 

hotel corporate websites. Seven hotel corporate websites were purposefully 

sampled from top hotels in Asia as named by the Travelers & Leisure and 

Conde Nast 2011, whose parent companies originated from countries in Asia, 

Europe, and North America.  The CSR content of these seven websites were 

coded, scored, and analyzed to provide evidence for the CSR messaging prin-

ciples, tactics, and cues on websites in the first stage. The results of website 

analysis were then verified and triangulated with corporate CSR persons, who 

were also corporate CSR communicators, from three sample hotel companies in 

the second stage. The results were also triangulated by re-coding the interview 

scripts of hotel CSR subject experts, who were also CSR communicators in their 

companies, in the third stage. Finally, the results were confirmed by re-

examining the website analysis from the first stage with the validated CSR 

messaging principles and tactics from the previous two stages to finalize the 

framework. 

 
RESULTS AND DISCUSSION 
 
CSR Communication Objective 

CSR communication objectives that were uncovered could be broadly catego-

rized into creating business value and creating a better world. These findings 

partly support prior literature that ascertaining legitimacy is a major objective 

in communicating CSR (Hooghiemstra, 2000) and echo with Wood’s (1991) le-

gitimacy principle in the corporate social performance model.    Uncovering 

new objectives including showcasing responsibility as it is the right thing to do 
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and educating has important implications.  First, these new objectives affect 

how CSR would be communicated and thus what messaging principles and 

tactics would be involved. Second, they indicate companies’ awareness of their 

public responsibilities towards the outcomes of hotel operations (Wood, 1991).   

Third, they also reveal the probable presence of visionary leaders and pioneers 

in CSR in the hotel industry (Visser, 2011).  

 
Communicating CSR as Part of Corporate Communication Function 

CSR appeared to be communicated as part of corporate communication func-

tions on most of the studied hotel corporate websites. First, a CSR-devoted sec-

tion was found on every website.  Second, six websites communicated CSR 

across most of the sections and activities on websites.  Third, the sample hotel 

CSR persons revealed working closely with colleagues from different depart-

ments when communicating CSR.  Revelation of the discretionary power that 

was exercised by the CSR persons in communicating CSR provided empirical 

evidence to Wood’s (1991) principle of managerial discretion. It highlights re-

sponsible persons’ conscience and personal responsibility towards their discre-

tion in CSR communication. 

 
Key CSR Messaging Principles and Tactics 

Provision of a framework of major CSR messaging principles and tactics serves 

to facilitate a holistic approach in communicating the CSR identity on hotel 

corporate websites. Nine CSR messaging principles that were indicated by 29 

underlying messaging tactics were confirmed to develop the framework as de-

picted in Figure 1.  This framework was developed from corporate websites of 

hotel companies of different sizes, scale, country-of-origin that have reported 

varied amount of CSR information with varied degrees of expressiveness to fit 

a wider array of  hotel companies.  

Transparency, sincerity, responsibility, and education were the four messag-

ing principles most emphasized across websites and among hotel corporate 

CSR persons.   They were identified as core messaging principles and served as 

key drivers in communicating CSR on hotel corporate websites. While sincerity 

and responsibility were similarly stressed; transparency and education were 

being stressed variedly among the websites. Transparency was indicated by 

comprehensiveness, credibility, explanation, and optimal disclosure. Sincerity 

was indicated by authenticity, honesty, integrity, and stakeholder concern. Re-

sponsibility was indicated by admission and commitment, balance, core, pro-
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fessionalism, and responsiveness. Education was indicated by critique, en-

gagement, inspiration and creativity, and knowledge sharing.    

Consistency, ambition, compassion, distinctiveness, and visibility, which 

were also evident in driving CSR communication on websites, were identified 

as important CSR messaging principles.  The emphases on consistency and vis-

ibility were similar; but the emphases on ambition, compassion, and distinc-

tiveness were varied among websites.  Consistency was indicated by dynamic 

consistency and key themes. Ambition was indicated by circularity, localizabil-

ity, pioneering, and scalability. Compassion was indicated by humility and lov-

ing kindness. Distinctiveness was indicated by leadership and promises. Visi-

bility was indicated by prominence and coverage.   

 
Figure 1   A Framework of CSR Communication Expressiveness On Hotel Corporate Websites 

 
 

 
CONCLUSION AND IMPLICATIONS 

To communicate expressively and effectively the CSR identity, companies 

would have to talk more about their CSR but also in a “smarter” way to their 

consumers (RI, 2013a, p. 28). The results of analysis in this study show that to 

drive CSR communication expressiveness, CSR has to be communicated as an 
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integral part of corporate communication with a holistic approach in orches-

trating around these CSR messaging principles coherently that are supported 

by actual CSR efforts.  Nonetheless, it would be the “heart” of the visionary 

leaders, and the CSR and communication practitioners that may have made a 

difference in how CSR has been communicated. 

This study contributes to the knowledge and practices of CSR identity commu-

nication on hotel websites with a framework of CSR communication expres-

siveness that included a set of messaging principles, messaging tactics and 

sample message cues with underlying rationale and application explained to 

illustrate their importance.   

Yet, the fast-paced nature of the Internet has limited the results of this 

study, which are likely to be bound by time, like other website analyses in gen-

eral (Esrock & Leichty, 1998). The sampling frame of hotel companies also lim-

its application of the results to hotel companies outside this population. While 

this study has examined CSR communication expressiveness from the source, 

the extent to which these messaging principles and tactics really impact on the 

perceptions of stakeholders deserves future research attention. Also, the 

framework could be enhanced to become a measurement scale to quantitatively 

evaluate CSR communication expressiveness on websites.  
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INTRODUCTION 

Cities and urbanized areas impact natural environments in multiple ways, in-

cluding rapid conversion of land, high greenhouse gases emission, water pollu-

tion and excessive solid waste generation. Thus the greatest challenge for any 

modern city is to operate in a way that combines socio-economic goals with 

reduced resource consumption and preservation of the natural environment. 

Doing this entails espousing the principles of urban sustainability. Urban sus-

tainability also known as sustainable urbanism or green urbanism, involves 

application of sustainability principles in design, planning and operation of 

cities to make then resilient in the face of accelerated resource depletion, ad-

verse environmental changes and economic uncertainties.   

The growth of the modern city in the United States can be traced back to 

development of railroads and the industrial revolution (Spirou, 2011).  Current-

ly, 82% of the country’s population is described as urban and it is estimated 
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that in 2050, this proportion will reach 90% (United Nations, 2012). Increasing-

ly, many cities in the US are becoming innovative in ways in which they can be 

sustainable (Saha & Paterson, 2008). As a result scholars are also getting more 

and more interested in describing accounts of successful cases where local gov-

ernments have adopted sustainability measures to reposition their cities eco-

nomically. In the process of making urban areas sustainable, cities and towns 

potentially become attractive places for recreation and leisure consumption. 

One such city in the U.S. is the City of Chattanooga. 

There is increasing buzz and media reports that tourism in Chattanooga is 

thriving against the backdrop of the city’s sustainability program, and more 

specifically, environmental sustainability (ES). However, no empirical research 

has been conducted to ascertain these claims. This research will attempt to trace 

ES related activities taking place in the City of Chattanooga and evaluate how 

they have contributed to the city’s reputation as one of the leading urban tour-

ist destinations in the southern region and beyond. This study will involve 

mapping the city’s sustainability path by examining what has been done, what 

is happening now and what plans there are to maintain the city’s feted green 

image. The second purpose of this research is to assess peoples’ inclination to 

environmentally responsible behavior when they travel to Chattanooga. 
 
THEORETICAL FRAMEWORK 

Theory of unintended consequences: Tourism has emerged to become a key 

player in socio-economic development in the city and its metro areas. The main 

question is whether making Chattanooga a travel city that it is now was in the 

picture in the beginning or whether its tourist product evolved. This research 

will explore whether tourism was a desired consequence when city officials 

and partners decided to clean up the city. The theory of unintended conse-

quences (UC) is traced back to Adam Smith in his seminal work, The Theory of 

Moral Sentiments (Smith 1790), but it was popularized by other authors includ-

ing Robert King Merton (1936) and Richard Vernon (1979). 

Concept of place and pro-environmental behavior: Holistic understanding 

of human behavior as relates to sustainable lifestyles is crucial if effective be-

havior change strategies are to be achieved toward positive actions to address 

climate change and environmental degradation in tourism (Barr et al., 2010). 

Several studies have been done to explore the meaning of physical spaces and 

the implications that such attachments have on natural landscapes and re-

sources but very few studies are committed to tourism studies. The research 

will explore how the concept of place, including place attachment (Ramkissoon 
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et al., 2012; Halpenny, 2010; Uzzel et al., 2002; Steadman, 2002) and place mean-

ing (Brehm et al., 2012) influence pro-environmental behavior among Chatta-

nooga visitors. 

Sustainability path concept:  whenever the terms sustainability and path 

appear together, scholars order them as path to sustainability (Sharma & Ruud, 

2003; Hartman et al., 1999; Brown, 1981). The connotation here is that sustaina-

bility is a destination or an end in itself. This research is proposing the concept 

of sustainability path, arguing that sustainability is a dynamic process with 

feedback loops and should be accompanied by robust monitoring and evalua-

tions systems. 

 
METHODOLOGY 

This research will follow the conventions of an instrumental study case. Both 

qualitative and quantitative data will be collected. Research instruments for 

collecting qualitative data will include in-depth interviews with key informants 

(experts) and other relevant stakeholders in both the city’s sustainability and 

tourism development programs.  A survey questionnaire will be administered 

to Chattanooga visitors during the tourism peak season. Cultural geospatial 

techniques will also be used to help map Chattanooga’s sustainability path 

across time and space. The researcher acknowledges that environmental sus-

tainability does not just happen by chance. It is planned. Current achievements 

of City of Chattanooga will be put into context by assessing the various histori-

cal and spatial indicators of sustainability.  

 
CONCLUSION AND IMPLICATIONS 

The subject of ES in urban areas is gaining ground among city planners, de-

signers and scholars (Theodoridou, 2011). The City of Chattanooga has one of 

the most visible environmental sustainability stories in the country. Having 

emerged from the 1960s and 1970s urban decline, and survived the failed na-

tional urban renewal attempts, the city stands out as a good example of what 

visionary and collaborative partnership can achieve. Hitherto, the city man-

agement has used its commitment to environmental sustainability as the core 

driver for economic renewal and development of an appealing urban tourism 

product. The challenge now could be viewed as the capacity of the city to sus-

tain and perhaps increase tourism demand and at the same time protect the 

local environment, for posterity. It is hoped that the management of the City of 

Chattanooga will use the results of this study to enhance the city’s environmen-

tal sustainability efforts in the face of accelerated impacts of climate change 
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(Csete and Horvath, 2012) and economic uncertainty (Papatheodorou et al., 

2010). The long-term goal for the city should be to achieve green tourism be-

cause some research shows that a green city can drive green tourism and vice 

versa. This is in line with Austria’s Prince Felipe, who, at the 2012 World Tour-

ism Day, observed that: “We cannot guarantee the future of important sectors 

such as tourism if we don’t protect the environment in which they take place” 

(WTO 2012). The second expected implication of this study is that, being an 

incremental case study, the findings will be used to assess sustainability paths 

of other cities in the country. The study will also help understand traveler mo-

tivations and inclinations to pro-environmental behaviors among. However, 

the ultimate goal of this research is to help Chattanooga’s management balance 

“green tourism” with “green economy” and be able to sustain both.  
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The concept of alienation, reflecting the depth of human spirit, has been the 

subject of fields such as religion, philosophy, economy etc. for years.  As the 

basis of contemporary management thought, the Industrial Revolution could 

be referred as one of the most important development in the history of man. 

This may be attributed to its impact on both individual and social culture, 

product, life and heritage.  However, these changes also yielded with the con-

cept of alienation due to various reasons such as social, individual, organiza-

tional structure and economic state.  

At the heart of any discourse is the notion of definition. Alienation in gen-

eral may be defined as “the reduction of individual’s compliance to one’s so-

cial, cultural and natural environment, especially one’s control over the envi-

ronment, and this decrease in control and compliance causes increasingly indi-

vidual's loneliness and despair” (Yeniçeri, 2002: 129). In Oxford English Dic-

tionary alienation is explained as “to make somebody feel that he/she does not 
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belong somewhere or is not part of something” (2000: 17). However, the origin 

of the term is alloiosis in Greek and alienatio in Latin. These words refer the soul 

loses itself by losing its awareness. This form of alienation is a theological con-

ceptualization (Özbudun et al., 2008: 16).  

This study examines consumer alienation. Previously, several studies (Alli-

son, 1978; Bearden and Mason, 1983; Burns, 2010) have examined consum-

er/customer alienation, alienation in the marketplace and marketplace aliena-

tion. As such, this study aims to focus on tourist alienation. 

It could be argued that tourism is a customer oriented industry. This fol-

lows that customer satisfaction is the most important objective for the tourism 

businesses. Such orientation requires businesses have information on all as-

pects of consumer behavior including tourist alienation. In this vein, the main 

problem our study is to determine tourist alienation in the destinations they 

visit. Further sub-problems of the study are as follows: 

 

1. What are the factors effecting the level of tourist alienation?  

2. What are the consequences of tourist alienation?  

3. What are the categories of tourist alienation?  

4. Does the tourist alienation effect their belief in government interven-

tion in the marketplace?   

5. Does tourist alienation effect tourist satisfaction?  

6. What is the effect of tourist alienation on their attitudes toward tourism 

market?  

7. What is the effect of tourist alienation on their attitudes toward tourism 

businesses?  

8. What is the effect of tourist alienation on their perception of service?  

9. Do the ages and felt age have an impact on tourist alienation? 

10. What is the effect of tourist alienation on their perceptions of brands?  

11. What is the effect of tourist alienation on their perceptions of marketing 

efforts of tourism businesses?  

 

Based on these problems eight hypotheses were developed. These hypothe-

ses will test the relationships between alienation and tourists’ belief in govern-

ment intervention in the marketplace, tourist satisfaction, their attitudes to-

ward tourism marketing, their attitudes toward tourism businesses, their per-

ception of service, their exact and felt ages, their perception of brands and con-

sumer free riding. Pruden and Longman (1972) examined the relationship be-
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tween anomie, attitudes toward marketing and belief in government interven-

tion among Anglo-American, Mexican-American and Blacks. Their findings 

revealed that a positive and significant relationship exists between alienation 

and belief in government intervention in the marketplace. Thus, 

 

H1: There is a significant relationship between tourist alienation and belief 

in government intervention in the marketplace.  

 

Lambert (1980) discussed major elements of consumer alienation and exam-

ined levels of general dissatisfaction with the marketplace in relation to feelings 

of alienation. Findings of this study show that a significant relationship exists 

between alienation and dissatisfaction. Bearden and Mason (1983) examined 

the relationship between consumer alienation and consumer satisfaction, atti-

tudes toward business, attitudes about complaining and complaint behavior. 

They expressed that a customer was dissatisfied when he/she was alienated. So 

that alienated customers avoided expressing their complaints and they were in 

a position to complain. Also they referred alienated consumers had low in-

come, were dissatisfied with their life and showed market insecurity. At the 

same time these customers had negative attitudes toward businesses and they 

felt less confidence in their ability to evaluate goods and services. Thus, 

 

H2: There is a significant relationship between tourist alienation and tourist 

satisfaction.  

 

H3: There is a significant relationship between tourist alienation and their 

attitudes toward tourism marketing. 

 

H4: There is a significant relationship between tourist alienation and their 

attitudes toward tourism businesses. 

 

H5: There is a significant relationship between tourist alienation and their 

perception of service.   

 

Johnson (1996) examined the relationship between consumer alienation and 

cognitive age among the two groups consisted of younger (18-54 age) and older 

(55+ age) people. He found that the “cognitively younger” older consumers 

had significantly higher consumer alienation than those who felt their chrono-

logical age. He stated that because of being cognitively younger, these consum-

ers tended to markets for younger. So they felt themselves alienated. Thus, 
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H6: There is a significant relationship between tourist alienation and their 

ages.   

 

Krishnan (2008) examined the effect of powerlessness on consumer emo-

tions, attitudes, and behavioral intentions under the brand-generated stressor 

situation. The results show that consumers felt powerless about changing the 

decision of businesses themselves caused alienation from the brand. As a result 

of these negative emotions, behavioral tendencies are increasing and cannot be 

in a positive attitude toward the brand. Thus, 

 

H7: There is a significant relationship between tourist alienation and tourists' 

perception of brands.   

 

Burns (2010) studied the relationship between consumer alienation and atti-

tudes toward consumer free riding. In this study consumer alienation were di-

vided into three categories as business ethics, informed choice and personal 

norm. The findings show that a negative significant relationship exists between 

business ethics and informed choice and consumer free riding. Thus, 

 

H8: There is a significant relationship between tourist alienation and con-

sumer free riding.  

 

In this study mixed method is planned to be used. Since the study is struc-

tured as an empirical study, structured questionnaire will be used as tool for 

data collection. The questionnaire is planned to have two main parts as demo-

graphic questions and tourist alienation scale. On the basis of literature review, 

it is seen that a few consumer alienation scales do exist (e.g. Pruden et. al., 1974; 

Allison, 1978), however there is no scale applicable to the purpose of this study. 

Consequently a new scale on the tourist alienation is needed. A focus group 

study is planned to delineate the underlying alienation dimensions with the 

help of Turkish tourists. A tourist alienation scale will be developed on the ba-

sis of the findings of focus group study. When the scale is finalized, data collec-

tion process will be initiated. The sample of the study is planned to consist of 

domestic tourists visiting Antalya, Mugla and Izmir provinces in Turkey. The 

reason for the choice of these three provinces is their prominent popularity 

among domestic tourists1.   

                                                                                 
1 http://rapor.tuik.gov.tr  
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Some philosophers in 19th and 20th centuries, such as Hegel, Feuerbach, 

Marx, Durkheim, Marcuse, Simmel, Fromm and Seeman discussed various 

overviews about alienation. Hegel’s theory of alienation is philosophical 

(Özbudun et al., 2008), while Feuerbach’s theory of alienation is religious (Bot-

tomore, 1956). Marx’s (Özbudun et al., 2008), Durkheim’s (Acevedo, 2005) and 

Marcuse’s (Nair and Vohra, 2012) theories of alienation are economic. Simmel’s 

theory of alienation is cultural (Özbudun et al., 2008) and Fromm’s theory of 

alienation is psychoanalytic (Esin, 1982). Finally, Seeman suggested a socio-

psychological theory of alienation (Özbudun et al., 2008). The concept of aliena-

tion has gained an empirical feature with Seeman. He identified several aliena-

tion categories such as powerlessness, meaninglessness, normlessness, self-

estrangement and social isolation. These categories may be explained as; Pow-

erlessness-the sense of low control vs. mastery over events;  meaninglessness-

the sense of incomprehensibility vs. understanding of personal and social af-

fairs; normlessness-high expectancies for (or commitment to) socially unap-

proved means vs. conventional means for the achievement of given goals; self-

estrangement-the individual's engagement in activities that are not intrinsically 

rewarding vs. involvement in a task or activity for its own sake; and social iso-

lation-the sense of exclusion or rejection vs. social acceptance (Seeman, 1975: 

93). 

These different perspectives about alienation cause various forms of aliena-

tion such as work alienation (Agarwal, 1993), organizational alienation (Aiken 

and Hage, 1966), market alienation (Allison, 1978), self-estrangement and social 

isolation (Seeman, 1983). Fromm’s conceptualization of the market orientation 

as the basis for all alienations resulted with the emergence of consumer aliena-

tion. He believes that the economic system is responsible for the feelings of al-

ienation that individuals experience as consumers (Allison, 1978: 566). Initial 

empirical studies on the subject were started with the study of Pruden and 

Longman (1972). Pruden et. al. (1974) developed the first consumer alienation 

scale. Later on Allison (1978) studied this subject and developed a widely used 

consumer alienation scale.  

The literature review reveals that there is no applicable scale for the tourist 

alienation. As such this study will be the first of its kind, and will contribute to 

the literature with a tourist alienation scale. 
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INTRODUCTION 

There is no doubt that engaged, committed, and satisfied employees are con-

sidered critical issues for organizational survival and success in today’s com-

petitive business world. Therefore, the quality of employee-employer relation-

ship significantly impacts employee attitudes, particularly, in labor-intensive 

hospitality industry where uncertainties of organizational life being experi-

enced much deeply. These uncertainties are filled with the psychological con-

tracts which are considered as one of the important tools in understanding the 

transformations induced by economic and organizational developments in em-

ployment relations. Psychological contracts comprise employees’ beliefs about 

what they are entitled to receive, or should receive, because they perceive that 

their employer conveyed promises to provide those things in exchange for their 

contributions (Robinson, 1996). Theoretically and empirically, the psychological 

contract has been linked to job satisfaction (Knights et al., 2005; Turnley et al., 
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2000; Zhao et al., 2007, Flood et al.; Özgen & Özgen, 2010); however, most of 

the researches on this relationship have been carried out in different fields and 

sectors rather than hospitality industry awaiting to be explored deeply. Fur-

thermore, in exploring the relationship between psychological contract percep-

tion and job satisfaction, the thesis aims to fill the gap in terms of understand-

ing of how their relationship is related to emotional intelligence (EI), which is 

critical to organizational outcomes. More precisely, it is aimed to explore the 

potential moderating role of EI on the relationship between psychological con-

tract perception and job satisfaction, which review indicates that there are defi-

ciencies in the extant literature, which need to be addressed. 

RESEARCH AIMS AND METHODS 

The aim of the research for the thesis is to explore the under-researched moder-

ating role of emotional intelligence (EI) on the relationship between psycholog-

ical contract perception, its sub dimensions (relational and transactional psy-

chological contracts) and job satisfaction in hospitality industry.  

The data to be used in the thesis study will be obtained by the survey 

method and be analyzed by SPSS program for descriptive statistics. In order for 

confirmatory factor analysis, Structural Equation Model will be performed in 

LISREL program. The questionnaires will be composed of four sections includ-

ing demographics, psychological contract and its sub-dimensions, job satisfac-

tion, and EI of hotel employees.  In composition of the questionnaires, previous 

widely recognized and trusted scales in the literature will be adopted and pilot 

tests will be carried out. The survey will be administered in a national hotel 

chain. The population for the main study will comprise the employees of Rixos 

Hotel Group in Turkey, which is estimated to be around 4500 employees.   

KEY FINDINGS AND ARGUMENTS 

By focusing on a single industry, the study is expected to contribute to the ex-

tant literature in a few ways. In this thesis, it is hypothesized that the perceived 

type of psychological contract by the employee will have an impact on job sat-

isfaction. The exploration of sub dimensions (relational and transactional) of 

psychological contracts in the hospitality industry is expected to uncover some 

problems in employment relationship in terms of HRM. Furthermore, since it is 

the human resource/personnel departments of organizations that, through their 

policies, practices and actions, are on the front-line of employment relations, 
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they are particularly instrumental in the determination of psychological con-

tracts (Rousseau, 1995).  

Secondly, although the variables; psychological contract perception, job 

satisfaction, and EI have been studied to a great extent individually, the study 

will be among the first to examine EI role on the relationship between psycho-

logical contract perception and job satisfaction within a hospitality industry 

context. By examining the moderating effect of EI, the study is supposed to 

unmask some interesting findings in an industry specific way.  In terms of un-

derstanding of how their relationship is related to emotional intelligence is of 

critical importance. We hypothesize that EI will possibly mediate the relation-

ship between psychological contract perception and job satisfaction positively. 

Characterized by considerable face-to-face interaction with customers, the hos-

pitality industry requires frontline employees to manage, regulate, and control 

their emotions effectively (Karatepe, 2011). Therefore, it is vital for hospitality 

managers to understand the influence of EI on this relationship.  
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INTRODUCTION 

This thesis aims to explore online projected and perceived images of a tourist 

destination, to assess their mutual correspondence, and to shed light on the role 

of online user-generated images in destination image formation. Emphasis is 

placed on the study of this new user-tourist transmitted image online through 

the web 2.0.  This study addresses several research questions: 1. Does the image 

held by tourists who have visited a destination (in terms of attribute-based 

general identity and of cultural identity) coincide with the official image? Is the 

image projected by the destination strong enough to influence tourists’ per-

ceived image? 2. What are the characteristics of the image transmitted by tour-

ists online? How do they differ from the official image? How is this image re-

lated to and distributed throughout the different destinations and spaces? 

What potential do official tourism websites and travel blogs and reviews have 

to disseminate information? 

mailto:estela.marine@urv.cat
mailto:salvador.anton@urv.cat
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In this respect we considered two main hypotheses: 

 

 H1. The perceived image that tourists hold once they have visited a 

destination does not coincide with the one constructed and projected 

by the destination (neither in terms of general represented place identi-

ty, nor in terms of cultural identity). 

 

 H2. With the creation of user-generated content and its transmission 

through the social media, the image perceived by tourists becomes 

transmitted image and the image formation circle from tourist to tour-

ist is increasingly closed, in a user milieu, due to its great potential in-

fluence. The online user-generated image (such as in travel blogs and 

reviews) has a greater capacity or potential to influence than the official 

destination image (such as in official tourism websites). 

 

To achieve these goals, online image sources regarding the case study of Cata-

lonia were analysed through massive computerized quantitative content analy-

sis of some 25,000 travel blog and review entries (perceived image) and around 

3,000 official tourism webpages (projected image). 

 

METHODOLOGY 

The case study of Catalonia is interesting because online image studies about a 

country without state and at different regional levels (whole region and sub-

regional brand territories) are inexistent in studies which compare travel blogs 

and reviews with official tourism websites. Furthermore, Catalonia and its 

tourist regions are first-order world tourism destinations, and its capital, Barce-

lona, is one of the most touristic cities in Europe and a world leading city in 

terms of tourism. In terms of culture, Catalonia has its own culture, language 

(Catalan) and traditions, which make it a suitable case study to analyse possible 

contradictions and dissonances in the cultural identity of the image and the 

coexistence of different cultural identities.  

Concerning the methodology of analysis itself, to be able to analyse massive 

sets of online data, a database was created. First, data sources were selected: on 

the one hand, perceived-transmitted image was obtained from user-generated 

travel blogs and travel reviews, which are online 2.0 spaces where tourists ex-

plain their travel experiences, what they have perceived and want to transmit 

(Bosangit et al., 2009). On the other hand, official tourism websites were chosen 
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to extract the image a destination projects of itself. As identified in the litera-

ture, most travel blog samples analysed have usually been very small (some 

tens or hundreds of blogs). Here we wanted to break new ground and process 

massive online data (thousands of blogs and reviews). Therefore the database 

consisted of all the travel blog and review entries about Catalonia or Catalan 

brands/destinations (more than 25,000), found in specialized travel blog and 

review hosting websites, because of their multiple advantages for analysis, con-

taining at least 100 entries about Catalonia. The second database consisted of all 

the official tourism websites of Catalonia (more than 3,000 html pages and 

files), from sub-regional tourism brand web level (Costa Brava, Costa Daurada, 

etc.) to the official website of Turisme de Catalunya (Catalan Tourist Board) 

and the corresponding part of Catalonia within the website of Turismo de Es-

paña (Spanish Tourist Board). To create the databases and to be able to process 

them computationally, data were collected, downloaded, arranged according to 

certain criteria (brand, city, entry date, etc.), cleaned, debugged, the language of 

the entries was detected (as most of the analysis was conducted on data only in 

English), and the potential of information dissemination of the sources was an-

alysed in terms of visibility, usage and size. 

Content analysis was found to be the most suitable and effective technique 

to analyse massive datasets. Specifically, text was content analysed from a 

quantitative perspective (Neuendorf, 2002) through the development of a priori 

content categories (Stemler, 2001) which were later widened and revised. The 

categories for extracting information were partly based on related works (Car-

son, 2008; Volo, 2010; Choi et al., 2007; Baloglu & McCleary; 1999, etc.) and our 

own research. Categories were grouped into four main subjects (each contain-

ing several categories and subcategories): geography (Catalonia and its sub-

regions), attraction factors (e.g. tangible heritage, nature and active tourism, 

sun, sea and sand, etc.), feelings and dichotomies, and cultural identity (geo-

graphical identity references, celebrations, traditions, etc.). Each category con-

tains several related keywords. Content analysis was basically conducted 

through computerized keyword counts with the Site Content Analyzer soft-

ware, which has several advantages such as the capacity to work directly with 

html files without changing the structure of html text. Then, through the use of 

Java utilities, words were grouped into categories and the category counts were 

obtained, along with information about their density and weight, as well as a 

matrix with categories file per file.  
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Screenshot from Site Content Analyzer 

 
 

 

Data analysis consists of three levels of analysis, corresponding to three differ-

ent databases which follow a logical research order process, from the more 

general and major in size, to the more specific and smaller in size. The first lev-

el, comparative analysis of travel blogs and reviews and official tourism web-

sites, is based on a database consisting of travel blog and review entries in all 

languages. This gave a preliminary and general vision of the most recurrent 

concepts. At a second level of analysis, only travel blogs and reviews written in 

English and official tourism website files exclusively in English remained. This 

second level database was used to obtain data classified according to the differ-

ent categories, each composed of several keywords. From each category, data 

concerning the total words, site-wide density and weight were obtained. Con-

cerning the matrix with content file per file, descriptive statistics results were 

calculated as well as the Pearson correlation between categories, and cluster 

analysis was conducted. Results regarding travel blogs and reviews were com-

pared to those of official tourism websites. In addition, through regular lan-

guage a zoom into a specific subject of interest was done: Catalan Language. 

The third database level consists only of travel blog and review entries classi-

fied by bloggers into certain destinations or brands. This allowed us to see, ac-
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cording to different tourism brands, the spatial distribution of tourist image. 

Finally spatial indexes (Perez, 2010) were calculated, which were the result of 

the adaptation of measures usually used in geography to assess the specializa-

tion of certain regions in given industrial sectors to the study of tourist image 

(location quotient, localization coefficient, specialization coefficient, diversification coef-

ficient). 

 

METHODOLOGY 

The empirical research consisted of the development of a database and obtain-

ing the results of analysis. With the development of the database, we could see 

the dominance of blogs and reviews about Barcelona brand (82.5%) followed at 

a great distance by blogs and reviews about the Costa Brava, Costa Barcelona, 

Catalunya Central, Costa Daurada, etc., that the main Language of blogs and 

reviews is English (96%), and that most bloggers and reviewers who write 

about Catalonia come from the United Kingdom, the United States, Canada 

and Australia (which does not correspond to the main origin of tourists visiting 

Catalonia). However, this is not relevant as this is the image tourists will en-

counter online about the destination. Concerning image dissemination, travel 

blogs and reviews were found to have a greater capacity to disseminate image 

than official tourism websites.  

Results show that there is a significant dissonance between tourists’ images 

and the official images of the destination in various aspects, notably in attrac-

tion factors and cultural identity. In the case of travel blogs and reviews, the 

elements of Barcelona and Gaudí and his masterpieces are dominant. Con-

versely, in the case of official tourism websites no elements stand out excessive-

ly from the rest. Concerning feelings and dichotomies, although in both official 

tourism websites and travel blogs and reviews they are mainly positive, if some 

negative attributes appear it is in the case of travel blogs and reviews and not 

in official websites. Concerning cultural identity, while bloggers’ and review-

ers’ main geographical and cultural reference is the Spanish one, in the case of 

official tourism websites the most mentioned identity is the Catalan. The Cata-

lan language is in general little known or valued by tourists, however in official 

tourism websites the language is not mentioned very much either. The Spanish 

myth-related stereotypes (paella, tapas, flamenco, toros, etc.) are highly present in 

tourists’ tales. In general, Catalan intangible heritage is very little mentioned in 

both types of sources, in spite of being one of the main assets of the economy of 

identity. 
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In the analysis of tourists’ images by tourism brands, in absolute numbers 

tangible heritage is the most mentioned element, and subsequently certain spe-

cific elements stand out for each brand. In the analysis by brands, spatial in-

dexes were especially useful as they showed the relative specializations of the 

brands in certain attraction factors: for example the Pyrenees in nature and ac-

tive tourism, Costa Barcelona in sun, sea and sand, Costa Daurada in leisure 

and recreation (theme parks), Catalunya Central in religious heritage and na-

ture, etc. Tourists’ images were found to be highly concentrated on certain ele-

ments, attraction factors, feelings and places, whereas in the case of official 

tourism websites the regional representation and the different subjects were far 

more balanced. In the case of bloggers and reviewers, elements such as Mont-

serrat stand out from the rest in Catalunya Central, the Dalí Museum in Costa 

Brava, Sitges and its carnival were prominent in the case of Costa Barcelona, 

PortAventura was very prominent in the case of Costa Daurada, etc.  

It is important to understand that this dissonance between the online image 

of users and the official image, and especially online user-transmitted image, 

become increasingly important in a context in which user-generated image is 

enhanced to the detriment of official image. We observed how there is and ex-

pansion and growth in the use and creation of user-generated contents and of 

travel blogs and reviews, which have similar effects to word-of-mouth and 

therefore become credible in the tourism process, especially for the users who 

use web 2.0 on a regular basis. Moreover, on an online level travel blogs and 

reviews are more visible than official tourism websites. It seems, therefore, that 

tourism organizations lose image control compared to user-generated images.  

 

CONCLUSION AND IMPLICATIONS 

This thesis proposes the concept of “transmitted image” to reflect the new cen-

tral role of tourists’ online images in the creation, dissemination and formation 

of the image of a destination. This new paradigm suggests we should move on  

from the dichotomy of projected vs. perceived image, where several agents 

project image to certain tourists who perceive it passively, and it asserts that 

the circle of image creation, perception and transmission is increasingly more 

closed in a solely user milieu, into which tourism organizations are finding it 

increasingly difficult to penetrate. Concerning the case study of Catalonia, we 

would just emphasize the idea that in bloggers’ eyes Catalonia is: Barcelona-

Gaudí-Sagrada Família +positive feelings +Spanish identity. Due to the social, 

cultural and economic implications of tourist images, this research adopts an 
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active approach and intends to provide recommendations which could later be 

used to change certain aspects and for destinations to implement specific tour-

ism policies. We should then ask what meaning tourists’ online image conveys 

when official websites promote a different one.  
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This research work presents modern Abu Dhabi within the context of tourism 

development, with regard to the pre-oil era. The commercial exploitation of oil 

brought a dramatic turn up and transformed one of the poorest places on the 

Earth into one of the richest societies of the present day. The place that was for-

gotten just over 40 years ago appears in the 21st century world tourism market 

as rich and progressive, thanks to the booming oil economy, and recognized 

need to diversify. Development strategy defined by Abu Dhabi Vision 2030, 

has the goal not just of diversifying the economy but also of changing the im-

age of the country, for decades known as one of the world’s top oil producers. 

Development of new sectors of the national economy has made the country 

more attractive as a destination and has created a place which is nice and com-

fortable for residents and tourists alike in the middle of a harsh natural envi-

ronment. The strategic decision to develop cultural tourism has two dimen-

sions: the one that tries to preserve local traditional heritage, and the other one 

that tries to reach global culture, seeking to spread knowledge and understand-

ing among peoples over national and geographical borders.  
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Research aim was to provide answer to following research questions: to 

identify Abu Dhabi (AD) local residents’ perceptions on tourism development 

impacts, to identify relationship between selected determinants and underlying 

dimensions that explain perceived tourism impacts, and to examine perceptual 

differences among different groups of residents (if any). This research work 

took into account determinants and factors identified in mainstream literature 

as important to understand and explain local residents’ perceptions about tour-

ism. It should help to understand Abu Dhabi local citizens’ perceptions on 

tourism development, and enable planners, promoters and business decision-

makers to realize their concerns, and implement necessary solutions. Keeping 

in mind that the impact of tourism is a complex phenomenon among tourists, 

local communities and destinations, residents’ perspective should be included 

in the evaluation of this impact, and their support for further development 

should be provided.  

Theoretical part of this study presents conceptual framework with set of 

useful concepts and variables that enabled development of methodological in-

struments for research process. Theories of Doxy (Irridex model), Butler 

(TALC) and Ap (Social Exchange Theory) are presented as theoretical back-

ground for research. These models were implemented to different geographical 

frames, and their assumptions, principles and limitations became the base for 

later research works. Most researches on tourism impacts included measuring 

of local residents’ perceptions/attitudes towards tourism development and its 

results. Identification of such results gained more importance since their con-

nection with quality of local community’s life was discovered. Based on infor-

mation collected during secondary research, empirical research was designed. 

Data for this study were collected during 2011/2012 in different locations of 

AD emirate, using the survey method to distribute questionnaires. The instru-

ment used in the study contained two sections. The first one concentrated on 

socio-demographic characteristics of respondents, and the second contained 

statements assessing respondents' perceptions of the impact that tourism may 

have in their area. There were 55 statements derived from literature review and 

adopted to local situation. Participants were asked to rate each statement on a 

five point Likert-type scale, where value of one represented negative response 

(strongly disagree) and value of five represented a favorable response (strongly 

agree). Instrument was originally written in English and then translated into 

Arabic. The initial questionnaire was pre-tested with sample of 87 local resi-

dents of Al Ain. In order to reduce a basic set of variables, principal component 

analysis was performed. Obtained factor structure was used for final instru-
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ment construction. The result was a new questionnaire containing 28 state-

ments (items with factor loadings over .5) about the possible impacts of tour-

ism. This new instrument was distributed over all territory of AD emirate dur-

ing autumn-winter 2012. The reliability of the questionnaire has been calculat-

ed by using an arithmetical coefficient (Cronbach’s alpha). The results showed 

that the value of Cronbach’s alpha coefficient for all items included in the ques-

tionnaire was .791, what indicated its reliability to measure the variables identi-

fied in the study. 

The study sample consisted of 535 residents from three administrative 

parts of AD emirate: Al Ain (AA), Al Gharbia (AG) and Abu Dhabi city (AD). 

The target group for this study was only nationals of AD. That was a conven-

ience sample of individuals available to researcher and willing to participate in 

the study. There were slightly more males (51%) than females (49%) in the 

sample. A majority of the participants were aged 25 to 34 years, comprising 

more than one third of the total number of respondents. More than three thirds 

of respondents have no professional relationship with tourism industry. The 

highest level of agreement AD residents show regarding good destination fea-

tures (4.52) that are important for tourists and residents alike. They are well 

aware of value of peace, safety and security they enjoy (4.60) as well as tradi-

tional hospitality that reach back to time of Bedouins’ life (4.65). 

A promax rotated principal component analysis was used on 28 items for a 

sample of 535 residents to extract general groups of residents’ attitudes to-

wards tourism in AD. Kaiser-Meyer-Olkin Measure of Sampling Adequacy was 

.868 and Burtlett test of Sphericity showed significance on .001 level, indicated 

suitability of data for a factor analysis. A cut-off point of .5 was used to include 

items in the interpretation of a factor. Factor loadings were inspected and items 

that either loaded on several factors or had low loadings were deleted. After 

several runs, clear five factors solution was achieved, explaining 54.3% of the 

variance. The five factors were labeled as: tourism negative impacts, tourism 

positive impacts, support for tourism development, tourism destination fea-

tures, and perceptions of tourists’ behavior. The five conceptually meaningful 

domains from the factor analysis results were tested for reliability, by using 

Cronbach's Alpha coefficients. The coefficients ranged from high .89 (domain 1) 

to a low .65 (domain 4). It was decided that five conceptually consistent factor 

solutions would be used, and factor scores were calculated for subsequent 

analysis. Later, in the subsequent regression analyses, these factor scores were 

used as dependent variable measures to examine the effects of various inde-

pendent variables on resident attitudes. 
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To examine relationships between selected determinants and the underly-

ing dimensions of perceived tourism impacts, series of multiple regression 

analysis were performed. Here, the following determinants were considered 

independent variables: number of visited destinations abroad, frequency of 

travel abroad, frequency of contacts with tourists, distance from nearest tourist 

attraction, knowledge of local history and heritage, perception of rising number 

of tourists in destination, and the five factors (tourism impact dimensions) 

were considered dependent variables. 

 The results of multiple regression analysis concerning the relation-

ship between determinants and perceived negative tourism im-

pacts indicated that there was statistical correlation between them. 

There was only one determinant i.e. number of visited destinations 

abroad that had significant effect on the perceived negative im-

pacts. Respondents who have more travel experience less perceive 

tourism negative impacts.   

 The results of multiple regression to investigate a relationship be-

tween determinants and perceived positive impacts of tourism re-

vealed there was statistical correlation between them. There were 

three determinant variables that had significant effects on per-

ceived positive impacts, namely: frequency of contacts with tour-

ists, distance from nearest tourist attraction, and knowledge of lo-

cal history and heritage. It can be suggested that residents who 

have wider knowledge of local history and heritage and who meet 

tourists more often, more perceive positive tourism impacts. In ad-

dition, residents who live far from tourist attractions less perceive 

positive impacts of tourism. 

 The results of multiple regression in order to investigate a relation-

ship between determinants and support for tourism development 

didn’t show any statistical significant relationship. As a result, no 

determinants were likely to influence residents’ support.   

 The results of multiple regression analysis regarding a relationship 

between determinants and perceived tourists’ behaviour demon-

strated statistical relationship between them. There were three de-

terminant variables that had significant effects on perceived tour-

ists’ behaviour, namely: number of visited destinations abroad, 

frequency of travel abroad, and frequency of contacts with tourists. 

Respondents who had visited more destinations abroad and who 

often meet tourists, less perceive negative aspects of their behavior. 
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On the other side, those who frequently travelled abroad more per-

ceive negative aspects of tourists’ behavior.  

 The results of multiple regression in order to investigate a relation-

ship between determinants and good destination features revealed 

statistical correlation between them. There were four determinant 

variables that had significant effects on perceived destination fea-

tures, namely: distance from nearest tourist attraction, perception 

of rising number of tourists in destination, frequency of contacts 

with tourists and particularly knowledge of local history and herit-

age. Residents who perceive increasing number of tourists, who of-

ten communicate with them, and who have wider knowledge of 

local history and heritage, perceive good destination features as 

well. Those who live far away of tourist attractions less perceive 

good destination features.   

 ANOVA and t-test are used to analyze influence of certain socio-

demographic variables on perceptions of different local population 

groups regarding tourism development in AD. T-test was used to 

analyze gender differences and differences between tourism pro-

fessionals and non-professionals. ANOVA was used to test differ-

ences among respondents according to list of different socio-

demographic variables, such as: place of birth, place of residency, 

age, level of education, monthly income and employment status. 

Results obtained show: 

 Respondents who have been born in AG have expressed less nega-

tive perceptions regarding tourism negative impacts, but at the 

same time their support for tourism development is less than the 

support of those who were born in AD and AA  

 Respondents who live in AG have less prominent perceptions re-

garding tourism negative impacts as well as regarding tourists’ 

negative behavior than those who live in AD and AA. At the same 

time respondents who live in AD expressed stronger support for 

tourism development than those who live in AA and AG  

 Generally, attitude of older respondents towards tourism devel-

opment is more negative than attitude of youngsters. They observe 

more negative impacts, their support for tourism development is 

smaller, they less perceive positive impacts, and good tourism des-

tination features than youngsters. Younger respondents less per-

ceive tourists’ negative behaviors than older ones.  
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 Less educated respondents perceive negative tourism impacts and 

bad tourists’ behaviors more strongly than higher educated re-

spondents. At the same time their perceptions are less strong to-

wards positive tourism impacts and good tourism destination fea-

tures than perceptions of higher educated ones. The highest edu-

cated respondents show less support to tourism development than 

all the others, except illiterate ones. Those with high school diplo-

ma perceive positive tourism impacts more strongly than highest 

educated ones.   

 There are almost no statistically significant perceptual differences 

among respondents with different monthly incomes. It is only ob-

served that respondents with lowest level of income less strongly 

perceive positive tourism impacts than those with middle lev-

el/medium income, and their perceptions on bad behavior of tour-

ists are less strong than perceptions of those who refused to declare 

of their monthly income level.   

 Unemployed respondents perceive negative impacts of tourism 

more strongly than full time employed respondents and house-

wives, but their perceptions on positive tourism impacts as well as 

good destination features are less strong than perceptions of em-

ployed ones and students. On the other side full time employed re-

spondents support tourism development much stronger than un-

employed and housewives. 

 

Result obtained by t-test shows statistically significant differences between 

genders as well as between respondents who work/study in tourism sector and 

those who do not regarding tourism negative impacts. Perceptions of female 

respondents are more negative than perceptions of male respondents, and tour-

ism professionals and students have less negative perceptions about tourism 

impacts compared to those respondents who have no professional relationship 

with tourism industry.  
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In the late nineteenth century, on the coast of the province of Buenos Aires (Ar-

gentina) the city of Mar del Plata is positioned as the leading destination for 

sun and beach tourism. The success of the spa encourages and promotes the 

development of new coastal tourist developments. On the edges of the great 

maritime stays small seaside resorts originate; south : Necochea (1881), 

Miramar (1888), Mar del Sud (1889) and north: Ostende (1908), Villa Gesell 

(1931), Mar de Ajó (1934), San Clemente (1935), San Bernardo (1943), Pinamar 

(1943), among the most prominent. A new model of territorial organization, 

understood as a way to occupy and transform the space, incorporating differ-

ent uses for existing and begins a process of human impact that leaves its mark 

on the environment arises. 
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The doctoral thesis "The coastal area as a tourist scenario. The case of Villa 

Gesell (Argentina)" based on the importance, the coastal area as a resource and 

stage in the evolution of tourism developments, applying geographic and his-

torical method, analyzes the process of urbanization and the impact of tourism 

on the environment, posing potential mitigation measures based on responsible 

use of natural resources. 

The party of Villa Gesell is located at 37 º 22 ' south latitude and 57 º 02' west 

longitude, on the edge of the maritime province of Buenos Aires, Argentina. It 

has temperate oceanic climate, with average temperatures of 22°C in January 

and 8°C in July. Its shores are low and sedimentary medanosa sits on a barrier 

with a width varying between 3 and 5 km. It has an area of 28,500 ha, consists 

of the towns. Villa Gesell, Las Gaviotas, Mar de las Pampas and Mar Azul. Ac-

cording to the National Census of 2010 its stable population includes 31,353 

people in its 15,750 men and 15,603 women (INDEC, 2010). 

Integrates Buenos Atlantic tourist corridor, comprising: Partido de La Costa, 

Pinamar, Mar Chiquita, General Pueyrredon (Mar del Plata) and General Al-

varado (Miramar) and linked by the Provincial Route 11 - Interbalnearia. It is a 

specialized tourism of sun and beach, with strong sales activity during the 

summer downtown. Tourism demand over a million visitors and is one of the 

main beaches and tourist attraction with national influx (Kirbus, 1995). 

The future of Villa Gesell is linked to the figure of its founder Carlos Gesell, 

dealer engaged in the manufacture and sale of furniture and babies, who in 

1931 to ensure the production of wood decided to plant a forest in a wide field 

of dunes (Gesell, 1993). Its history reflects the opportunity to purchase low-

priced, followed by a strong intervention and transforming action of the natu-

ral resource that generated serious environmental problems to develop a holi-

day resort based on the development of the coastal zone. 

Urban development has three phases of development: dune fixation, coloni-

zation and finding investors, and urban consolidation. The first (1931/1940) fo-

cuses on the task of afforestation with exotic wood to ensure the necessary in-

dustrial enterprise. The second (1941/1970) sees the potential of the forest and 

the possibility of creating a residential community with a first urban layout 

grid layout to achieve approval cadastral begins colonization and investors 

seeking to form a new society. Gesell open streets along the valley of the dunes, 

with a sinuous design that respects uneven ground and gives a singularity ir-

regular urban layout and design of alpine village (houses of one or two floors 

and tile roofs). The complex was intended as a separate for people who love the 
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natural and simple life (Gesell, 1993) instead. In the decade of the sixties re-

ceives the Argentine hippie movement, takes a picture of bohemian freedom, it 

is time backpackers, stoves, tents and nightlife oceanfront (Masor, 1995). On the 

beach the first resorts built with wood to provide service and cuisine in the 

shadow arena arise. 

The third phase (1971/2012) aims the development of the town from the 

value placed on the beach as a natural and economic resource. The alpine vil-

lage envisioned by the founder, slowly adopts the features imposed by urban 

modernity, the chalet is replaced by apartment buildings and urban expansion 

is concentrated on the coastal area, adopting a longitudinal design, with the 

highest concentration of temporary housing on the waterfront.  

Rapid urban growth from 1970 causes a strong anthropic pressure marked 

by the predominance of the economic paradigm of the environmental. Moder-

nity requires building height on the waterfront and actions of social actors can 

not harmonize environmental conditions with economic requirements. Prevails 

a marked expansion of urban area, with a growing demand for space for differ-

ent land uses.  

The town grows without planning to structure urban sprawl, provide public 

spaces and the provision of infrastructure. Urban growth intensified in the 300 

m. the waterfront and in the downtown areas of the city on medanosa wall. The 

floor area increased soil impermeability and consequently evacuated overland 

flow directly onto the beach. 

Environmental problems are exacerbated due to : the expansion of the tour-

ist development, the development of equipment and infrastructure to support 

the recreational use of the dunes waterproofing, lack of runoff water, brackish 

water intrusion into the water table, the aquifer pollution, over exploitation of 

beach resort due to the presence of a greater number of resorts built with ce-

ment and marked coastal erosion especially in the downtown area, to alter the 

balance between the system of dunes and beach produced by urbanization. 

Negative effects reflect a deterioration of environmental quality, the trivializa-

tion of the coastal zone and landscape deterioration, a situation that leads to the 

loss of values and lack of uniqueness, decorating the coastal landscape with a 

design of equipment similar to other coastal areas regardless of the geographic 

location where you are (Benseny, 2010). 

The thesis is divided into two sections, including the main conceptual axes 

of the perspectives of interpretation that guide the inquiry. The theoretical and 
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methodological approach based on the relationship between tourism and the 

environment is presented in the first part, analyzing the evolution of tourism in 

Argentina and environmental analysis of the locality under study. 

Chapter 1 presents a review of the history of the topic, the research problem 

statement, formulation of hypotheses and the definition of objectives, together 

with the description of the methodological framework and explanation of the 

different data collection techniques used. 

Chapter 2 introduces the basic concepts that form the theoretical framework 

of the research. It reflects on the evolution of tourism in the world and the 

transformation process that the coastal area emerges as a stage of tourism of 

sun and beach. Assume the characteristics of coastal tourist developments and 

analyze theoretical models of evolution of coastal areas, with emphasis on the 

environmental consequences of tourism in the coastal zone , reflecting on the 

need to assume a responsible compromise on destination management are dis-

cussed coastlines. 

Chapter 3 discusses the development of tourism in the Americas and in Ar-

gentina, with emphasis on the mode of sun and sand. It reflects on the meaning 

that the term spa and analyzes the process of fragmentation of the sea coast of 

the Province of Buenos Aires , from a process of recovery of the beach as a lei-

sure, favoring the emergence of tourism developments during the twentieth 

century, linked by Route 11 - Interbalnearia. Its tourism developments Villa 

Gesell is analyzed through three stages of development. 

Chapter 4 presents the results of the application of geo - historical method, 

from an environmental perspective based on the study of biotic and abiotic as-

pects, the landscape, the socio-economic environment, tourism, areas of re-

serves, regional infrastructure and urban development, based on the compari-

son of the features in two stages: the initial (pre-development) and current (af-

ter 80 years of the first territorial transformation). 

The second part of the thesis presents environmental problems in current 

holiday resort, then raised possible measures to mitigate the negative effects of 

tourism in coastal areas. Tourists, tourism service providers and residents, giv-

ing information on their environmental perception: the results of a series of 

surveys are presented. It reflects on a number of possible improvements to im-

plement in the coastal zone analyzed. 

In Chapter 5 the dynamics of the coastal zone is explained and reflects on 

the direct and indirect impacts of tourism in the coastal area, including a de-
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scription of the tourist services of Villa Gesell. Destination management is ana-

lyzed and a question mark on tourism opens in the coastal area, considering 

three possible alternatives: dependency, degradation or dynamic. 

Chapter 6 discusses and explains possible actions to be implemented to 

achieve harmony in the tourism -environment relationship. It reflects on the 

coastal zone from the discourse of sustainability, and describes the redevelop-

ment of the waterfront made in the town of Villa Gesell. A tour of the legal 

framework governing coastal and tourism is presented. A new attraction para-

digm arises and discerning about the future of the coastal zone as a tourist sce-

nario. 

In Chapter 7 the primary information that arises from a series of interviews 

with representatives of the public and private tourism sector, tourist surveys 

and study the locality is analyzed. The analysis of the data allows to make a 

number of findings that demonstrate environmental awareness of the popula-

tion consulted, whether permanent or temporary. 

Chapter 8 begins by considering solving the dilemma arising from the dif-

ferent human actions on the coast, both from land uses or from overlaps vari-

ous activities. A series of proposals to improve the environmental quality of the 

destination, which arise from direct observation, analysis of data provided by 

different sources consulted is performed. 

Finally, the general conclusions on the concerns that led to the research and 

partial interpretations developed in each chapter on the analysis of the coastal 

zone as a tourist scenario retake. It reflects, in particular, on Villa Gesell as 

coastal destination, its tourist development and responsible activity poses look. 
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INTRODUCTION 

The purpose of this study is to understand the factors influencing local seafood 

food preference of tourists visiting coastal areas of South Carolina. The concep-

tual framework to understand this relationship is created based on three pre-

dictors of consumption behavior; cognitive and affective associations and im-

pulsiveness. Another purpose of this study is to provide better understanding 

of tourist behavior by using HLM as data analyzing technique. 

 

TRAVEL DECISION MAKING 

Tourism decision making is a complex process, which consists of various ele-

ments including, whether or not travel, where to go, what kind of accommoda-

tion to choose (resort, hotel, camping), how to get there, how much to spend, 

how long to stay, where to eat; local or chain, restaurants, fast food or fine di-

ning and whether to return or not? As tourism service is intangible and expe-

rience based, it is different from the routine consumption products, so travel 
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decision will not be similar to the everyday consumption decisions (Mottiar, & 

Quinnn, 2004). 

Another reason for the complex nature of decision making process for the 

tourism activity is the influence of group in tourism context. Despite the collec-

tivistic nature of tourism activity, most part of the tourism literature is compo-

sed of the studies focusing on individual tourists (Obrador, 2012). According to 

Thornton, Shaw and Williams (1997) tourists spend 90% of their time with the 

others company. So an understanding of tourist behavior on group level as 

well as individual level makes more sense. People tend to travel with the com-

pany of their families and the relationship between family members on the tra-

vel process could not be ignored. Further, the influence of family and children 

on trip decisions are found significant in most studies (Mottia, & Quinnn, 2004; 

Zalatan, 1998).   

Women are found to be more influential especially in the planning phase, 

during the trip; eating out and accommodation and after the trip; recommenda-

tion and revisit decision (Mottia, & Quinn, 2004; Thornton, Shaw, & Williams, 

1997; Zalatan, 1998). Children influence in different stages of decision making 

process was also demonstrated in some studies. (Thornton, Shaw, & Williams, 

1997). 

There are still gaps in literature in terms of family decision making. According 

to Schänzel, Smith and Weaver (2005) family travel should focus on experience 

and benefit, instead of economic and commercial. Sirakaya and Woodside 

(2005) point out the need of research on the impact of emotions, family, group 

and external sources on individual’s decision making. Families postpone their 

final decisions and take them in-situ, so their ‘mood’ will have impact on their 

decisions (Blitchfeldt, et.al. 2011). Further, Obrador (2012) asserts that the influ-

ence of significant others should be taken into consideration in tourism deci-

sion making research.  

As decision making process does not only take place in individual level, in 

order to understand the whole process, family should be studied as a group. 

Another variable that may impact the decision making process is the trip pur-

pose. According to Sirakaya and Woodside (2005) decision making models 

should be tailored for different trip purposes. This study will focus on the pe-

ople visiting coastal destinations and the decision making framework will be 

applied local seafood preferences. 
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COGNITIVE AND AFFECTIVE ASSOCIATIONS 

Cognitive and affective associations regarding to food has received attention in 

many studies. (Aikman, Crites & Fabrigar, 2006). These studies show that affect 

has stronger impact on pleasure food consumption and cognition has stronger 

impact on functional food consumption. The interest of psychological studies 

are mostly on the process of cognitive and affective elements, decision making 

and the consequences of these decisions (Loewenstein, & Lerner, 2003; Miao, 

2011). As a consequence of affect, namely immediate emotions, impulsive be-

havior may be seen (Miao, 2011). Impulse buying behavior of consumers vary 

depending on time, money, personality, shopping behavior, shopping envi-

ronment, negative and positive mood and financial value of product (Youn & 

Faber 2000). Difference in purchasing behavior of tourists during vacation and 

once in a life chance to buy local products or to taste local food, and also mar-

keting of these products may increase impulsiveness in shopping behavior. 

Gender differences in cognitive and affective association and impulsiveness are 

observed in some studies. Usually females are more emotional in negative way 

and tend to show higher impulsive behavior than men (Gohier, B., et.al, 2011).  

Integrating local food to tourism supply in a destination would be helpful to 

improve local economy and to involve locals to the tourism activity. According 

to some authors this could be managed by creating backward linkages between 

tourism and agriculture (Telfer, & Wall, 1996). The main local product in coas-

tal areas is seafood, the collaboration between seafood producers and tourism 

industry would create a positive impact on the economy. Since, people want to 

visit some places to have an ‘authentic experience’, so the gastronomic identity 

could be destinations’ competitive advantage (Bessiere, 1998), participating in 

fishing activities or eating local seafood may be attractive for tourists who are 

looking for ‘authenticity’. Tourists want to try local food to experience culture, 

to have interaction with local people, learning about culture, memorability, no-

velty seeking behavior (Kim, Eves & Scarles, 2013). On the other tourists have 

negative perceptions towards farm raised seafood (Nimmo, Cappell Hunting-

ton, & Grant, 2011), this would be a barrier towards consuming local food. Ac-

cording to the research women show environmentally responsible behavior 

during holiday, as they are willing to pay more to green hotels (Han, Hsu, & 

Lee, 2009). Negative perception towards aquaculture due to environmental im-

pacts may create reluctance to try local food. On the other hand consuming lo-

cal food had positive economic impact on the region and females are more ea-

ger to experience local culture and lifestyles (Maser, & Weiermair, 1998) and 
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local food is a way to experience it. This may create a dilemma for the choice of 

local seafood among female tourists.  

 

PROBLEM STATEMENT 

As a consequence of globalization and low cost of import local food producers 

have some difficulties in selling their products due to high price. The positive 

impact of collaboration between tourism and local food producers are empha-

sized in many studies (Telfer, & Wall, 1996). In coastal areas of South Caroline 

aquaculture and tourism are two major industries in these regions. The collabo-

ration of these industries will create positive economic impact and enable local 

people to take part in tourism activities. So it is important to encourage tourists 

to consume local seafood in these destinations. Thus understanding of the fac-

tor influencing local seafood consumption will be useful for both of these in-

dustries.  

Despite the collective nature of tourism activity, the research focusing on 

group behavior in tourism literature is very rare. Most people travel with gro-

ups, mostly with their families. According to Schänzel, Smith and Weaver 

(2005) it is important to collect information from all family members and indi-

vidual and collective experience should be investigated. Explaining the beha-

vior of people travelling in groups individually will lead to lose variance which 

occurs at group level and traditional modelling procedures such as ANOVA or 

OLS, is not sufficient to detect this variance and show very small standard er-

rors (Sibthorp, et al., 2004). In order to overcome this problem tourism literatu-

re need more studies using Hierarchical Linear Modelling which adds value to 

regression analyses by explaining variance in more than one level. 

 

RESEARCH QUESTIONS 

 How seafood preference during holiday differ between men and wo-

men? 

 How cognitive and affective elements influence food preference during 

vacation? 

 How cognitive and affective associations regarding to shellfish differ 

between women and men? 

 How travel decision process with regards to local seafood differ 

between men and women? 

 How impulsiveness differ among men and women? 

 What is the role of impulsiveness in local food consumption? 
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METHODOLOGY 

Since Hierarchical Linear Modelling will be applied in this study unit of analy-

sis will be couples. The study participants will be heterosexual couples visiting 

the cities of Charleston and Beaufort during May 2014. Couple could be mar-

ried or not married, with or without children. 240 questionnaires will be collec-

ted from 60 couples. Stratified random sampling will be used, thus the questi-

onnaire number collected for each destination will be proportionate to tourist 

numbers. 76 of them will be collected in Charleston and 44 will be collected in 

Beaufort. According to Sibthorp, et.al (2004) individuals in a group has impact 

on each other and traditional modelling procedures such as ANOVA or OLS, is 

not sufficient to detect those impacts and show very small standard errors. 

HLM is better option if the number of groups are not balanced or there are 

small numbers of people in groups (Sibthorp, et.al, 2004). In HLM the variables 

vary in more than one level, dependent variable is measured in individual and 

group level and independent variables may be measured in level one, level two 

or both (Hoffman, 1997). 

 

STUDY CONTRIBUTIONS 

The contribution of this study to the tourism literature will be in three ways; 

theoretical, methodological and managerial.  Theoretical contribution will be 

through the conceptual model which is created based on food related attitudes 

and their impact on the local seafood consumption behavior of tourists. Studies 

focusing on the cognitive and affective antecedents of food preference is limi-

ted to daily food intake behaviors. Besides there is limited research on impulsi-

ve buying behavior of tourists. Current study aims to fill the gap in literature 

by examining these relationships within tourism context. Furthermore the con-

ceptual model developed in this study could be applied to local food other than 

seafood such as agricultural products. As previously mentioned tourism litera-

ture need more studies examining group behavior rather than individual. Hie-

rarchical Linear Modelling is a method that enables researchers to investigate 

group behavior as well as individual. Sibthorp et al. (2004) stated that parks, 

recreation and tourism literature need more studies using HLM to analyze da-

ta, as recreation activities are mostly group bases. By using HLM, this study 

aims to create methodological contribution to literature. 

An understanding of local seafood preference of tourists will add marketing 

knowledge to local seafood producers, tourism marketers and government tou-

rism agencies. Collaboration of these stakeholders in order to develop new tou-



6th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

774 

rism products based on local resources will create a positive impact to the re-

gion. There is a growing interest in local food and especially local experience 

among tourists. If this interest could be channeled to local producers and supp-

liers, positive economic impact and involvement of locals in the tourism acti-

vity would be achieved. This study aims to support collaboration of tourism 

and aquaculture industry in the region by providing information on tourist at-

titude towards seafood and the factors influencing local seafood consumption. 
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INTRODUCTION  

Due to severe global competitive conditions, speed of technological changes 

and new trends of customer needs and wants, every business today needs to 

find its way to be excellent. In this sense, quality management has been an in-

dispensable component of competitive advantage. From the very first quality 

and award system initiated in 1950s, the quality awards have been evolved to-

day into a holistic approach surrounding the internal and external environment 

of an organization. EFQM EM has been  designed in this respect in order to 

improve the competitive environment for all businesses with its effects on peo-

ple and society. Being launched as a model in 1991 and as an award in 1992 

(EFQM 2014), the model has been revised four times to meet emerging needs 

across mega-trends and taken its current shape with eight fundamental con-

cepts (EFQM 2012).  The last revisions have emphasized the focus of future to 

be predicted not only by financial results but also by all business results on 

mailto:kader.sanlioz@ozyegin.edu.tr
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people, customers and society. In addition, EFQM EM offers the advantage of 

serving a common framework for all sectors including hospitality. 

In this respect, the aim of this doctorate study is to bring the impact of 

EFQM EM on MP in hotels into light so that other hotels will be convinced to 

implement the model for a better future for all. The model will be investigated 

by its impact on LQ resulting in the increase in MP. A case study is to be con-

ducted in an EFQM EM implementing hotel with various qualitative tech-

niques to generate criteria to measure MP.  

LITERATURE REVIEW  

Competitive advantage is vital for hospitality sector as five forces affecting the 

organization’s competitiveness are intensive (Porter 2010; Kozak & Baloglu 

2011) and return on investment rates are relatively low (Porter 2010). In addi-

tion, as observed in the fragmented service sector, the hospitality is also a 

branch of business which consists of small and medium sized enterprises; 

therefore, a leader company determining the market conditions does not exist. 

As a result, those companies need to plan a strategy focusing on various activi-

ties such as increase in value added products and services,  specialization on 

certain products and services, concentration on certain target markets (Porter 

2010). This shows the need for integration of quality and marketing functions 

in an organization. Moreover, marketing operates like quality management in 

an organization and surrounds the whole work place and team. Quality and 

marketing are the responsibilities of all people working in an organization just 

as creating value for customers (Kotler 2003).  

As for implementation of the model in hospitality, being highly affected by 

competitive environment, some hotels in Europe have initiated the model and 

so far two hotels from Germany (in 1998) and Austria (in 2013) have won 

EFQM award (EFQM 2014). Furthermore, some research has examined the 

model (Camison 1996; Litos et al. 2011) since it serves a comprehensive tool for 

self-assessment, benchmarking and self-development. In Turkey, the model is 

still new and implemented in only one hotel group (KalDer 2013a).  

A comprehensive definition of LQ suggests that “it is an overall general well-

being that comprises objective descriptors and subjective evaluations of physical, mate-

rial, social and emotional wellbeing together with the extent of personal development 

and purposeful activity, all weighted by a personal set of values” (Felce & Perry 

1995). Thus, the wellbeing is a function of life conditions, satisfaction and per-

sonal values. In EFQM EM, LQ concerns three criteria which are people, cus-
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tomers and society. The model identifies four key stakeholder groups: society, 

employees, customers and shareholders. Expectations of each group from a 

company differ from each other and their fulfilment does have impact on the 

MP (EFQM 2014). For customers, the most weighted stakeholder in the model, 

studies show that LQ has a significant relationship with the LQ on holidays; 

either general LQ affects the LQ on holidays (Dolnicar et al. 2013) or vice versa 

(Neal et al. 2007).  

Competitive strategies necessitate qualitative measurements of performance 

as well as quantitative ones (Porter 1980). Financial performance, which is con-

sidered as the main business result and mainly measured by quantitative tech-

niques, is affected by MP (Hooley et al. 2008; Warren 2008). Being both a mar-

keting and financial performance indicator, market share is considered as a key 

business result (Kozak 2004; Holley et al. 2008; Warren 2008; David 2011); how-

ever, for the reasons explained before, this cannot be used as a performance 

criterion for hotels. An evidence for the effect of EFQM EM on MP is the 2013’s 

award winning hotel which reported that revenue per available room increased 

by 70% and the customer satisfaction was over 95% between the years 2009 – 

2013 (EFQM 2013).   

METHODOLOGY   

The proposition of the research is that the implementation of EFQM EM in ho-

tels improves the LQ of people, customers and the society resulting in the in-

crease in MP. Figure 1 shows this proposition as a model including a suggested 

classification of measures to evaluate MP.  

Case study has been chosen as research design since this method is appro-

priate for research which aims to investigate a contemporary phenomenon with 

its relations and conditions in real-life context (Yin 1994). Serving a comprehen-

sive research strategy (Yin 1994), this method enables the researcher to under-

stand the implementation of EFQM EM in a hotel and to ascertain its impact on 

MP using various data sources and techniques of analysis. Being consistent 

with the proposition of the research, unit of analysis is determined as hotel. The 

research is to be conducted in a hotel implementing the model and represent-

ing a single and typical case; therefore, a holistic single-case design (Yin 1994) is 

to be constructed. The research attempts to provide a significant contribution to 

knowledge which can be used to convince other hotel establishments to im-

plement the EFQM EM, a very new approach in Turkish hospitality sector.  

With this direction, purposive sampling technique is chosen as the impact of 



Doctor of Philosophy 

 

779 

EFQM EM is to be monitored on the determined unit of analysis implementing 

the model; thus, more relevant and plentiful data (Yin 2011) can be collected 

throughout the research period.  
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Figure 1. Marketing performance in EFQM EM 

Source: Derived by the author using EFQM EM (KalDer 2013b). 

 

 

LQ will be analysed by using the data which will be collected with some 

qualitative techniques as seen below according to each stakeholder group:  

 

 Customers: 

 Customers – interview and observation,  

 Trade customers – interview,  

 Returning customers – interview;  

 People:  

 Employees – focus group interview and archival records (satis-

faction measurements),  

 Managing people – interview; 

 Society – interview and archival records (two folds: impact of the ho-

tel’s activities on the surroundings and social responsibility).  

 

As for the impact on MP, an evaluation metrics have previously been defined 

and grouped as consumer attitudes, consumer behaviour, trade customer, rela-
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tive to competitor, innovation and accounting (Ambler et al. 2004). This study, 

on the other hand, attempts to classify the measures of MP in four groups: cus-

tomer-related, sales-related, intangible and unfavourable. The assumption is 

that increase or decrease in those will have effect on MP. Criteria for each mea-

sure group have been determined by inspiration from previous research (Amb-

ler et al. 2004; Kozak 2004; Hooley et al. 2008; Warren 2008; Tsai et al. 2009; Li-

tos et al. 2011) and are given in Table 1 with the details of data collection tech-

niques. 

 
Table 1 Research methodology and performance criteria 

Group of criteria Criteria of marketing performance P/S Qn/Ql Data collection 

Number of customer (new users) S Qn Archival records 

S Qn Internal: Archival records (satisfaction reports)

S Qn External: Archival records (web portals, tour operator records)

Returning customer rate (use frequency)

Recommendation rate

S Ql Internal: Archival records (customer comment reports, offical 

comments books)

S Ql External: Archival records (web portals, tour operator records)

New uses of actual products and services P Ql Interview with managers 

Occupancy rate S Qn

Bed nights sold S Qn

Average length of overnight stays (in nights) S Qn

Room sales revenues S Qn

Ancillary sales revenues S Qn

Revenue per available room S Qn

Revenue per customer S Qn

Average profit margin S Qn

P Ql Interview with customers, trade customers 

S Ql Archival records (news and publications)

Recognition P Ql Interview with local community and organizations

Alliances P Ql Interview with managers 

S Ql Internal: Archival records (complaint and incident reports, offical 

comments books)

S Ql External: Archival records (web portals, tour operator records)

S Ql Internal: Archival records (complaint reports, offical comments books)

S Ql External: Archival records (web portals, tour operator records)

Paybacks (complaints, accidents or incidents) S Qn Archival records (complaint and incident reports)

Marketing costs S Qn Archival records 

Sales-related Archival records 

Intangible Brand awareness

Unfavourable Complaints

Negative comments

MARKETING PERFORMANCE (Quantitative + qualitative & primary + secondary data sources)

Consumer-related

Customer satisfaction

S Qn Archival records 

Positive comments

 
P/S – Primary or secondary data sources; Qn/Ql – Quantitative or qualitative data.  

 

The research is to be conducted in a whole year through site visits of two / 

three days every month in order to catch the differences according to peak, low 

and shoulder seasons.  

RESULTS 

The aim of this study is to find out the impact of EFQM EM on MP using vari-

ous measures in order to propose this comprehensive model as a managerial 

tool for the improvement of products and services in hotels. If concrete results 

were identified, then hotels would be enthusiastic to initiate this model. The 
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main limitation with the study is that EFQM EM is a very new model which 

has not been widely adopted by hotels both in Europe and Turkey regardless 

of hotel type (city or resort). The only hotel group in Turkey has had sometimes 

problems to pursuit the necessities of the model whereas the European award 

winner in 2013 was a hotel.  Therefore, a comparative search can be included in 

the study to bring the reasons of the fail in Turkey into light. On the other 

hand, there are some service companies (other than tourism and hospitality) in 

Turkey which are quite successful in the implementation of the model (some 

have won national awards or prizes). Thus, an additional comparative search 

can be conducted to see the reasons why the model does not function in hotels.  
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Stakeholder involvement in the development process is essential for the sus-

tainable of an ecotourism destination. Consequently, involving the relevant and 

salient stakeholders in planning and management is a vital step for sustainable 

development (Currie, Seaton & Wesley, 2009). Therefore, stakeholder manage-

ment is a common practice in today’s organizations but many only maintain a 

list of stakeholders just for operation purposes. When an organization needs to 

actively involve into fields other than its traditional roles, it needs to broader its 

stakeholder pool (Freeman, 1984). A strategic approach in stakeholder identifi-

cation may assist the managers in determining their salient stakeholders (Simp-

son, 2001). They need to identify which groups of individuals or types of or-

ganizations to be included into their consideration in strategic planning.  
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Developing ecotourism in permanent forest reserves in Peninsular Malay-

sia is a part of national economic transformation program and thus it would 

attract more interested parties to take advantage for benefits it provided. As 

custodians for forest security, Forestry Departments need to take proactive step 

to leverage various stakeholders as this integrated task is neither sole responsi-

bility of the department nor responsibilities of other interested parties. Forestry 

Departments need to work closely with these institutions where strategic ap-

proach needs to be employed by the Departments to identify and define the 

right stakeholders. In the conventional practice of stakeholder identification, 

stakeholders are determined by legitimacy of an organization from the perspec-

tive of manager and not organization’s interest on issue. Based on such identi-

fication, passive or latent stakeholders, who are not projected out through voic-

ing their opinions in an issue and therefore not represented, and other potential 

stakeholders in respective issues may left out from stakeholder analysis. Even 

though guideline for ecotourism stakeholder identification is available for pro-

tected areas, there is different priority between forest managers and tourism 

players in determining the suitable ecotourism development approach in PRFs 

(Lindberg, Furze, Staff & Black, 1997). Both shares interest in conserving natu-

ral environment but often conflict regarding the extent of tourism that could 

jeopardize conservation efforts. Furthermore, organizations which claim to 

have stakes might not view as stakeholders by managers but this is only truth 

for operational planning (Fassin, 2009). This could lead to overlooked on cer-

tain issues that may be highlighted later by these stake-seekers (Lawrence, 

Wickins & Philips, 1997). Conflicts of interest can occur if this issue is not ad-

dressed and taken care of. Therefore, forest departments need to get a bigger 

picture and identify which group of organizations they should engage in eco-

tourism development.  

Engaging with salient stakeholders in ecotourism development would in-

crease the possibility on the right track in developing this sector. Meanwhile, 

identifying salient stakeholders from a pool of various organizations with dif-

ferent areas of interests is a skill that forest managers need to acquire. These 

interested groups could share a common outlook on forestry and ecotourism. 

The main problem for most forest managers identified salient stakeholders by 

name, where they would not able to differentiate one is more salient from the 

others. By using the attributes of power, legitimacy and urgency as an organi-

zation/agency has as perceived by manager, Mitchell, Agle & Wood (1997) 

came out with a typology framework of stakeholders. Different between opera-

tional and strategic approach in identifying stakeholder lay on how legitimacy 
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attribute is defined. Strategic approach defines legitimacy as appropriateness of 

an organization/agency to be included as stakeholder rather than the legality of 

that organization/agency to be included (Fassin, 2009). If an organiza-

tion/agency has all three attributes, it will be the definitive stakeholders that 

their inputs should be included in decision making. Understanding who the 

salient stakeholders is useful for planning and development, such as enable 

manager in preparing ecotourism management plan through stakeholder par-

ticipation and mapping approaches in the next stage. 

The objective of this study is to assess the key constructs of salient stake-

holders’ features and determine the causal factors on this selection process. Im-

provement on existing stakeholder identification approach was also examined. 

For each key construct, multiple-item indicators were used to design the ques-

tions. A questionnaire survey was conducted to Forestry Departments, both at 

the Headquarters (Peninsular Malaysia) and state forestry departments by mail 

distribution. At the same time, selected environmental-based non-government 

organizations (NGOs) were included to identify the differences on their re-

sponses on these salient stakeholders’ features. Altogether 137 responded ques-

tionnaires were collected. This encompassed 129 responds (59.2% of potential 

respondents) from Forestry Department and 8 from local environmental-based 

NGOs.   

From this study, based on responses from Forestry Departments, these key 

constructs using pre-determined items were compared with key constructs 

based on items derived from statistical approach. Principal component analysis 

was employed to determine the numbers of components within each key con-

struct and also the relevancy of these items within the three key constructs. 

This was done by reducing the numbers of items for each key construct. So, 

each key construct has items that were statistically robust. The result indicated 

that legitimacy was considered priority for both pre-determined (Mean, 

M=3.86) and statistically tested model (M=3.76) as compared to power (statisti-

cally tested model, M=3.65) and urgency (M=3.71). However, there was indica-

tion that urgency was the embedded factor in this selection process but not giv-

ing strong magnitude in overall. Upon closely inspection on respondent’s pref-

erence on these key constructs in identifying their stakeholder by regrouping 

them into four groups, justifier (legitimacy), sycophant (power), urger (urgen-

cy), and scrutinizer (more than one key construct), there were more respond-

ents fall under urger group (41.1%) as compare to justifier (39.5%). Yet, as com-

parison, urgency key construct was perceived much important for environmen-

tal non-government organizations. While, key construct power was not a cho-
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sen by Forestry Department, even though it was considered as more influence 

factor than the other two key constructs literately. They might perceive them-

selves as having authority in ecotourism development whereas they were the 

custodians on the ecotourism destinations. They were not aware they are still 

need to answer to higher authority, which is the state government. As these 

three key constructs are equally important in salient stakeholder identification, 

the Department may have to review their stakeholder identification process.  

For the causal of selection on salient stakeholders’ features, structural equa-

tion modeling was employed. A statistically degraded model (R2=0.37) was 

presented due to persistent with specification errors with the variables (Figure 

1). This model is presented as it is to give an initial idea how causal factors and 

improvement were linked together with salient stakeholders’ features. In this 

model, dispositional attributes (0.42) were found to be influencing the selection 

of salient stakeholders’ features as compared to situational attributes (0.16). 

Among these dispositional factors, lacking knowledge among forest manager 

in managing relationship with other organization was highly agreed as one of 

the cause for failing to identify salient stakeholders. As for improvement on 

stakeholder identification, personal development (0.39) as dispositional ap-

proaches is better explained than situational approaches (0.27). Personal devel-

opment includes human capital strengthening to enable forest managers to be 

more competent in planning the ecotourism development.  

From this research, in order to wisely identifying stakeholders that are sali-

ent to the ecotourism development in reserved forests, Forestry Department is 

needed to apply strategic approach based on legitimacy, power and urgency 

key constructs instead of only focusing on legitimacy. To foster cooperation 

with environmental-based NGOs, Department may have to look into urgency 

issues addressed by them and get consensus in developing approach for sus-

tainable development. This study also initialed a model linking salient stake-

holder’s features with influenced factor and improvement factor by using 

quantitative approach. This result could be used to suggest to the Department 

that human capital strengthening is needed for improving their staff’s skills in 

identifying salient stakeholders. Since the model derived from this study was 

statistically degraded, further studies are still needed to investigate in details, 

specifically on the bases of key constructs of salient stakeholders, attributes and 

improvement approaches, for developing an ecotourism salient stakeholder 

model for Peninsular Malaysia. 
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Protected areas are extremely attractive tourist areas, all burdened with many 

negative influences which is largely due to human activities. Sustainability of 

natural protected areas is also largely dependent on the management of the 

area that if it is successfully directed and supervised can be implemented in the 

right way to conserve the underlying phenomenon (Alexander, 2008), which is 

the reason the area is protected, and can also have a positive impact on other 

dimensions of sustainability. Negative impact factors are specific to each area, 

and thus a model of sustainable management of natural protected area must be 

specific for each area (Blackstock et al., 2006) and be based on geographic par-

ticularities of space which is managed and associated with regional planning. 
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Sustainability as a complex issue cannot be easily solved by focusing only on 

one of its dimensions (Hasna, 2012), but must incorporate ecological, economi-

cal and socio-cultural dimension, with all its sub dimensions.  

Tourism, environment and communities are in continuous feedback, which 

by its nature is positive in early and less intense stages, but with the increase in 

tourist activity leads to negative feedback (Martinić, 2010). Nature scenery as a 

coulisse is the main tourist attraction in Croatia, while over 20% of all tourist 

arrivals in Croatia is motivated primarily by exploring nature protected areas 

(NPA), especially National and Nature parks (Institute for tourism, 2006). Fur-

thermore there is constant increase of number of visitors to NPA, which repre-

sents a burden for sensitive recourses of the areas. Tourism in natural protected 

areas is based on maximizing profit regardless of the sustainability, proven by 

lack of operational management plans, determining carrying capacity, etc. Na-

tional parks representative present generators of development, as they are the 

most frequently visited protected areas, also they are larger by extent, and 

therefore represent some of the most intensely used natural tourist areas. Be-

cause of that it is extremely important to plan these areas in a manner all the 

activities that NP Includes, protection, education, research, recreation and tour-

ism have an appropriate base in spatial planning and management plans. Sim-

ultaneously National park Plitvice Lakes given the very large number of visi-

tors that affect the transformation of the area (Stilinović and Božičević, 1999), 

and considering that within the boundaries of the park there is about 2000 resi-

dents, make an excellent polygon for research of socio-cultural sustainability. 

Managing of the NPA’s must be considered on individual level (Rodri-

guez-Rodriguez, 2012), which leads management dynamic process to sustaina-

bility. Modern models of sustainable management are based on cooperation 

and partnership management (Borrini-Feyerabend, 2004), because of that they 

are more flexible in need of sudden reactions on challenges of management 

then centralized systems. Also it is almost impossible to manage protected are-

as without including the entire region along with local population as the most 

important stakeholder. NPA management discourse is expressing concerns that 

the combination of existing limitations in visitor management and constant vis-

itors increase in some parks and sites represent a growing risk to both biologi-

cal and human recourses.   

Due to the complexity of the management of NPA’s  (Martinić, 2010) the 

main goal of this research is to identify issues that are the main obstacle to sus-

tainable development of modern protected natural areas, and establishing a 
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model of governance that will contribute to the overall sustainability.  For this 

purpose it is necessary to define a series of secondary objectives, such as con-

sideration of the phrase ˝sustainability˝ with regard to various theoretical ap-

proaches in the context of nature conservation and tourism. Furthermore it is 

essential to identify and determining the main factors of endangerment faced 

by protected areas in the world. For the overview it is also very important to 

identify and explain contemporary models of management of protected natural 

areas, and determinate the relevant factors of management.  

Goals considering case study of NP Plitvice lakes involve assessing the de-

velopment of tourism, as well as its impact on the area of Plitvice Lakes Na-

tional Park and determining the extent of the negative impact on the environ-

ment and landscape zones of the basic phenomena, as well as the degree of at-

rophy of the cultural identity of the inhabitants due to political and economic 

changes in the last 50 years. This leads to analysis of previous management 

models in the area of Plitvice Lakes National Park, as a basis for proposal of a 

new integrated management model. 

In the dissertation five hypotheses are defined, two of which are general 

and apply to global problems and opportunities of protected areas in the 

world, and three are related to the case study of Plitvice Lakes National Park: 

1. Under the growing impact of tourism and the correlative activities pro-

tected natural areas in the world are increasingly faced with the en-

dangerment by tourism and associated with it the sustainable devel-

opment of the area; 

2. Current problems of sustainable development have resulted in the ap-

plication of new models of management of protected natural areas, 

where central location has an integral development based on the pecu-

liarities of the area; 

3. During the historical and geographical development endangerment of 

narrower and wider area of Plitvice Lakes National Park is continuous-

ly increasing, with acceleration under the influence of rapid tourism 

development since the beginning of the 1970s, reaching climax in the 

modern period; 

4. Polarized tourism development is reflected in in the multiplicative spa-

tial effects, with differentiated impact on the sustainable development 

of the area: 
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a. On the one hand, it contributed to the rapid socioeconomic and re-

gional development, and comprehensive process of modernization 

of the network of settlements in traditionally underdeveloped area; 

b. On the other hand, it also resulted in the degradation of the envi-

ronment and landscape in the area of nature's phenomena and ac-

celerated atrophy of the cultural identity of the local population, 

the latter of which is further intensified by the effects of the war in 

the 1990s; 

5. The negative effects of exaggerated anthropogenic impacts show that 

the current model of management of the Park is unsustainable and it is 

necessary to replace it with integral management model. 

Since there is a substantial lack of methodology that comprehensively involves 

all the areas of sustainable management of the protected areas (Jennings, 2006; 

Rees et al., 2013), for the need of the thesis few case specific areas were encom-

passed in methodology development. Negative impacts and spatial transfor-

mation are related to types of management, therefore the aim is producing new 

model of management equally encompassing all the dimensions of sustainabil-

ity. Therefore the research methodology involves several stages of research and 

different methods in accordance with the previously stated objectives of the 

dissertation.  

First is the analysis of theoretical, methodological and empirical literature 

in several areas of interest: sustainable development of protected areas, man-

agement of protected natural areas, the relationship between tourism and pro-

tected areas, and the geospatial importance of national parks.  As a second part 

of the methodology database of NP in the world (200 protected areas on all 

continents, IUCN categories 1-4) is created, which is the basis for defining the 

factor of endangerment, management objectives and types of management.  On 

this sample survey is done, with the purpose of gathering date for exploratory 

factor analysis with the aim of excretion of basic factors of endangerment. 

The part of methodology which refers to case study of NP Plitvice Lakes is 

composed of field research which consists of: 

a. Survey of the population in the two areas of research on the topic 

of attitudes towards tourism, protection and condition the tradi-

tional identity 

b. Visitor satisfaction survey of tourists, with emphasis on crowds 
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c.  Determining the real situation of the basic phenomenon of the NP 

in correlation with previously gathered laboratory date of water 

pollution and travertine formation (Horvantinčić et.al, 2006) 

As a part of methodology considering changes in space, map of change of land-

scape units in periods of 1976-1991-2008 is done, as one of the implications that 

strengthening or weakening of anthropogenic influences can have a significant 

impact on the aesthetics of the space (Butula, 2003). Trough analysis of the data 

obtained, with techniques of descriptive statistics and cartographic visualiza-

tion and in-depth interviews with experts from the Plitvice Lakes (15 inter-

views), suggestion of possible integral management model for the case study 

will be presented. 

 

Figure 1. Methodological scheme 

 
Source: author 
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The scientific contribution of this work is primarily consisted of determining 

basic factors of threat of protected areas and analysis of different management 

models and recognizing the advantages and/ or disadvantages of the different 

models with respect to the spatial characteristics of protected nature area. The 

current findings of this paper impose the need for a comprehensive and more 

detailed consideration of the impact of tourism on the area, the environment 

and identity of the Plitvice National Park, as a basis for directing its future de-

velopment in accordance with the principles of sustainable development. Local 

population as a crucial stakeholder group in sustainable development of pro-

tected area should not only be included in researches and monitoring of its sus-

tainability, but should be crucial factor in managing protected areas in accord-

ance with the needs of population and ecosystem.  

We can conclude that the global network of parks is currently crucial op-

tion for maintaining and improving the conservation of biodiversity (Timko 

and Innes, 2009), and the environment in general. Many authors emphasize the 

planning and management of the landscape as the path to environmental sus-

tainability and the Earth as a whole (Botequilha and Ahern, 2002; Ogrin, 1999), 

not only because of its physical manifestations, but also because of its meta-

physical connotations, and because of the possibility of planning and landscape 

protection in accordance with the social factor. 
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INTRODUCTION 

The cruise tourism industry comprises all economic units that provide goods 

and/or services to cruise passengers. Key elements related to the cruise product 

are the ship and the itinerary that determines both the home port and ports of 

call (Wild and Dearing, 2000). This set of port cities and their respective tourist 

hinterland delimit what can be visited by cruise passengers, which together 

with the services offered on board defines the experiences and activities that 

may be performed. Rodrigue and Notteboom (2013) assert, consequently with 

the above, that this industry sells itineraries, not destinations. Three key stake-

holders are involved in the development of a cruise itinerary: the cruise line, 

port and destination or region to visit by cruise passengers during each call, 

called tourist hinterland. This work defines the general characteristics of each 

of the actors listed above, in addition to particularize to the case of Spain with 

regard to cruise ports and tourist hinterland associated with them. 
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CRUISE LINES 

The cruise ship is directly related to the transport component present in the 

cruise product, along with the attraction associated with the vessel itself since it 

can be considered as a destination in itself, hence the current conception of ma-

rine resort. During the last two decades there has been an increase in the size of 

vessels, thereby increasing passenger capacity in order to benefit from econo-

mies of scale associated with vessel’s size. An example of this trend is the Gene-

sis Project developed by the cruise line Royal Caribbean International, which owns 

the ships Oassis of the Seas and Allure of the Seas, the biggest in the world, with a 

capacity of 5,400 passengers each one (Royal Caribbean Cruises, 2007). 

Cruise lines are in charge of invest in the construction of new cruise ships. 

These vessels will cover various itineraries in one or more regions throughout 

the year. The cruise lines market is characterized by aggressive acquisitions, 

mergers, internationalization strategies and corporate concentration (Gui and 

Russo, 2011). In October 2013 the cruise line market is divided into three multi 

brand groups (The Big Three) that accumulate the 78.26% of world capacity on 

board cruise ships and a fourth group of independent cruise lines with a rema-

ining share of 21.74 %. This composition gives rise to an oligopolistic character 

market. 

Furthermore, the concentration is not only evident in the current fleet, but 

also in the order book of new constructions. Of the 16 ships that are currently 

part of the order book of shipyards specialized in the construction of cruise 

ships, thirteen correspond to cruise lines encompassed in The Big Three while 

the remaining three belong to two independent cruise lines, two to TUI Cruises 

and one to Regent Seven Seas. 
 

CRUISE PORTS 

All spatial flows, with the exception of those developed by own means, involve 

movements between terminals. In the case of maritime passenger transport and 

more specifically in cruise traffic, the passenger terminal is part of a more 

complex and multi-purpose area: the port. It is often claimed that ports exceed 

the simple function of providing services to ships, passengers and cargoes on 

the dock (Vaggelas and Pallis, 2010). Port functions/services/activities are defi-

ned by spatial dimensions, ranging from simple berthing facilities (ship/shore 

interface) to value-added services. 
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Ports play a key role in achieving maritime transport associated with a crui-

se itinerary, constituting the link with the tourism component developed on 

land. Also act as a link between the tourist hinterland and the cruise ship (Gui 

and Russo, 2011). Therefore, taking as reference port definition given by the 

UNCTAD (1991) and particularizing it to the case of a cruise port, in a similar 

way the following is obtained: 

“A cruise port is the area where the interface between sea and land trans-

port modes is carried out, and as such is a node of intermodal transport. Pas-

sengers embark and disembark from the cruise vessel and are sent to/from the 

hinterland using transport modes available between the hinterland and the 

port.” 

The above definition applies to the two types of ports present in cruise traf-

fic, home port, those from which starts and/or ends the cruise itinerary, and 

ports of call, which constitutes intermediate calls in the itinerary. 

At this point it is come to analyze the presence of cruise traffic in Spanish 

ports. Spain has not been indifferent to the positive momentum of the cruise 

industry recorded over the past 20 years in which the annual growth worldwi-

de exceeds 8%. Considering the Landlord Port model of the Spanish Port Sys-

tem, of the 28 Port Authorities that compose it, 24 have cruise calls. In addition, 

the strategic geographical location of Spain including Balearic Islands and Ca-

nary Islands allows Spanish ports to have a significant presence in the cruise 

itineraries that run through Northern Europe and the Mediterranean, and in 

repositioning cruises between America and Europe. 

Between years 2000 and 2013 in the whole Spanish Port System cruise traffic 

has grown at an average annual rate of 11.65%, growth that exceeds the avera-

ge recorded worldwide. Among the 24 Port Authorities that register cruise traf-

fic are significant differences between them, both in its evolution over this pe-

riod as well as in the magnitude of cruise passengers registered (see Figure 1). 

In the three Spanish coastal areas at least two ports have home port character. 

The Mediterranean coast has the largest number of home ports, because Barce-

lona, Malaga, Palma de Mallorca and Valencia share this characteristic, besides 

being important ports of call. In fact, in 2013 Barcelona has been the leading 

home port of the Mediterranean Sea and the first and fifth cruise port in Europe 

and in the world respectively (APB, 2014). 
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Figure 1. Spanish cruise ports, average annual growth and average market share between years 

2000 and 2013.  

Source: Authors’ elaboration. 

 
 
TOURIST HINTERLAND 

From the spatial point of view one can delimit three geographical areas associa-

ted with the evaluation of the attractiveness of a cruise port. These are: the port 

area, the port city and area of influence surrounding the port city called tourist 

hinterland. The tourist hinterland associated with ports of call can be defined 

empirically as the geographical area that includes the shore excursions offered 

to passengers. Related to this concept, it is possible to distinguish two types of 

tourist hinterland associated with a port, primary and competitive. The pri-

mary hinterland is the area that is available for cruise passengers on a specific 

port. While competitive hinterland is the area that is available from more than 

one port. 

Integrating in the definition of tourist hinterland the role played by the 

port in the tourism flow towards this hinterland is possible to find five types of 

ports in response to this concept, which are: Black Hole, Gateway, Semi-

Gateway, Semi Black Hole and Balanced. In a Black Hole port, the port city des-
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tination is endowed with important tourist attractions, cruise passengers stay 

in the port city without visiting inland towns. At the other extreme lies the ga-

teway port, used with shore excursions to reach the main tourist attractions 

located outside from the port city. Thirdly a Semi-Gateway port is set when the 

main destinations are far from the port, however, the port city is endowed with 

certain tourist attractions. These tourist attractions in the port city receive visits 

of a minority of the cruise passengers during the call. In this sense, it can also 

be the opposite situation, Semi Black Hole port, ie the port city is endowed 

with important tourist attractions that are visited by the most cruise passen-

gers, although the hinterland also has certain attractions visited by a minority 

of cruise passengers. Finally, with the Balanced port there is a balanced share of 

tourists between the city-port and the surrounding area, because both are simi-

larly endowed in terms of tourist attractions. 

Taking as reference the concept of tourist hinterland, both primary and 

competitive, and the categories of ports based on the tourist flows towards the 

hinterland, both concepts are empirically applied to the Spanish cruise ports, 

and more specifically those located in the Mediterranean and Atlantic Anda-

lusian coast. In order to perform a deeper analysis and achieve greater preci-

sion in the definition of tourist hinterland of each port has consulted ship 

agents operating cruise ships in the Spanish coast. Once done, most ports have 

a tourist hinterland covering a wide geographical area. Usually the tourist hin-

terland consists of several towns in the province where the port is located. 

However, there are also cases where the hinterland extends to other provinces, 

as well as several ports share the same tourist hinterland or at least a part of it. 

In addition, this area of the Spanish coast has the five port categories, dis-

cussed above, from the point of view of the tourist flow. On the one hand, there 

are powerful tourist destinations such as Barcelona, Palma de Mallorca and 

Valencia that focus all the attention of cruise passengers arriving at its ports 

(Black Hole), as well as nearby ports act as Semi-Gateway to these destinations, 

such as the port of Tarragona. There are also Semi-Black Hole ports, as the case 

of Sevilla, in which prevails as destination the port city, also passengers are 

distributed inland but lesser extent. Following are Balanced ports as Alicante or 

Cadiz Bay, where the shore excursions are equally distributed between the port 

city and towns of the province to which the port belongs. Finally, there are the 

ports that act as a gateway to the destination cities located inland, such as the 

port of Motril and shore excursion to Granada. 
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Seasonality is a phenomenon that affects many economical activities but un-

doubtedly, it affects tourism more naturally. Moore (1989) defined seasonality 

as the displacements produced in a given period, during a specific time of the 

year, and each occurring similarly. The effects of tourism seasonality are relat-

ed to several social, labour and weather factors, for this reason, tourism man-

agers have difficulties in establishing appropriate policies to reduce their im-

pact.  

The main problems caused by the effects of seasonality are the under-use of 

tourism facilities during low season, and vice versa, their maximum occupancy 

at full capacity during the high season. This fact is explained by the concentra-

tion of touristic flow during certain periods of the year, which represents a 

temporary mismatch between the supply and demand of tourism. This has 

negative consequences that result in an instability that causes various problems 

that business owners and tourism managers have to contend with such as un-
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stable employment, limits on the profitability of investments, a mismatch in 

load capacity, fluctuation of prices, environmental degradation, and various 

socio-cultural effects among visitors and residents in a given destination. 

The entire Andalusian coastline must deal with the effects of seasonality. 

Both local and regional administrations as well as tourism business owners are 

currently confronting this problem by implementing remedial measures to re-

duce seasonal concentration with the relentless pursuit of new formulas for 

product diversification. This can be corroborated by the recent observed coor-

dination between the public administration and the private sector to address 

this problem. Yet, for coordination to work efficiently, it needs to have both the 

knowledge as well as the right tools to measure seasonality. 

The widespread acceptance of seasonality as an inevitable trait within the 

tourist sector has been accompanied by a clear lack of research (Allcock, 1994). 

Traditional tools, such as seasonal variation indexes or the undecomposed Gini 

index, are focused on reproducing representative models of seasonality, reach-

ing general conclusions about the nationality of the most favourable tourists for 

reducing seasonality. However, these traditional tools do not allow one to 

know what type of tourist is truly favourable for the seasonal adjustment of a 

destination. Therefore, when tourism managers implement measures to reduce 

seasonality, they find it difficult to identify whether there is any type of tourists 

that can contribute significantly to the reduction of seasonality at a destination, 

and these (potential) tourists pass unnoticed due to the lack of a methodology 

that could identify them. 

The methodology used in this thesis is proposed as a control and monitor-

ing measure which tourism managers may use in destinations with a high sea-

sonal concentration. Specifically, it has been applied in the Andalusian coast-

line, characterised by its high seasonality in the summer months, with the main 

purpose of quantitatively checking whether certain tourist segments can help 

reduce tourism seasonality. The additive decomposition of the Gini index will 

provide information about the contribution of each tourist segment to the total 

seasonal concentration. Furthermore, by obtaining the measures of the relative 

marginal effects (RME) it is possible to identify to what extent a particular tour-

ist segment can contribute in the reduction of seasonal concentration on the 

Andalusian coastline. Likewise, analysing the evolution of RMEs throughout 

the period of study, especially in the last year analysed, tourism managers 

could tailor tourism policies designed to alleviate seasonal concentration annu-

ally, anticipating each year how it will contribute to an increase of a type of 
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tourist in the reduction of the overall Gini index that had previously been used 

to measure the degree of seasonal concentration.  

The Gini index is a measure that has traditionally been used to measure the 

concentration of wealth in a particular country or area, but also in measuring 

the seasonal concentration of tourism (Cuccia & Rizzo, 2011; De Cantis, Fer-

rante & Vaccina, 2011; Fernández-Morales & Mayorga Toledano, 2008; 

Halpern, 2011; Lundtorp, 2001; Martín Martín, Jiménez Aguilera, & Molina 

Moreno, 2014; Rosselló Nadal, Riera Font & Sansó Rosselló, 2004; Sutcliffe & 

Sinclair, 1980; Tsitouras, 2004; Yacoumis, 1980). Furthermore, the additive de-

composition of the Gini index was first used in the area of tourism research to 

measure the concentration of hotel demand on the Costa del Sol (Fernández-

Morales & Mayorga Toledano, 2008). Later, it was used to investigate the sea-

sonal concentration demand of Spanish airports passengers. (Halpern, 2011).  

We use the additive decomposition proposed by Lerman and Yitzaki´s 

(1985). This decomposition, as pointed out by Fernández-Morales and Mayor-

ga-Toledano (2008), facilitates the estimation of the marginal effects produced 

by a given variation in some of the components analysed in the overall Gini 

index. For a monthly series with K additive components Y = Y1 + Y2 + ∙∙∙ + YK, 

the relative marginal effect (RME) quantifies, in relative terms, how much the 

overall Gini index increases or decreases when a small relative increase 
ke  

(equally distributed throughout the year) occurs in component k. It can be cal-

culated as follows:  
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where Gk is the annual Gini index of k, Sk is the annual participation of Yk in 

the annual value of Y, and Rk represents the Gini correlation between Yk and 

Y. This decomposition can be a very useful tool for tourism managers who es-

tablish measures to reduce seasonality (Cisneros-Martínez & Fernández-

Morales, 2013). 

In a first application, the impact of seasonality on the Andalusian coastline 

was analysed using the travellers staying in hotels of different categories in all 

the coasts of Andalusia as unit of measurement, distinguishing between do-

mestic and foreigners. These data came from the monthly variables between 

January 1999 and December 2011 of the Hotel Occupancy Survey ‘Encuesta de 
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Ocupación Hotelera’ provided by the (National Statistics Institute ‘Instituto 

Nacional de Estadística’ [INE], 2011). This choice was motivated by the pre-

dominance of the hotel as the most relevant type of    demand for tourist ac-

commodation on the Andalusian coastline. In 2011, 85,7% of tourists who visit-

ed this coastline destination, stayed in hotels (INE, 2011). Furthermore, to iden-

tify cultural tourists, we raised the hypothesis that these travellers could be 

grouped into tourist segments according to their main travel motivation: sun 

and sand segment (weather and beach); cultural segment (popular festivals and 

folklore, and visiting monuments) and other segments (prices, nature and rural 

tourism, visiting family and friends, sports, etc.). These data were provided by 

the headquarters of the public company Turismo Andaluz (Sistema de Análisis 

y Estadísticas del Turismo en Andalucía, 2011). 

During the first application of the methodology, which is the first part of 

this thesis, it was found that seasonal patterns and the consequent degree of 

seasonal concentration in the analysed segments differed significantly when 

they were studied with a higher level of disaggregation, showing that using an 

adequate level of disaggregation is essential to the approach taken with policies 

against seasonality. Specifically, tourists were classified by origin (domestic 

and foreign), by tourist segment (sun and sand, cultural and other segments) 

and by coastal area visited. As a result, the cultural segment was the most fa-

vourable for deseasonalisation, especially within domestic tourists, since with 

foreigners the same deseasonalising effect was not present in all the coasts ana-

lysed (Cisneros-Martínez & Fernández-Morales, 2013). 

In a second application, which we are investigating at present and will also 

be an integral part of this thesis, we are studying the impact of seasonality in 

the Andalusian coastline, but in this case, we are analysing the passengers ar-

riving at Andalusian airport and we are distinguishing domestic and foreigners 

passengers. These data come from the available monthly series provided by the 

(Spanish Airports and Air Navigation 'Spanish Airports Air Navigation' [AE-

NA], 2013). The selection of the passenger as a unit of measure of seasonal con-

centration has been considered appropriate since 81% of foreign and 16.1% of 

domestic tourists visiting Andalucía in 2012, used the plane as a mode of 

transport. Moreover, it has been estimated that in 2012 about 13.1 million tour-

ists visited the Andalusian coastline, constituting 60% of the tourists visiting 

Andalucía (Consejería de Turismo, Comercio y Deporte [CTCYD], 2012). 

In this second application, we are also analysing whether the low-cost air-

lines can contribute to the reduction of seasonal concentration on the Anda-



Doctor of Philosophy 

 

805 

lusian coastline. For the identification of the low cost-airlines, we have adopted 

the criteria provided by the Annual Reports of Low Cost Airlines ‘Informes 

Anuales de Compañías de Bajo Coste’ developed since 2003 by the (Institute of 

Tourism Studies ‘Instituto de Estudios Turísticos’ [IET], 2013). In 2012, 76.7% of 

passengers visiting Andalucía used low-cost airlines; while, 78% of foreign 

tourists visiting the coast of Andalusia used a plane as a means of transport 

(CTCYD, 2012). Therefore, we consider the passengers who use low-cost air-

lines as an important segment of tourists to analyse the impact they have on 

seasonal concentration on this coastline. This work also uses an appropriate 

level of disaggregation, classifying passengers by origin (domestic and foreign), 

by type of airline used (traditional and low-cost) and by airport used. 

The expected results of this thesis can contribute to a deeper understanding 

of seasonality on the Andalusian coastline. It will also provide tourism manag-

ers with additional information about what type of tourists they should direct 

their catchment policies, as long as their purpose is to reduce the seasonality in 

a tourist destination.  
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The objective of the present study is to analyse how the focus on “sustainable 

tourism” through international development cooperation projects can contrib-

ute to alleviate poverty situations. With this aim, the research focuses in the 

analysis of a particular program related to the Spanish Fundings for Interna-

tional Cooperation in Latin America, The Araucaria Program. Among the dif-

ferent projects that form the program, the River San Juan in Nicaragua was es-

tablished as a case study, where the tourism component reached a leading role. 

Based on the analysis, the benefits obtained from the cooperation through joint 

action were not only used to enhance other tourist destination areas rich in bi-

odiversity, but also to improve the small original results. Finally, a proposal 

has been made for a project cycle model. 

As a general objective, the thesis is directed to analyse the international co-

operation actors and instruments to development in tourism, making them 
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more visible. In addition to this, we define a methodological proposal that can 

be applied to other cooperation projects for development showing a relevant 

tourism component. Specific objectives of the thesis are the following: 

 To revise the theoretical foundations of international cooperation 

in tourism. 

 To identify the cooperation actors in tourism. 

 To analyse The Araucaria Program, as it was a program that in-

cluded cooperation projects to the development with a tourism 

component. 

 To study The Araucaria Project of Río San Juan in Nicaragua as a 

specific case, because it highlighted the importance of the tourism 

component, there was a monitoring process, a methodology was 

applied and there was a control of the results. 

 To propose a project cycle model and a replicable methodology in 

other tourist destinations. 

 

Main hypothesis of the work has been: 

 

 H.1.  There is a lack of knowledge and no coordination between the in-

ternational cooperation sector and the tourist domestic sector, which 

makes the consideration of tourism as a strategic factor to development 

more difficult to understand. 

 H.2. The main objective of the Araucaria Program of Spanish Coopera-

tion for Development was helping in the conservation of biodiversity 

and human development in Latin America. Tourism was a supplemen-

tary line treated in some of its projects due to the Spanish experience in 

that sector and its consideration as a factor of sustainable tourism and 

poverty alleviation. 

 H.3. The Araucaria Program had a scarce analysis, monitoring and con-

tinuity. 

 H.4. The incorporation of objectives and tourist professionals in devel-

opment cooperation programs contributes to their continuity and posi-

tive outcomes. 

 H.5. A structure of a Tourism Cooperation Program, implemented 

through simultaneous single projects taking place in different geo-

graphical areas, is seen as a useful approach for gaining efficiency in al-

location of resources and obtaining successful results. 
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 H.6. The study of specific projects of tourist development will make 

possible the creation of a basic model for tourism cooperation serving 

as the basis of future actions around the world. 

 

In what regards the results of the thesis, the main contribution to be high-

lighted is the analysis of Spanish Cooperation Actions for “sustainable tour-

ism” in Latin America. It comprises the study of methodologies employed by 

the Cooperation Agencies of European countries, and as a result, being able of 

proposing a model to carry out cooperation projects including a tourism com-

ponent. This research has been completed along different stages, within a peri-

od of four years. The case study developed "on the field" accounts for one of 

the most valuable parts of the study, as it allowed verifying the robustness of 

factors of success pointed out through the investigation, as well as observing 

some limitations arising along the project. In general, we have been able of de-

veloping a framework of action for tourism development to be implemented 

through international cooperation actions. 
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INTRODUCTION 

Sport events are big business and have grown enormously during the last two 

decades with events being the most common type of sport tourism activity. 

These big events, in particular, are associated with high levels of media covera-

ge (of both the event and destination) and attract large volumes of spectators 

and participants (Chalip, Green & Hill, 2003:214; Swart & Bob, 2007:375).  For 

this reason, travel related to sport and physical activity is regarded as one of 

the fastest growing niche segments of the tourism industry (Swart & Bob, 

2007:373).  
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Kotze (2006:291) found that sport tourism accounts for 30% of the total 

amount generated by tourism in South Africa, while sport tourism represents 

4% of the domestic tourism market. Furthermore, 10% of all foreign visitors 

travel to South Africa in order to watch or participate in a sport event, spen-

ding over R250 million each year (SAST, 2004). These types of events include a 

variety of endurance sport events ranging from international marathons, cyc-

ling and swimming events such as the Comrades Marathon, Cape Argus and 

Midmar Mile to name but a few. 

According to Buman, Brewer, Cornelius, Van Raalte and Petitpas (2008:178) 

these type of ‘endurance’ or ‘ultra races’ require perseverance, dedication and 

strenuous training programmes.  Endurance sport consumers can be classified 

as special interest groups of consumers since they travel for a distinct and spe-

cific reason, and have interest-based motives for travelling to an endurance 

sports event (Cook, Yale & Marqua, 2010:52).  As more research is conducted 

on sport consumers and their behaviour, it becomes increasingly clear that the 

sport consumption experience is a complex one (Crawford, 2004).  A study 

conducted by Ying (2012) indicated that there are three types of sport con-

sumption and include: a) physical sports consumption and b) participatory 

sports consumption for example when products include sportswear, footwear, 

equipment, fitness equipment, sports drinks, etc are consumed of purchase.  

Participatory sports consumption is that people buy and have sports activities 

related to the consumption of various sports services behaviour, such as parti-

cipating in various sports activities, sports training and fitness consulting fees 

paid; and c) watch-type sports consumption mainly refers to the people thro-

ugh the purchase of tickets or tickets to watch sports such as consumer behavi-

our and performance.   

For the purpose of this study sport consumption entails the continuous 

participatory sport consumption and watch-type sport consumption as well as 

sport consumption behaviour in terms of influential factors such as sport con-

text, demographical profiles, marketing of sport events, and experience in the 

type of event, motivation and reasons for participation and support and eco-

nomic factors. A better understanding of the sport consumption behaviour in 

terms of reasons for continuous participation, demographical factors, economic 

factors, sport context, experience in the type of event and marketing of sport  

are needed to determine how  participation can contribute to sport tourism and 

to determine a profile for an endurance sport consumer.  These factors can all 

influence behaviour and need to be analysed in the endurance sport context.  

Limited research has to date focused on analysing and comparing more than 



6th World Conference for Graduate Research in Tourism, Hospitality and Leisure 

 

812 

one endurance event with one another as well as the various factors that can 

have an influence on sport consumption (Saayman & Saayman, 2012; Lamont & 

Kennelly, 2012). It is therefore the purpose of this study to do an assessment of 

sport consumption at endurance events in South Africa.  

BACKGROUND OF THE STUDY 

A long-standing goal for sport marketers has been the desire to profile and un-

derstand the motives and behaviour of sport consumers, including both parti-

cipants and spectators (Stewart, Smith & Nicholson, 2003:206), especially as 

sport consumers are the fulcrum upon which sport events leverage its popula-

rity. Sports consumption elasticity is relatively high; the growth rate is very fast 

as incomes rise and with the price of sports product changes, diversification of 

demand is also evident (Ying, 2012:2020) and need to be analysed to better un-

derstand the significance of the various potential that sport can hold for South 

Africa.  

However, even within particular activities, sport consumer profiles, beha-

viours, motives and experiences can vary considerably. Cohen and Warlop 

(2001:387) suggest that although many marketing models are designed to pre-

dict attitudes and behavioural intentions, it is more critical to understand why 

consumers purchase particular products and services and in this case why 

sport consumers consume (participate and support) endurance events. Stoll, 

Wurth and Ogles (2000) found that the distance of the event trained for and 

participated in has a significant effect on athletes’ reasons for participating, and 

show that individuals with high levels of enduring involvement in endurance 

sport have an increase in the frequency of participation in events, overnight 

travel to events, and spending on sport related goods and services. Previous 

studies have shown that a combination of variables and factors should be used 

to profile sport consumers comprehensively. The results from these studies re-

vealed that sport consumers do not have homogeneous profiles (Kruger, Sa-

ayman & Ellis, 2011). They have different motives for participating and suppor-

ting and these motives are event specific: different sporting events feed diffe-

rent motives to participate and support. Sport consumers also differ in terms of 

their level of commitment, spending and tourism-related behaviour. 

Referring to the latter, Figure 1.1 gives an overview the key factors that can 

have an influence on sport consumption which includes demographical profile 

of consumers; economic factors, motivation or the need to participate in the 

sporting event, sport context, experience in the type of event and the marketing 

of sport events.  It is important to note that these components are criteria that 
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can drive sport consumption but are not the same for every sport consumer. 

These factors can also improve the efficiency of marketing communication 

between service providers and consumers. Sport event planners should pay 

more attention to the expectations and experiences of the sport consumers be-

cause, if sport consumption is a positive experience, individuals will continue 

to participate, support, and become more committed to maintaining their level 

of involvement (Casper & Stellino, 2008:94).  Thus, understanding the factors 

that affect consumer behaviour can have both direct and indirect benefits for 

organisations and a positive influence on the entire marketing program of sport 

organisations.   

 

 
Figure 1: Factors that influence sport consumption. Adapted from Saayman et al. (2007). 

 

GOAL OF THE STUDY 

Up to date limited research have focused on analysing and comparing more 

than one endurance event with one another as well as the various factors that 
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can have an influence on sport consumption (Saayman & Saayman, 2012). The 

aim of the study to do a critical assessment of sport tourism behaviour of ultra-

endurance sport consumers at five international endurance sport events in So-

uth Africa: the Comrades Marathon, Old Mutual Two Oceans Marathon, Pick 

‘n Pay Cape Argus Cycle Tour, Telkom Midmar Mile and The Absa Cape Epic.   

The objectives of this thesis are: 

 

 To analyse sport tourism by means of a literature review to determine how 

ultra-endurance sport events can differ compare to team sport, as well as 

how the participants and spectators/fans behaviour, training of participants 

and marketing and sponsorships of the various categories of sport are in-

fluenced. 

 To analyse the sport consumption behaviour of sport tourism consumers 

(participant and spectator) by means of a literature review. A comparison 

of the behaviour of sport consumers will be done as well as to identify in-

fluential factors influencing travel behaviour of sport consumers 

 To do an empirical study that will help determine to what extent the pro-

files and travel motives and behaviour of sport consumers differ at differ-

ent endurance sporting events as well as the critical success factors to be 

able to manage the endurance sport consumer experience in South Africa. 

 To draw conclusions and make recommendations with regards to this 

study. 

 
METHODOLOGY 

Descriptive research and secondary data will be used for this study because it 

provides a very useful initial examination of the data (Tustin et al., 2005:484). 

The five largest sport events are included due to similarities in character (all are 

endurance events) but attract different sport consumers.  This research is of a 

quantitative nature and structured questionnaire were used to collect data.  All 

five events were surveyed in 2012 in order to accurately compare the results. 

For each survey, the number consumers for was formed base from which the 

samples were drawn.  The following formula was used to calculate the sample 

sizes: n=N/1+N (e) 2. With trained fieldworkers, no less than 400 questionnaires 

per survey were included and therefore a minimum of 4000 questionnaires was 

completed for the entire study (5 events).  Participants have been surveyed du-

ring registration, while spectators were surveyed on the day of the event.  

Questionnaires for the Cape Epic were distributed in the amount of teams (250 
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teams), thus the smaller amount distributed. Important to note: rainy weather 

influences the spectator questionnaire distribution. 

CONCLUSION AND IMPLICATIONS 

Endurance sport niche will be exposed to an extent where all sport consumers 

will be able to identify themselves within the niche. This will enhance various 

success factors for the endurance sport market in South Africa as well as the 

sport tourism industry in general. A summary of the contributions are availab-

le from Table 1. 

 
Table 1: Study Contributions 

Literature 

Practical 

Sport Consumers Event Organisers 
Sponsors and marke-

ters 

Better understanding of 
endurance sport consu-
mer who attends sport 
events 

Better defined con-
cept will help with 
decision making 

Identifying niche market Identifying niche mar-
ket – target marketing 

Closing the gap in SA 
literature and research 
for endurance sport in 
general 

 Marketing information 
to enhance host com-
munity 

Better investment pos-
sibilities 

Identifying critical com-
ponents for sport con-
sumption 

 Identifying of success 
factors 

Sustainability of marke-
ting endurance sport 
events will be enhan-
ced for the future 

Comparisons can be 
drawn for endurance 
and other events in 
terms of consumer be-
haviour 

 Influential aspects will be 
available to marketers 

 

Draw guidelines for 
event organising com-
panies 

 Close the gaps for better 
administration, event 
planning, budgets and 
possible sponsorships for 
event organisations 
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ABSTRACT 

Choice overload effect (COE) occurs when decision-makers face too many options that lead to cognitive 
overload and negative perceptions. While previous studies mostly investigate the phenomenon of choice 
overload for ordinary retail products, such effect on high-involvement activities is scarce. This research 
conducts three experiments to examine choice overload phenomenon when tourists select a vacation des-
tination. In study one, we found evidence of the existence of COE in the context of tourism such that partic-
ipants choosing from large choice-sets were less satisfied and more regretful about their decisions than 
participants in small choice-sets, mainly due to the mediation effects of choice confusion. Study two 
demonstrated the moderating role of perceived travel knowledge such that only people who perceived 
themselves as novices, relative to experts, were less satisfied and more regretful when the choice-set size 
was large. Study three involves the role of significant other because the dynamics of self-other decision-
making is not fully understood. We predict that people who select a vacation destination for themselves (vs. 
other) might perceive the value of large choice-sets lower (higher) than small choice-sets, depending on the 
salience of trade-off feasibility/desirability information. 
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CHOICE OVERLOAD 

Previous experiments mostly found COE in several ordinary retail products. 

Although Jean Buridan, a French philosopher, discussed the existence of choice 

overload since the 14th century, Iyengar and Lepper (2000) brought back the 

academic debate about this phenomenon. They found that participants choos-

ing from large-sets found the task more difficult and frustrating than partici-

pants in small-sets. In addition, participants in large-sets were less satisfied 

with their choices than participants in small-sets. Since then, similar results are 

found in experiments with pens, gift boxes, birthday cards, cleaning products, 

and coffee. All represent mundane and less costly purchases.  

However, there is limited evidence of choice overload in products and ser-

vices entailing high-involvement contexts. In an educational context, Iyengar 

and Lepper (2000) also found that quality of students’ essay decreases when 

the number of topics to choose from increases. Similarly, Ackerman and Gross 

(2006) reported that having some, but not too many, choices to select subjects in 

completing a marketing minor was perceived as valuable for future employers 

and students’ future careers. In a financial context, more retirement plan op-

tions are associated with delayed decisions (Iyengar, Huberman, & Jiang, 2004). 

Regarding tourism and travel activities, tourists highly engage in the choice 

process. Making travel decisions is risky (Zeithaml, 1988), complex, and re-

quires large investments (Sirakaya & Woodside, 2005) because they will con-

sume tourism products and services at unfamiliar destinations (Sirakaya, 

McLellan, & Uysal, 1996). Tourists usually seek for novelty and that encourages 

them to consider options extensively (Feng, 2007). Not choosing the right vaca-

tion destination will make them feel regretful and affect their overall satisfac-

tion. Altogether, it seems reasonable to believe that tourists prefer having more 

options to fewer options; therefore, choice overload should not exist in tourism- 

and travel-related decisions. 

However, we strongly argue why choice overload also occurs in the context 

of tourism. First, even though tourists are keen on evaluating many options, 

the number of options and decisions to make can be overwhelming. For exam-

ple, a search on Expedia.com for holiday packages from Sydney to New York 

during December yields more than 400 results. Evaluating such 400 results is a 

high degree of overabundance and the required considerable cognitive effort 

can lead to choice overload. Second, travel decisions are often associated with 

time pressure (Park & Jang, 2013). The seasonal nature of travelling and ag-

gressive sales promotions often put tourists under pressured to make quick 
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buying decisions in fear of missing out on a good deal. Therefore, tourists 

might perceive that they do not have enough time to consider all available op-

tions as desired. Thus, our overall proposition is that tourists who select a vaca-

tion destination in large choice-sets are more likely to experience choice over-

load effect than tourists in small choice-sets. 

 
STUDY 1 – CHOICE OVERLOAD IN TOURISM 

Study one investigated COE in tourism by employing a between-subject facto-

rial design. We showed empirical evidence that when participants selected va-

cation destinations; large (vs. small) choice-sets with seven (three) destinations 

caused less satisfaction and more regret. This demonstrates that COE not only 

exists in low-involvement contexts but also in high-involvement contexts; more 

specifically when tourists make decisions on their travel destinations. Study 

one also found that choice confusion mediated the effects of large choice-set on 

post-choice satisfaction and regret. When choice confusion were included as a 

mediator in the analysis, the direct effect of large choice-set on satisfaction and 

regret became insignificant. This reflects the fact that research in choice over-

load literature must further investigate the underlying mechanism of the phe-

nomenon (Chernev, Böckenholt, & Goodman, 2010). 
 

STUDY 2 – MODERATING ROLE OF PERCEIVED KNOWLEDGE 

Study two investigated whether perceived travel knowledge moderated COE. 

We found that there were no significant differences for people who perceived 

themselves as experts selecting a vacation destination in large and small choice-

sets. This suggests that people committed with their choice once they perceived 

they were expert travellers. Conversely, for people who perceived themselves 

as novices, selecting a vacation destination in large (vs. small) choice-sets made 

them less satisfied and more regretful about their choice. We conclude that 

COE only occurred to people who perceived themselves as novices. Our find-

ings are different from previous studies by the use of knowledge manipulation 

instead of measuring it. When knowledge is measured, it is harder to control 

whether all participants in the experiment have same interpretations because 

knowledge about travel is too broad compared to knowledge about a specific 

product class (e.g. sewing machines, cameras, etc.). By proving the mere per-

ceived knowledge effect, our findings suggest stronger causal relationships of 

knowledge and COE. This also solves the problem why previous choice over-

load studies present mixed findings about the moderating role of knowledge 

(Langner & Krengel, 2013; Scheibehenne, Greifeneder, & Todd, 2009).  
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STUDY 3 – MODERATING ROLE OF SIGNIFICANT-OTHER 

People who make choice for others tend to search for more information than 

making their own choices (Kray, 2000). Especially, Jonas and Frey (2003) reveal 

that participants who are instructed to act as choosing a trip for a friend or a 

travel agent recommending a trip for a client look for more information than 

participants who are told to make decisions for themselves. These findings are 

consistent with certain behaviors from individuals with a particular regulatory 

focus (see Higgins, 1987) and regulatory fit (see Higgins, 2000). Polman (2012) 

compared participants making choices for themselves versus for others via ex-

periments across contexts of choosing paint swatches, wine, and ice-cream fla-

vors. He proved that people activated a promotion-focused (prevention-

focused) approach when making a choice for someone else (themselves). Sub-

sequently, promotion-focused (prevention-focused) people were satisfied 

choosing among many (few) options. However, Polman’s experiments were 

limited in simple buying decisions.  

According to Construal Level Theory (CLT), psychological distance system-

atically influences how events or objects are evaluated (see Trope & Liberman, 

2010). Particularly for events taking place to ‘us’, we are more likely to think of 

low levels or concrete construal. On the other hand, for events taking place at 

somewhere to ‘others’, we are more likely to think in a high level or abstract 

construal. This CLT’s abstraction hypothesis suggests people with high-level 

construal perceive their options interchangeable; hence, lessening the need to 

look for options in large choice-sets. Therefore, people with high-level constru-

al may not perceive the large choice-set valuable. In contrast, people with low-

level construal tend to look for differences among options and find these op-

tions less interchangeable. Hence, they prefer a larger choice-set because they 

have higher chance to match their preferences.  

However, CLT’s feasibility/desirability hypothesis tells us another story. 

Consistent research reports that increasing psychological distance drives the 

focus on the importance of desirability attributes instead of feasibility ones (see 

Liberman & Trope, 1998). Particularly, when people focus on the desirability of 

what large choice-sets offer (e.g., variety seeking or preferences matching), they 

prefer large choice-sets than small choice-sets. However, when people focus on 

the feasibility of large choice-sets (e.g., choice difficulty), they prefer choosing 

from small choice-sets (Chernev, 2005).  

Goodman and Malkoc (2012) attempt to solve the confusion between ab-

stract hypothesis and feasibility/desirability hypothesis, running with experi-
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ments across time and space. They set the boundary conditions of choice over-

load such that abstraction hypothesis would affect choice when trade-off in-

formation about feasibility/desirability is not salient. However, they have not 

tested the third aspect of psychological distance (social distance: self vs. other). 

We postulate that people who make travel decisions for themselves (others) 

perceived the value of large choice-sets less (more) when feasibility/desirability 

trade-off information is salient. 
 

CONCLUSION 

Study one extends choice overload literature by expanding its contexts from 

ordinary retail products to high involvement contexts, and contributes to tou-

rism literature by applying choice overload hypothesis to the practice of selec-

ting vacation destinations. Study two suggests perceived knowledge as a mo-

derator (i.e. pre-condition) for choice overload phenomenon. Study three, if the 

postulation is empirically tested, suggests both significant other and salience of 

feasibility/desirability information moderate COE.  
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LITERATURE REVIEW 

Access to tourism and recreation is a constitutional right as prescribed in the 

United Nations Convention on the Rights of Persons with Disabilities (UN 

2006, Articles 3, 9&30).  Just like anybody else in society, people with disabili-

ties (PwDs) are entitled to entertainment, recreation and tourism, among other 

things.  Prevailing western social norms and values recognise travel and recrea-

tion as a right and the contribution of tourism to the well-being of the disabled 

is well known in the developed world (Yates, 2007:34; Yau, Mckercher & Pac-

ker, (2004). Studies have suggested that travel companies have a social respon-

sibility to meet the needs of the disabled since travel has been identified as an 

important aspect of the quality of life of the disabled (Darcy, 2002; Kinney & 

Coyle, 1992; Prost, 1992). It is however very unfortunate that in many countries, 
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PwDs suffer discrimination, segregation and all sorts of social exclusion (Dar-

cy, 1998; Burnett & Bender-Baker, 2001).  

Providing opportunities and access to people with disabilities is not only an 

ethical issue, but also a business opportunity for operators in the tourism sector 

just like it is for any other sector (United Nations, 2009; APEC, 2003). In fact, the 

social model of disability argues that PwDs do not like to be treated as recipi-

ents of charity but as equals with the so called able-bodied, thus they are will-

ing to pay as much for their holidays as their able bodied counterparts (Oliver, 

1996:21). Furthermore, PwDs are not the weaker species, who should engage in 

the more docile and passive tourism, they are also interested in partaking in the 

challenging forms of tourism, especially outdoor adventure. According to 

Zeller (2008:15) and Jaquette (2005), PwDs feel much more satisfied when they 

visit natural areas and at times they engage in more challenging wilderness 

activities than the able bodied do. The latter could support the notion that it 

makes business sense to make tourism accessible to PwDs. 

With the ongoing economic downturn globally, tourism destinations need 

to ‘think outside the box’ to utilize niche markets. One such market is that of 

PwDs, (Eichhorn & Buhalis, 2007). Further, the fact that nature-based tourism is 

the primary product for Southern Africa means that relegating PwDs could be 

forfeiting a potentially sustainable niche market for future competitive ad-

vantage. Despite the growing disability market, most countries and tourism 

service providers have still not yet recognized the importance of harnessing the 

market.  

It is evident that PwDs and the aged are a growing market for nature based 

tourism (Zeller, 2008) and that the potential contribution of this market to tour-

ism and national economies is enormous (Darcy, 2002).  The mere fact that na-

ture-based tourism (particularly national parks) is Southern Africa’s major 

tourist draw card makes this even more pronounced (Snyman, 2000).  Among 

Southern African countries, South Africa and Zimbabwe are among the best in 

terms of natural endowment, and have some of the largest and most renowned 

national parks.  These countries, however, could be loosing a great deal of tour-

ism receipts and arrivals due to lack of efforts to make the destinations more 

universally accessible. This study therefore will significantly contribute to 

product development with the disabled tourist in mind.  
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RESEARCH AIMS AND OBJECTIVES 
 

The aim of this research is to develop a universal accessibility framework for 

national parks in both South Africa and Zimbabwe. The achievement of the aim 

relies on the following objectives; 

 

 To analyse the literature on universal accessibility in tourism. The theo-

retical framework in this literature study will be strongly oriented to 

product development as a management function. At the end of the day, 

the concepts of universal accessibility should be embraced in the de-

velopment of new nature-based tourism products. 

 To analyse the strengths, weaknesses, opportunities and threats (SWOT 

analysis) of national parks in South Africa and Zimbabwe in terms of 

universal accessibility. 

 To collect data on the expectations of tourist with disabilities and the 

views of park management on the universal accessibility of Zimbabwe 

and South Africa’s national parks. 

 To develop a framework that will be used to draft a policy on universal 

accessibility of parks. 

 

ENVISAGED CONTRIBUTION 

From a literature perspective, the researcher envisages to contribute by coming 

up with more tourism oriented and park specific universal accessibility stand-

ards for Southern Africa.  The contextual flair for Africa, specifically Southern 

Africa is not very loud in the existing literature so far. One would therefore 

want to know how southern African countries fair with regards to universal 

accessibility given the fact that nature-based tourism is Africa’s major tourist 

draw card.   

From a methodological point of view, this research will take a two-pronged 

approach to establishing a universal accessibility framework. Unlike many re-

searches that are either supply oriented or demand oriented, this research will 

establish the actual expectations of tourists with disabilities and the views of 

the park authorities. This two-sided approach is expected to help in coming up 

with a mutually acceptable policy framework. Further, the research is going to 

take a cross dimensional approach, which cuts across several embodiments of 

disability. This is a rare approach and a great contribution since the majority of 

studies concentrate on one particular dimension of disability.  
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Practically, this research will culminate in the development of a framework 

for universal accessibility of national parks which may be used to develop a 

policy for universal accessibility of parks in South Africa and Zimbabwe.  Lit-

erature to date has guidelines here and there developed to cater for specific ar-

eas e.g. hotels; open area recreation, and at times, specific national parks. This 

research will however provide guidelines in terms of universal accessibility of 

national parks especially from both the demand and supply perspective. The 

framework will inform policy on product development in national parks.  

 

METHODOLOGY 

The following approach was adopted in this study; 

 

LITERATURE STUDY 

Related literature was analysed in order to establish the existing concepts, 

strategies and models that relate to universal accessibility in general and access 

to nature based tourism in particular. The key words that were used in the lit-

erature search include ‘universal accessibility’, ‘national parks’, ‘nature-based 

tourism’, ‘universal design’ and ‘people with disabilities’.  

 

EMPIRICAL SURVEY 

Research Design and Data collection method 

This research will be descriptive in the sense that the researcher would like to 

obtain a greater understanding of the perceptions of tourists with disabilities as 

well as park management regarding the universal accessibility of Zimbabwe 

and South Africa’s national parks. The research is two-pronged in that it looks 

at both the demand side and supply side of tourism. It intends to establish 

what these tourists with disability regard as accessible rather than relying on 

the definition of architects and technocrats. The study is unique in the sense 

that it also will also consider the views of national parks management regard-

ing universal accessibility. This way, the research therefore becomes primarily 

qualitative in nature. A self- administered questionnaire, in-depth interviews 

and personal observations will be used to gather data for this research. The 

questionnaire shall be both electronic and manual in order to carter for both 

online and physically present respondents. The researcher also intends to at-

tend at least one workshop or conference where tourists with disabilities can be 

found in their numbers and conduct focus group discussions.  
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Sampling 

The targeted population in this research are tourists with disabilities whose 

interest is in nature-based tourism activities. A non-probability sampling ap-

proach will be used. The researcher will use the databases of tourists with disa-

bilities from Zimbabwe Parks and Wildlife Management Authority (ZPWMA) 

and South Africa National Parks (SANParks). Respondents will also be sought 

from organisations that deal with disability issues in South Africa, Zimbabwe 

and other parts of the world. Further, apart from those that have visited Zim-

babwe and South Africa, other respondents will be sought online using social 

forums for tourists with disabilities. Since the total population is not known 

numerically, sampling shall be based on the guidelines set by Krejcie and Mor-

gan (1970:608) who recommended a sample size of 384 for a population of 1000 

000. 

From the supply side, the research will look at park management where in-

depth interviews will be conducted with the park managers. These interviews 

are expected to be conducted at the Hwange National Park, Gonarezhou Na-

tional Park, Mana Pools and Victoria Falls National Parks and the Zimbabwe 

Parks and Wildlife Management Authority headquarters in Harare, Zimbabwe. 

On the South African side Kruger National Park, Addo National Park, 

Kglagadi and Table Moutains National parks, and the SANParks headquarters 

in Pretoria, South Africa will be used. The targeted respondents include the 

Business Development Managers and other senior managers responsible for 

tourism in the national parks. The sampling method here will primarily be 

purposive since judgement will be used to get a representative response (Jen-

nings 2001:139). This method is also effective, convenient and economic. 

 
Development of Questionnaire 

Building on and adding to Scandic’s Accessibility Standards for hotels and the 

Parks and Benefits (2007) research, and further literature study, a detailed ques-

tionnaire was developed to harness the views and perceptions of tourists with 

disabilities in as far as accessibility of Zimbabwe and South Africa’s national 

parks is concerned.  The Sandic’s questionnaire was made for hotel accessibility 

so it is not fully applicable to parks. It however provides important clues and 

guidelines for developing the questionnaire for parks accessibility. Parks and 

Benefits also came up with a master guideline for accessibility of the Baltic Sea 

region and their work provided a significant input in developing the question-

naire.  
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Data Analysis 

The data will be collected and computed by the researcher, processed by a sta-

tistician of Statistical Services at North-West University and interpreted by the 

researcher. Descriptive statistics will be used focusing on the graphical display 

of frequency tables. A factor analysis will be done on universal accessibility 

variables to determine those that cut across all embodiments and structural 

equation modelling will be done to investigate the relationships between the 

variables and to develop the framework. 
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INTRODUCTION 

Organizational culture is identified by different researchers as one of the most 
important factors that enables or disables the achievement of desirable Cus-
tomer Relationship Management (CRM) outcomes (Kale, 2004; Curry & Kko-
lou, 2004; Iriana & Buttle, 2006; Siriprasoetsin et al., 2011). Most of previous 
studies, with qualitative approaches, have tried to highlight the role of organi-
zational culture on CRM implementation (Chen & Popovich, 2003; Verhoef & 
Langerak, 2002) while others have attempted to identify the organizational cul-
ture factors with potential impact on CRM implementations (Mitussis et al., 
2006). However, very few of these have empirically investigated the relations-
hip between organizational culture and CRM implementation (Siriprasoetsin et 
al., 2011); and no study has been found to empirically investigate this impact in 
the context of the hotel industry. Iriana and Buttle (2006) in their study, suggest 
that the next step of the researches in organizational culture and CRM outco-
mes should be empirical analyses to prove the claim of the literature for this 
potential impact.  
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On this base, the position taken in this research recognized the need of en-
hancing the knowledge of implementing CRM in the hotel industry by focusing 
on the impact of organizational culture factors. The research is based on the 
three main aims. The first aim of this research is to empirically investigate the 
impact of organizational culture on CRM implementation in hotel business 
context. Considering the importance of organizational culture in CRM imple-
mentations, the research’s second aim moved toward investigating the appro-
ach and strategies that could help hotel businesses to improve their organizati-
onal culture. This is toward addressing the lack of a comprehensive research in 
organizational culture developments and CRM implementation in the hotel 
businesses context (Chen et al., 2012).  

Hotel companies that set up CRM strategies to customize their products and 
services have more satisfied customers (Sigala, 2005). However Luck and Lan-
caster (2013) in their study mentioned that within the budget hotel sector, cus-
tomers give more attention to value for money than to loyalty, recognition and 
customized services. As relatively limited research has been conducted on find-
ing guest satisfaction criteria and CRM implementation in budget hotels, this 
study, as the third and final aim, investigated the potential overlap between 
guests’ satisfaction criteria and intended satisfaction criteria by CRM imple-
mentations.  

Toward achieving these three aims different types of data and deep unders-
tandings of processes in a particular context (hotels industry) were needed. 
Hence, case study strategy was considered suitable and a chain hotel from the 
UK was selected as the case of the research. Both qualitative and quantitative 
data were used and the study was designed based on mixed methods via sequ-
ential triangulation technique (Creswell et al., 2003) via three sequential phases.  

Phase One 

A literature review was conducted and a list of organizational culture factor 
identified as the potential predictors of CRM implementations’ outcomes. Fur-
ther, to find a valid and appropriate model with the ability of measuring these 
factors a literature review was conducted among organizational culture meas-
uring instruments. Based on the aim of the research the need for an effective-
ness instrument was recognized (Ashkansaray et al., 2000). Review of different 
effectiveness organizational culture instruments demonstrated that identified 
organizational culture factors are directly and indirectly, related to the four 
dimensions (adaptability, involvement, consistency and mission) of Denison 
organizational culture Model. Accordingly the below conceptual framework 
and hypotheses were proposed. 
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Figure 1 - Framework and Hypotheses of the First Phase of the Research 

 
 

Research’s instrument for this phase is a questionnaire comprised of two 
standard questionnaires of Denison Organizational Culture Survey (DOCS) 
(Denison & Neale, 1996) and Mendoza Model (Mendoza et al., 2006). The ques-
tionnaire is subjected to reliability test and validity tests. The total population 
of the current study considered 364 managers of 32 branches. Cochran’s formu-
la (1977) is used and the optimal sample size was calculated as 187. Web-based 
questionnaire was used and initially 364 questionnaires were sent to the busi-
ness emails of the managers between July and August 2012. In total, 214 (58%) 
completed questionnaires were used for the statistical analysis. Collected data 
were subjected to correlation and multiple regression analysis by using Statisti-
cal Package for the Social Sciences (SPSS). 
 
Phase Two 

The second phase, covering the second aim of the research for investigating 
approach and strategies that can cause improvement in organizational culture. 
Qualitative approach with interview technique was used and Interview ques-
tions were designed based on the empirical results of the first phase of the re-
search and related literature (Denison and Neale, 1996). The interviews were 
conducted with mangers between May and June 2013. Toward consistency of 
the results and ethical issues, the participants were among the respondents to 
the questionnaire of the first part of the research. Number of the interviews 
stopped at 12 at the point of data saturation (Bogdan and Biklen, 1982). The in-
terviews were recorded and fully transcribed. Deductive theory via template 
analyses (King et al., 2004) was used for analysing the interviews’ transcripts. 
Interview transcripts were segmented into four analytical units based on these 
four themes. After that a set of priory codes based on the previous literature 
was defined. These codes and their related themes were considered as the ini-
tial template for analyzing the data. During data analysis, a new set of codes 

Adaptability Consistency Mission Involvement 

CRM Imple-
mentation 

H1         H2               H3           H4 

Organizational Culture 
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and sub-codes also were emerged from the data and the initial template was 
changed and modified. Selected and highlighted data along with final modified 
template were used for interpreting and producing the final report.  
 
Phase Three  

The last phase of the research investigate on the potential overlap between in-
tended CRM outcomes of the case study and real guests’ satisfaction criteria. 
Both interview (inductive approach) and content analysis (Neuendorf, 2002) 
were used toward achieving the goal of this phase. Firstly, as a part of the in-
terviews (explained in second phase), managers were asked about CRM prog-
ramme and the ways that it may put influence on guests’ satisfactions. Also, 
525 guests’ comments from August 2012 of three branches were gathered. 
Toward consistency of the results, they were the same branches where inter-
views took place. As the main focus of phase was guests’ satisfaction, gathered 
comments were scanned and the negative and neutral comments were elimina-
ted and 220 positive comments were selected. Comments were contents analy-
sed based on the defined codes.  

RESULTS  

The result of the correlations test, from phase one, is shown that there is a posi-
tive and meaningful relationship between the organizational culture factors 
and CRM implementation. All correlations were significant and greater or 
equal to +. 56< p< .001, two-tailed. The results suggest that when the level of 
staff involvement, consistency of the company, listening and reacting to the 
customer/market’s needs and sharing the mission and vision of the company 
among the staffs increase, CRM implementation outcomes increase. The results 
of the multiple regression tests shown the variable of mission with p=. 40 has 
the highest level of impact on CRM implementation. This impact followed by 
consistency with p=. 24 and adaptability with p=. 20. Staff involvement with t = 
- 0.237 and p = 0.813 (p> 0.05) do not have a significant impact on the model’s 
ability to predict CRM implementation. The results show that though staff in-
volvement is positively correlated with CRM implementation but CRM imple-
mentation is not dependent on it. The results of the second phase of the rese-
arch suggested a list of strategies that can help to improve organizational cultu-
re and consequently, CRM outcomes. These strategies are shown in figure 2. 
The results of the third phase of the research are shown that there are not over-
laps between all intended outcomes of CRM programme and guests’ satisfac-
tion criteria. While customising the product and services is one the main atten-
tions of the CRM programs just 2 out of 61 comments, was related to customi-
zed service. While company work toward adding guests to the loyalty scheme 
and staying in touch with them via regular offers, no comment were found 
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about the loyalty scheme and point systems of the company. No comment was 
found with mentioning anniversary and wedding greetings as a satisfaction 
reason. No comment was found about contacting dissatisfy guests for giving 
better guest experience. It needs to be considered that though, guests’ satisfac-
tion criteria have overlap with most of CRM outcomes, comments related to 
CRM were comprised of only 28% of satisfaction comments (61comments out 
of 220). 72 % of satisfaction comments (159 comments out of 220) were belon-
ging to the core products, which are not the outcome of the CRM.  

CONCLUSION AND IMPLICATIONS 

The empirical results of the first phase demonstrate that in the context of hotel 
industry, organizational culture factors (consistency, adaptability, staff invol-
vement and sharing the mission and vision of the company) have a positive 
impact on CRM implementations, which is the answer to the gap of the litera-
ture (Iriana and Buttle, 2006) and in line with pervious qualitative studies that 
identified these factors as potential predictors of CRM outcomes (Chen and 
Popovich, 2003). The empirical results further showed that while all of these 
factors are important some of them have a higher level of impact on CRM imp-
lementations. Among these four factors, sharing the mission and vision of the 
company and CRM programme among the staffs has the most impact on CRM 
outcomes. This Impact will be followed by adaptability and consistency of the 
company. The empirical result of the research further showed that staff invol-
vement is the factor with the least impact on CRM implementation. The result 
showed that though a successful CRM outcome is highly correlated with staff 
involvement, it is not dependent on it. The role of staff involvement was high-
lighted in previous researches as inseparable part of CRM projects (Chen & 
Popvich, 2003; Kale, 2004). This conflict can be explained from Information 
Technology (IT) point of view, IT changed the business world dramatically 
hence implementations of CRM projects. Investigating the CRM programme of 
research’s case study showed that most processes are handled with the help of 
IT. For example, having an efficient reservation process is one of the main parts 
of CRM project. This is while the number of reservations through phone is dec-
reasing and day-by-day, the number of people who prefer to make online re-
servation is increasing. Online process is handed by IT through website and 
mobile apps (24/7) without (a need for) any staff presence. It can be said that 
host-guest relationships have dramatically changed and IT has replaced (or at 
least largely impacted on) most part of this relationship. Software packages ha-
ve replaced most part of manpower in the CRM process and downplayed the 
role of staff involvement. This can be an explanation to the result of the rese-
arch demonstrating that CRM implementation is correlated with staff involve-
ment but not dependent on it.  The second phase of the research suggests a set  
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of strategies that along with contribution to the literature can be used practi-
cally in the hotel business toward having better CRM outcome. The results of 
the third phase of the research suggest in the budget hotel context, customers 
are not looking for customised products and services, which is one the main 
CRM aims, instead they are more interested in a short and comfortable stay. 
This is in line with Luck and Lancaster (2013) study mentioning that customers 
are likely to value some product or service above others and within the budget 
hotel sector, customers attach more importance to value for money than to loy-
alty, recognition and customized services for satisfactions.  
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INTRODUCTION 

The hotel policy in the SPA hotels is provided primarily for the benefit of con-

sumers and is an important part of the marketing strategy of tourism enter-

prise. Usually, the strategy is connected not only with the definition of the 

main objective but also with a number of sub items. Self-constructing of a vi-

sion is required on behalf of the managing staff such as to implement specific 

policies in the practice and a mission describing the expected material and non-

material benefits. Based on the obtained statistical data strategies for the mark 

and sales are made, that are in the core of the economic policy of the hotel. In 

many cases when forming the hotel policies the personal professional experi-

ence of the authorized personnel is used, as well as the expertise of consultants, 

researchers at universities and scientific institutions who specialize in man-

agement efficiency etc. (Ribov 1997:62) The economic realities and the for-
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mation of specific policies in the hotel business in particular require that “the 

eternal questions” are tackled by the executives based on their experience with-

in the frame of local regulations and the international law provisions. Bench-

marking is an effective structural approach to quality engineering and man-

agement. It involves investigating industry's best practices, analyzing and 

evaluating one's own operation for opportunities and implementing an action 

plan that includes the structure of goals, objectives and operating targets. 

LITERATURE REVIEW 

Traveling in general gives the opportunity to the tourists to get acquainted 

with the culture of the visited destination, to enhance their knowledge and 

even skill in particular spheres like for instance the folklore, local crafts, music, 

and arts. In many cases the recreational tourist resources are usually fixed in 

space (they can’t be moved from their place) i.e. the tourist has to go there in 

order to benefit from the specific psychophysical recreational function. As per 

Vodenska M, Assenova M. (2004:26) some small anthropogenic objects are an 

exception as they can be moved to museums, exhibitions, stages, etc. In this 

respect the anthropogenic resources can be subdivided to autochthonic (per-

taining to the spot) and allochthonous (brought from another place).   

In his short but meaningful research on theories and postmodern tourism, 

Nathan Uriel (Uriely, 1996:928) pays attention to the shift from the 70s theories 

of “modern” tourism towards the contemporary discourse of “postmodern” 

tourism. The findings suggest that, beyond the different notions regarding the 

nature of tourism, this shift involves a change in the style and form of theoriz-

ing within the sociology of tourism. The terms postmodern and postmodern-

ism refer, among other phenomena, to a new form of theorizing the contempo-

rary historical moment. In this context, postmodern social theory reacts against 

grand theories and their tendency to conceptualize societies as totalities. Post-

modern social theory is also characterized by its compromising nature which 

supports “both-and” rather than “either-or” statements (Denzin 2002:28).  

The Uriely study of tourism emerged as a distinguished sociological subject 

field mainly during the 70s and 80s. In spite of the different conceptualizations 

of tourism, most of the students in the field were unified in their perceptions of 

tourism as a modern phenomenon. Nevertheless, the field was dominated by 

two competing viewpoints regarding the nature and meaning of the modern 

tourist experience. One side of the debate took the form of social criticism, in 

which tourism was viewed as a symptom of modern decadence. This concep-

tual approach was represented by scholars who perceived the modern tourist 
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experience as a trivial and superficial activity which involves a quest for con-

trived experiences (Barthes 1972; Boorstin 1964; Turner and Ash 1975). The op-

posing approach was primarily represented by MacCannell (1973) who concep-

tualized the tourist experience as a meaningful modern ritual which involves a 

quest for the authentic. Since the early 80s, a growing number of scholars have 

addressed various tourism-related activities as expressions of postmodernist 

rather than modernist culture. Contemporary trends in tourism, such as the rise 

of small and specialized travel agencies, the growing attraction of nostalgia and 

“heritage tourism”, the flourishing of nature oriented tourism, and the increase 

of simulated tourism-related environments, are labeled as aspects of “post-

modern tourism”.  

In the 90s cultural tourism has become one of the main subjects in academic 

research to ensure the optimal ways to use cultural resources in tourism, and 

improving the quality of tourism. While the “situational” postmodern tourism 

follows Boorstin’s notion of “pseudo-events”, the “other” postmodern tourism 

follows Mac-Connell’s argument regarding the quest for authenticity. Unlike 

the earlier notions of modern tourism, however, the “situational” and the “oth-

er” dimensions of postmodern tourism do not derive from two opposing 

camps of scholars who challenge each other. On the contrary, some of the im-

portant scholars of postmodern tourism include both the “situational” and the 

“other” dimensions in their complete portrayal of postmodern tourism (e.g., 

Urry 1990). Furthermore, unlike the former theories, the two dimensions of 

postmodern tourism construct complementary rather than contradictory sets of 

propositions regarding the nature of tourism. Munt’s statement reflects the 

compromising nature of postmodern theories which involve “bot hand” rather 

than “either-or” attitudes (1994: 101). In addition, conceptualizations of post-

modern tourism depart from the tendency of the earlier theories of modern 

tourism to homogenize the tourist experience as a general type. On the contra-

ry, postmodern tourism is characterized by the multiplicity of tourist motiva-

tions, experiences, and environments. In this respect, the notion of a diverse 

and plural realm of postmodern tourism goes one step beyond proposition re-

garding the variety of tourist experiences.  

DISCUSSION 

There are different interpretations of the term “postmodern cultural tourism” 

defined with the noun “tourism” and the adjective “cultural” and in defining of 

the hotel policy in the SPA hotels in some cases is mostly of statistical im-

portance and is a base to form a mark strategy towards the respective innova-
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tive forms being planned to be implemented in the hotel, working out policies 

to increase the economic performance and keep the jobs. Modernity or the 

modern epoch and postmodernity in the cultural tourism are conditional terms 

(Holloway, J. 2002). Some authors think we live in modernity and it is fixed.  

Postmodern tourism relates to the sociological theories with substantial appli-

cation to the study of the processes of contemporary tourism. This follows from 

the fact that in the developed industrial countries the base on which the cus-

tomer is taking decisions has changed, reflecting on the supply and demand. 

The theory extrapolates the traditional graphics, depicting the relation between 

the intellectual capacity and the entertainment market where the curves meet 

and take downturn (Jelincich D. 2009). Post modern tourists prefer destinations 

different from the strictly urban areas with the conceptual tourist attractions 

(museums). They rather prefer emotions that will make the place different from 

any other (Hernández-i-Marti Gil-Manuel 2006). The modern tourist can be re-

garded as a modern pilgrim with a guidebook, laptop, GPS, e-phone, e-pad and 

tablet. Now the theater stage or the museum are usually seen by the modern 

tourist as a metaphor of power and the state, a space full with the aura of the 

authentic artifacts (Angelov A. Pancheva E, 2005).  

CONCLUSION AND IMPLICATIONS 

The creation of newly constructed tourist attractions in the hotel environment 

at SPA hotels through implementing the instrumentation of contemporary art 

and giving life to the existing cultural monuments in the area – archeology and 

architecture, by the means of installations, performances, and video art is of 

particular importance to the tourists in the observed in the present research 

hotels, as they can benefit not only from the applied health procedures but also 

from the quality cultural experiences as well. Apart from the elaborate words, 

from purely economic view point it is a matter of improving the efficiency of 

the balneal, spa and wellness hotels in direct revenues plus the cultural benefits 

of the postmodern cultural tourism. 

In order to gain a complete understanding of the hotel policy in the hotel 

environment at SPA hotels and true effect of decision making processes in all 

stakeholders’ relationships, it is necessary to conduct a study that examines 

financial results on ten five star hotels in Bulgaria in five years period of time 

and how the decision making processes are influenced the results. This in-

cludes, but is not limited to examine all official financial reports, other official 

data of National statistical institute, regional and municipality information, in-

terviews with managers and others. The effects on research must create a more 
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clear view on the effects of applying benchmarking strategies based on devel-

opment of different forms of postmodern cultural tourism at SPA hotels. Hotel 

policy of each may be different, and this is expected to be demonstrated by the 

discrepancies in intimacy between the data. It is important to examine the im-

pact of applying of all models of postmodern cultural tourism. 

The improvement of the hotel policies for the increasing of the competitive-

ness in the post modern cultural tourism through innovative benchmarking 

strategies in the segment of SPA and wellness hotels can bring to a higher level 

of the offered tourist services i.e. servicing tourists in a communicative envi-

ronment connected to contemporary arts. 
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Coral reefs are particularly vulnerable to numerous threats, including: unsus-

tainable fishing; pest plants/animals and disease; dredging; oil and gas ex-

traction; mariculture; climate change; and recreational use (Lockwood, 

Worboys et al. 2006). Recreational use of marine resources may result in irre-

versible impacts on the marine environment (Hawkins, Roberts et al. 1999, 

Luna, Perez et al. 2009). Interpretation (i.e. the process of conveying a mes-

sage and providing guidance to the visitor to create an understanding and an 

appreciation of the natural resources) is a tool that can be used to effectively 

manage recreational resource users (i.e., scuba divers and snorkelers; Orams 

1996, Moscardo 1998). Interpretation can be used to promote pro-

environmental behavior among visitors and thereby reduce their impacts on 

the resources they use. Few studies that have investigated the use of interpre-

tation in minimizing the negative impacts created by recreational marine re-

source users. The overarching objective of this study was to determine what 

the drivers are of environmentally significant behavior in marine recreational 
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resource use, and how that understanding can be used to influence behavior 

to be more environmentally-friendly using interpretation.  

To realize this research objective a theoretical framework was developed 

to assist in understanding the drivers of visitor behavior. The framework 

considered the behavior of scuba divers and snorkelers as a result of situa-

tional, personal and environmental factors. This allowed the researcher to 

determine if scuba dive/snorkel behavior was volitional and therefore recep-

tive to influence into more environmentally-friendly behavior. The frame-

work then used an understanding of behavior theory to implement interpre-

tation and examine how this intervention could work to influence behavior. 

The Theory of Planned Behavior (TPB; Ajzen 1985) was incorporated into the 

framework to understand the components of behavior and identified the un-

derlying beliefs responsible for the potentially damaging behavior. The iden-

tification of these salient beliefs, or the important beliefs visitors have regard-

ing a specific behavior, is crucial as these will be the beliefs that need to be 

targeted throughout the interpretive intervention. The Elaboration Likeli-

hood Model (ELM; Petty et al, 1992) was then used to guide efforts responsi-

ble to eliciting behavior change. The theoretical framework of this research 

project combined the TPB and the ELM, together with interpretive efforts 

(Ham 2007), to realize behavior change and investigate the specific objectives 

of this research project. 

Studies investigating the potentially damaging behavior of resource users, 

and how to influence that behavior, are lacking in the existing literature. This 

study investigated the behavior and beliefs of 237 scuba divers and 399 snor-

kelers in the Mombasa Marine Park and Reserve, Kenya. The specific objec-

tives were: 1) to determine the drivers that influence the behavior of scuba 

divers (not coming within 10cm of the reef substrate), and snorkelers (not 

contacting the reef substrate) when they undertake either recreational marine 

activity, and, if this behavior is volitional; 2) to determine the salient beliefs 

the scuba divers and snorkelers have in regards to the target behavior; 3) in-

vestigating the efficacy of interpretation based on these salient beliefs (snor-

kelers only); and 4) to determine if behavioral beliefs of the recreational re-

source users (snorkelers only) changed for a long-term duration.  

The first data chapter, Chapter 2, investigated visitor behavior of 192 scu-

ba divers and 167 snorkelers to determine the drivers of this behavior and if 

the behavior was volitional. Results showed that contact behavior (defined as 

contacting the reef substrate) of scuba divers and snorkelers was influenced 
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weakly by experience (more experience resulted in fewer contacts). Results 

from this chapter indicate that visitors direct interactions with the reef sub-

strate are largely under their volitional control. Consequently, it should be 

possible to influence these behaviors using interpretation if interpretative 

efforts are based on a sound understanding of behavioral theory and the spe-

cific beliefs that underlie visitor’s behavior (Ballantyne and Packer 2005, Ham 

and Weiler 2006). 

In Chapter 3 the salient beliefs of 159 scuba divers and 59 snorkelers were 

identified by monitoring the behavior of the recreational resource users dur-

ing their in-water activities. An elicitation interview was then administered. 

This process provided the most important beliefs (salient beliefs) scuba di-

vers and snorkelers have about potentially damaging behaviors to the reef 

(i.e., not coming within 10cm of the reef for the scuba divers and not contact-

ing the reef for the snorkelers). The most common beliefs identified are: the 

scuba divers and snorkelers believed that not engaging in potentially damag-

ing behaviors would offer the reef protection, that the dive/snorkel guides 

are the people most likely to approve of them (the scuba divers and snor-

kelers) not engaging in potentially damaging behaviors, and that the di-

ve/snorkel guides are the people most likely to avoid potentially damaging 

contacts with the reef. The scuba divers also believed that not coming within 

10cm of the reef substrate was disadvantageous to them as it prevents them 

(the scuba divers) from seeing as much when they scuba dive. Scuba divers 

furthermore believed that buoyancy control and favorable water conditions 

would make it easier for them not to have potentially damaging contacts to 

the reef when they scuba dive. The snorkelers also believed the snorkel 

guides to disapprove of them (the snorkelers) not contacting the reef, and, 

that deeper water and more information would make it easier not to contact 

the reef when they snorkel. These salient beliefs are the beliefs that should be 

targeted in interpretive efforts to realize behavior change. This is consistent 

with the theoretical framework of this project as TPB identifies the salient 

beliefs (Ajzen 1985) as the determinants of behavior whilst interpretive inter-

ventions target these beliefs (Ham 2007). 

Chapter 4 investigated how interpretation can be used to influence snor-

kel contact behavior. Data were collected from 268 snorkelers regarding their 

behavioral beliefs, normative beliefs, control beliefs, behavioral intentions, 

knowledge of marine ecosystems, snorkel behavior, and their perceptions of 

their snorkel experience. After six months of data collection, the researcher 

developed an interpretive program for the snorkel industry that was subse-
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quently implemented on snorkel excursions. The previously identified salient 

beliefs (Chapter 3) of the snorkelers were incorporated into the interpretive 

program. Once the program was established on the snorkel boats, the re-

searcher resumed data collection. Upon completion of the data collection, the 

researcher was able to examine the differences between two different groups 

of snorkelers: those that had received no interpretation (pre-workshop) and 

those that had received interpretation (post-workshop). Results revealed that 

those snorkelers who had received interpretation displayed more environ-

mentally-friendly snorkel behavior (less detrimental to the environment) and 

were generally more satisfied with specific aspects of the snorkel excursion 

(increased visitor experience). Furthermore, snorkelers that had received in-

terpretive efforts had more elaboration, or critical thinking, as a result of the 

interpretive efforts. These results indicate that the interpretive program was a 

success and that the salient beliefs identified earlier were successfully target-

ed by these interpretive efforts. Results confirm that interpretive efforts based 

on the theoretical framework, that incorporates behavior (change) theory, can 

be effective in promoting pro-environmental snorkel behavior. 

The final chapter of the research project examined whether the changed 

snorkel behavior of the participants resulted in long-term belief changes. Six 

or more months following their snorkel excursion in the Mombasa Marine 

Park and Reserve, 167 participants were emailed a web questionnaire that 

contained questions regarding the participants’ behavioral intentions, control 

beliefs, and behavioral beliefs. These questions were the same questions the 

participants had completed prior to their snorkel excursion in the pre-

excursion questionnaire. Results from 87 participants showed that most of 

the beliefs had not been altered over the six-month period with one excep-

tion: a control belief indicating that participants in the group who received 

interpretation had gained more control over their snorkeling behavior when 

it came to not contacting the reef. According to the ELM of the theoretical 

framework the type of behavior change, short- or long-term, depends of the 

amount of elaboration. Even though participants of the interpretive group 

displayed more elaboration, it was not enough to create long-term behavior 

(belief) change. Regardless of any long-term changes in their beliefs, actual 

behavior during their time of snorkel was altered as a result of the interpre-

tive program, indicating that local resources were more protected than if they 

had received no interpretation prior to their excursion. 

Oftentimes interpretation programs suffer from poor design, lack of an 

understanding about behavior theory, brief interaction period with recipient, 
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and usually solitary encounters with recipients (Orams 1994, Darnton 2008). 

Furthermore, there is a need for interpretation programs to incorporate an 

understanding of behavior theory into the design of these programs as this 

has been shown to be paramount to the success of the interpretive effort 

(McKenzie-Mohr 2000). The theoretical framework developed for this re-

search project used an understanding of behavior theory to identify the driv-

ers of significant environmental behavior of visitors, and then used the TPB 

and ELM tools to create and deliver interpretive efforts. This framework was 

found to be useful for understanding and influencing behavior of visitors 

engaged in marine recreational resource use. Future research should focus 

efforts on understanding how salient beliefs can most effectively be targeted 

by interpretive efforts to realize long-term changes of behavior. Long-term 

behavior changes will assist in global resource protection on a wider geo-

graphic scale. When using interpretive interventions to change the potential-

ly damaging behavior of visitors to natural resources it is essential that the 

target behavior is volitional and open to interpretive efforts. By investigating 

the potentially damaging behavior of marine resource users, paired with an 

understanding of behavior theory, this study has also shown that directed 

interpretation, based on the salient beliefs of recreational resource users, can 

be considered an effective management tool in the protection and preserva-

tion of marine resources. 
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INTRODUCTION 

This thesis is an enquiry into the nature of the motilities and mobility’s of VW 

Campervan subcultures as they vacate cities and suburbs to commune for rec-

reational purposes.  As a tourism study it looks at ways in which ownership of 

a distinctive form of transport has led to the flow of corporeal travel in the 

‘slow lane’. By interrogating the multiple behaviors, discourses and interde-

pendencies associated with the collective movement of mobile home owners, 

‘kinships’ between the vehicle as a material object and driver, as its biological 

other are understood as an embodied practice. From initial observational 

fieldwork, the VW campervan is anthropomorphized by the majority of partic-
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ipants, as though imbued with human attributes. It is often adopted as a family 

member, identified by name and communicated about as though ‘alive’ in a 

pseudo biological sense. Sheller (2004) also suggests that there is a libidinal 

economy which has developed around the automobile, in which personalities 

are deeply invested in them as objects, thus the suggestion is that our “love af-

fair” with a particular vehicle finds its psychic analogue through human de-

sires, therefore they cannot simply be conceptualized as a piece of neutral, non 

divisive transport and leisure apparatus.  

RATIONALE 

Before I ever imagining studying the phenomena of VW campervan subcultures, I fo-

und myself on the internet shopping forum ‘Ebay’ one evening buying what could be 

called my ‘midlife crisis’ van, which in this case was a Wesfalia Bay, 1972 model. The 

idea of buying the van evoked a sense of possibility where past freedoms were nostalgi-

cally recalled in the fleeting moment between winning the item and doing the bank 

transfer. I consoled myself via such commodity acquisition ‘out of the blue’, hoping 

perhaps that the ‘good old days’ could somehow be retrieved. The idea that an old classic 

Volkswagen campervan could enable a return to a world where motility, freedom and 

being carefree could be achievable again was momentarily articulated through an ima-

gined mobility. As the aforementioned vehicle however was delivered to my door, I be-

gan to realise that whatever positive thoughts I had about the holiday ideal at the point 

of purchase, was in light contrast to the dark reality, which followed. For my dream 

machine was actually a faulty, rusty, oil hungry, old vehicle which was both difficult to 

drive and expensive to maintain. It was then I realised that despite an instant attach-

ment to what I would describe as an aesthetically pleasing and thus emotionally seduc-

tive form of leisure transport, it was actually more like a 2 star youth hostel on wheels. 

I panicked about what I was then meant to do with my new mobile home. Where was I 

to drive? I hadn’t thought of how to plan a holiday actually using it, or even considered 

if I would actually inhabit it at all. The desire to flee the ‘horror of home’ Baudelaire, 

cited in (De Botton, 2002, p.32) was swiftly replaced by frantically taking a paradigm 

shift to ‘there’s no place like home’. Paradoxically for some reason I still liked the idea of 

owning the van as long as it was parked securely on the drive. So in a position where I 

neither wanted to sell it or keep it, I joined a local VW Campervan club in the North 

East of England and used the support of other owners to help me understand how wit-

hout any particular logic or rationale I had joined their club.  
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METHODOLOGY 

Qualitative research methods were used to access to the VW campervan tourist 

experience. These were subsequently reflected upon using interpretive analy-

sis. By employing a traditional ethnography, the voices of VW campervan col-

lective was traced. Data was gathered using open systems which meant parti-

cipant motivations could be exposed by a range of means. These included the 

use of traditional anthropological techniques in tandem with an auto-

ethnography where researcher subjectivities were also captured as a series of 

personal narratives. Conducting this fieldwork involved travelling in a VW 

Campervan to events in the north east of England and Scotland. These included 

festivals in Biggar, Druridge Bay, Northallerton and Leeds to interview owners 

about their involvement with travelling cultures.  

There were three data collection modes:  

 
Auto-ethnographic  

Auto-ethnography was used to capture the intimacies of being a VW camper-

van owner in attendance of festivals and events. Here the researchers fine art 

background was utilised to facilitate experimental approaches to data collec-

tion using a range of mediums. These included: sound recording, video diaries, 

photography, filmaking and drawing with the aim of producing a bricolage of 

intensities and frequencies of knowledge.  

 
Community Ethnography  

Using ethnographic principles, ‘insider’ relationships with VW owners subscri-

bed to the Durham Dubbers Owners Club contributed to the research.  25 Par-

ticipants from the collective engaged in diary making, interviews, informal 

conversations and made contributions on web blogs. A further 30 respondents 

answered questions on an online Volkswagen forum.  

 
Wider Associates 

To broaden the research further, owners in attendance of VW campervan orien-

tated festivals and events but who were not linked to a particular identifiable 

tribe were invited to contribute to the wider picture. Vox-pop video interviews, 

semi-structured interviews, chats and some engagement on a national VW 

campervan forum added to the research data collection.  
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LITERATURE REVIEW 

The literature review seeks to support three main empirical chapters which 

map distinct segments of the tourist experience. These include: becoming a VW 

campervan owner , making emotional connections with the machine, travelling 

on the highway to reach the destination and upon arrival seeking to connect 

with associated others at the festival site.  

The Body and the Machine (Relations between owners and their vehicles 

before they set off on vacation) 

In this chapter the literature concerning the hybridic relationship between 

the human body and its use of a machine as a tool for mobilization is discussed. 

The humanity (Sheller et al) and sociality of the automobile (Miller, Maxwell, 

Verrips, Stotz et al, 2001) have been reviewed both as a transhumanist discour-

se (Haraway, )and as an embodied practice. This enquiry also draws upon Mer-

leu-Ponty ( ) and Serres et al ( )to try to understand how humans perceive the 

haptic nature of VW campervan mobilities as an experience. 

Mobile Geographies of the Road (Travelling from A-to-B to festivals) 

This chapter looks at the mobile geographies of VW campervans as they 

move from A-to-B. Because travelling on a road as a routine practice can be 

seen as predictable and mundane it is not often considered with the same scru-

tiny as the extraordinary voyages of world travellers (Binnie et al, 2007). Ar-

guably however that for most VW campervan owners using the routes of the 

everyday to realize their holidays are anything but commonplace. By conside-

ring this touristic space as a place full of subjectivities and meanings, the psyc-

ho geographies of these subjects cannot be dismissed. This discussion therefore 

aims to critique the work of authors such as (Auge, 1995) who conceptualized 

motorways, airports and shopping malls as ‘non-places’ or (Relph 1976; Ca-

sey.1993) who describe the in-between as  ‘placeless’ or (Lefervre, 1991) who 

suggests such spatiality’s are mere abstractions. In addition, geographers and 

anthropologists have tended to denote the idea of ‘place’ as a fixity of rooted-

ness which has longstanding attachments (ibid). Here the chapter proposes that 

VW campervans despite their non fixity, as a mobile home it can be a destina-

tion in itself and infact is anything but empty of interactions and meanings. Ac-

tor network theory (See Latour, 2006) and Bissel, Fuller et al are used as a sys-

tem to discuss these agencies that proliferate mobility as a set of traceable 

networks.  
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Imagined Communities (The ‘being together’ and camping with others at 

festivals) 

VW campervan owners are highly motivated to meet up to camp out on 

weekend excursions. It was found that the majority of ‘middleclass’ campervan 

owners from the north east of England enjoyed more ‘scenic’ family holidays 

rather than busy festival gatherings. Due to this insular approach they were 

more likely to create autonomous leisure time off the beaten track. Whilst a 

small minority did attend VW themed festivals out of curiosity, it was mainly 

working class owners that could afford to buy a Volkswagen who preferred to 

congregate at rally’s. With Maffosoli et al at the core of this debate, it is argued 

that this neo tribal behavior of communality is determined by the necessity to 

identify and connect with ‘likeminded’ others to experience a sense of belong-

ing. It also led to territorial behavior, social isolation and the segregation of 

groups from a shared demographic as suburbs, fortresses and villages were 

created as mobile cities within the festival context. This also led to questions 

about whether the post-industrial past of the North East of England previously 

built around communities formed to work in coal mines, steel works and ship-

building had any bearing on the seemingly natural propensity of the partici-

pants to join in with events that combined labor in leisure. In other words VW 

adventures required both driving and mechanical skills as well as self reliance 

and hard work ethic for survival in camping conditions. This chapter explores 

some of these issues.  

RESULTS 

This presentation paper wishes to share the work of this particular case study 

of tourism mobilities and experiences. The aim is to share this unique case 

study with relevant academics so that a peer review can enhance the study po-

tential. The process and findings in this final writing up phase will benefit from 

feedback of colleagues within the field through seminar discussion of the rese-

arch produced so far. 
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INTRODUCTION 

There is currently much debate about how knowledge of tourism can and in-

deed should be produced (Coles, Hall and Duval, 2006). Tourism knowledge 

production is criticized to rely too much on Western values which is Anglocen-

tric and Eurocentric (Tribe, 2010; Ren, Pritchard and Morgan, 2010), with a cru-

cial role played by the tourism’s academic gatekeepers (male, first generation 

scholars grounded in the Western, Anglocentric traditions and located in busi-

ness, geography or recreation departments) who determine the scope and di-

rection of tourism knowledge. The encouragement of tourism knowledge pro-

duction beyond the restrictive dogma and parochialism of disciplines is de-

scribed as “critical turn” in tourism studies which seeks to provide and legiti-

mize a space for more interpretative and critical modes of tourism inquiry (At-

eljevic, Pritchard and Morgan, 2007). There are two forms of “critical turn”: 
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“methodological turn” which advocates critical and reflexive approaches and 

“cultural turn” which embraces multiple worldviews and cultural differences.  

With the fast increase of global tourism industry and in the light of sustainable 

development, the relationship between tourism and the physical, socio-

cultural, economic and political environments within which it occurs and upon 

which it impacts has long been recognized and considered within the academic 

literature (Sharpley, 2009). Sustainable tourism is believed to be capable of 

bringing about the ideal establishment of economically productive, socially re-

sponsible and environmentally conscious development (Muller, 1994). Howev-

er, it is found that the current concept and theories of sustainable tourism are 

generally created based on the Western value systems with limited effective 

approaches. Future sustainable tourism research thus requires more critical as-

sessments to adopt approaches and concerns with the “critical turn”. In re-

sponse to the “methodological turn”, this study developed conceptual research 

approaches that were overlooked in methodological studies and then applied 

in sustainable tourism research. In response to the “cultural turn”, the thesis 

seeks to embrace Chinese cultural values in understanding the concept of sus-

tainable tourism.  

Consequently, the study is divided into two parts. Part one is the theory of 

conceptual research with the aim to clarify what conceptual research is and the 

approaches of it. Part two is the practical application of conceptual research 

with the aim to re-conceptualize sustainable tourism in the light of Chinese cul-

tural values using the conceptual research approaches developed in part one.  

RESEARCH METHODOLOGY 

Part One: content analysis (quantitative and qualitative) 

Data: 471 published journal articles collected from the CABI 

(www.leisuretourism.com) abstracts database with the application of the 

search code UU700 (the tourism and travel code) 

 

Part Two: conceptual research approaches (1,2,3,5,7,9,10,12) 

 
RESULTS 
 

Part One:  

Definition: conceptual research in tourism is conceived as:  

“a set of activities that focus on the systematic analysis and profound under-

standing of tourism concepts. Research can cover the antecedents, origin, histo-
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ry and development of the concept as well as its current use, facets, controver-

sies, applications, characteristics and idiosyncrasies, points of differentiation, 

discourse and ideological analysis and deconstruction. Its major outcomes in-

clude the clarification of a concept, the proposing of a new concept, the modifi-

cation of an existing one (reconceptualization) or ideological or other critique.” 

Quantitative aspects: Volume and Trends 

Conceptual research only accounts for 4.17% of the total thus illustrating that 

conceptual research is found to be somewhat overlooked in the tourism re-

search academy. More conceptual research was done in the recent 15 year peri-

od (1996-2010) than the earlier one indicates that conceptual research became 

more common in the recent period.  

Qualitative Aspects: Conceptual Research Approaches 

Twelve conceptual research approaches which demonstrate how conceptual 

research can be carried out are:  Defining concepts, Comparing concepts, His-

torical analysis of concepts, Constructing conceptual typologies, Mapping the 

scope of concepts, Exploring the purposes of concepts, Deconstructing 

concepts, Applying concepts to practice, Synthesizing concepts, Translating 

concepts to new contexts, Finding conceptual gaps, Proposing new concept 

/Reconceptualization 

 
 
CONCLUSION AND IMPLICATIONS 

The first contribution of the study is to the “methodological turn” of tourism 

research by proposing conceptual research as an existing but overlooked re-

search type and developed the approaches of it. It offers insights for the ones 
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who interested in doing conceptual research not limited in tourism realm but 

also a contribution to general methodological studies. The publish of part one 

with the title of “Conceptual Research in Tourism” in Annals of Tourism Re-

search (Vol. 41, pp. 66–88, 2013) and the adoption of conceptual research ap-

proaches by researchers (for example Ram, Nawijn & Peeters (2013) Happiness 

and limits to sustainable tourism mobility: a new conceptual model, Journal of 

Sustainable Tourism, Vol.21 (7), pp. 1017-1035 and  Xue, Manuel-Navarrete & 

Buzinde (2014) Theorizing the concept of alienation in tourism studies, Annals 

of Tourism Research, Vol.44, pp.186–199.) suggests the value and acceptance of  

the study.  

The second contribution is to the “cultural turn” of tourism research by ad-

dressing Chinese cultural values in tourism knowledge creation apart from the 

Western values. It sets an example for non-Western researchers to generate 

tourism knowledge which embraces multiple worldviews and values. Actually, 

this is not limited in tourism but all the disciplines in social science. Non-

Western countries will benefit from this shift.  

The third contribution is to sustainable tourism. On the one hand, it offers 

new approaches in studying sustainable tourism. On the other hand, it devel-

ops different understandings of the concept of sustainable tourism and indi-

cates insights for future research.  
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Medical tourism is conceptualized as a phenomenon where people travel be-
yond their own territory to obtain medical, dental and surgical care while si-
multaneously being holidaymakers (Connell, 2006). Standing on the fact that 
medical tourism is associated with health and wellness being of individuals, 
medical tourism industry has grown to be one of the fastest-growing tourism 
sectors internationally (Heung, Kucukusta & Song, 2010). For some countries, 
investment in medical tourism industry may serve as a way to increase GDP, 
improve services, generate foreign exchange and boost tourism (Ramirez de 
Arellano, 2007). Countries such as Jordan, Argentina, India, Thailand, Singapo-
re and Malaysia are among the countries that have started developing and 
promoting their own medical tourism industry (Connell, 2006). However, Asia 
holds the reputation as the key region for medical tourism (Connell, 2006; Hall, 
2013), in particular, India, Thailand, Singapore and Malaysia (Hall, 2013). 

In Malaysia, medical tourism industry is regarded by its government as an 
important economic area for the country (Hall, 2013) with 671,000 medical tou-
rists in 2012 (Leong, 2013; MHTC, 2013). From an initial small unit to promote 
medical tourism (MHTC, 2013), the Malaysian government has expanded such 
support to establish Malaysia Healthcare Tourism Council (MHTC) whose 
functions are to promote the country’s medical tourism and structure healthca-
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re service providers and industry players in both private and government sec-
tors so as to drive the industry to greater heights (MHTC, 2013).  

The rapid development of medical tourism industry has been inducing re-
searchers to further understand the industry. In literature, to date, most rese-
arch has been done to understand the motivation behind the undertaking of 
medical tourism (Connell, 2006; Lunt & Carrera, 2010; Tseng, 2012; Connell, 
2013). Tseng (2012) identified health insurance, affordability, long waiting lists, 
privacy and undergoing procedures deemed illegal in the home country as the 
main reasons of undertaking medical tourism. Privacy and confidentiality, and 
opportunity to travel might be the other motives of medical tourism (Horowitz, 
2007). Nevertheless, in spite of the numerous research on the motivations of 
medical tourism, those studies have tend to focus heavily on consumer behavi-
ors and neglect important stakeholders such as service providers.  

As past research have centered in understanding customers, little attention 
has been given to understanding other stakeholders in the same industry. Kim, 
Lee and Jung (2013) described some of the stakeholders in medical tourism in-
dustry are, for instance, the government, the hospital sector, and the tourism 
sector. These numerous stakeholders in the industry possess different form of 
business resources and skills, of which the cooperation and teamwork among 
the stakeholders might, therefore, be of help to the development of a country’s 
medical tourism industry.  

The foundation of medical tourism is the combination of medical treatment 
and tourism site (Connell, 2006). However, given this fact, Turner (2012) expla-
ined that promotion in medical tourism have been rather imbalanced whereby 
it is the medical interventions that have been advertised more heavily as com-
pared to the tourism industry. This reality contrasts the ideal development of 
medical tourism that medical services should be promoted alongside tourism 
so as to cater for various needs of medical tourists (Heung, Kucukusta & Song, 
2011) and thereby enhances their overall satisfaction as tourism industry offers 
added value to medical tourism experiences (Connell, 2013). Patients, who may 
not initially be planning for holiday while having medical treatments, may 
choose to undergo recuperation in a more relaxed surrounding (Whittaker, 
2008). Leisure travel might also be attractive to family members or companion 
of patients (Whittaker, 2008). Despite being recognized for its various impor-
tance (Heung, Kucukusta & Song, 2011; Ormond, 2011), the attempt to unders-
tand and assess the collaboration and integration between healthcare service 
providers and tourism agencies is overlooked. Given this gap, this study will 
focus on understanding the collaboration between healthcare service providers 
and tourism agencies in Malaysia in providing one-stop service offerings to 
medical patients. 
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This study offers a number of contributions and significances to the medical 
tourism industry, which are (1) raising awareness of the importance to promote 
tourism alongside medical treatment for effective development of medical tou-
rism, which is of benefit for Malaysia’s economy that is banking on medical 
tourism for national revenue; (2) providing an insight for the industry players 
of the current condition and means to provide one-stop service offerings for 
medical tourists and family; (3) providing knowledge for government interven-
tion to improve the level and types of collaboration between healthcare service 
providers and tourism agencies.  

This study will examine the ability of co-evolutionary theory and institutio-
nal theory to explain the collaboration between healthcare service providers 
and tourism agencies. Co-evolutionary theory acknowledges that the system 
consists of multiple subsystems (e.g. groups, organizations) that are part of a 
joint evolutionary process. All evolution is coevolution, because in the long 
run, it is impossible for one firm to evolve in the absence of any evolution of 
other evolving firms and industry in which it interacts (Van Den Bergh & Stagl, 
2003). Co-evolutionary theory is relevant as it focuses on the collaboration of 
two heterogeneous firms with adaptive learning capabilities that are able to 
interact and mutually influence each other – satisfying the necessary and suffi-
cient condition for coevolution to occur by McKelvey (2002). The extent of col-
laboration between healthcare service providers and tourism agencies will also 
be explained by institutional theory, whereby institutions serve as guidelines 
and resources for taking actions as well as prohibitions and constraints on ac-
tion (Scott, 2008). 

Semi-structured interview is employed to acquire information as interview 
gives better opportunity to express their experiences in person (Harrell & Brad-
ley, 2009). Interviews were conducted with the marketing manager from two 
he-althcare service providers in Malaysia, of which was made based on two 
crite-rions, which are: (1) the healthcare service providers must be targeting 
healthcare tourists from abroad; and (2) the representative personnel from the 
healthcare service providers must have an understanding on the collaboration 
between he-althcare service providers and tourism agencies. 

From the interviews, it appears that there is loose collaboration between 
both hospitals interviewed with travel agencies, where no contractual agree-
ment prevails between both parties. Both healthcare service providers promote 
medical treatment separately with tourism services, unless specifically reques-
ted by patients. During overseas promotions, both hospitals interviewed priori-
tize the promotion of their medical treatment, while little promotion is done on 
tourism services. This is ironic that their strategic moves are in such a way that 
does not appropriately address the fundamental concept of medical tourism. 
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Nevertheless, the hospitals interviewed provide an international desk at their 
hospitals specifically to serve international patients in complimentary services 
such as booking of accommodation, confirmation of flights, travel arrange-
ments, transportation, interpreter services.  They also provide assistance in the 
documentation for visa arrangement upon patients’ request. All these additio-
nal services that are traditionally catered by travel agencies are extended by the 
hospitals. While the core service of travel agents in leisure travel is not provi-
ded by the hospital, however, the staff in Healthcare service providers A might 
recommend local tours upon patient’s request. It tends to refer the patients to 
reliable travel agencies. 

The interviews informed that there are several institutional constraints that 
lead to the loose nature of collaboration between the healthcare service provi-
ders interviewed and travel agents. Both hospitals interviewed believe that the 
nature of people asking for travelling is well and healthy beings. Patients who 
are receiving medical treatment tend not to request for leisure travelling while 
their accompanying family members are more motivated for holidaying. Given 
the lack of interest by their core customers - the patients, close collaboration 
between healthcare service providers and travel agents is seen to be less strate-
gic. Furthermore, hospitals’ reputation and image are fundamentally built 
upon core services in the medical industry and hence these hospitals prefer to 
continue with this strategy without emphasizing tourism-related complimen-
tary services to enhance image. For instance, Hospital A views that the loose 
collaboration between healthcare service providers and tourism agencies is due 
to its current focus to properly build the foundation, where the mission, vision 
and objective of the hospital are addressed, prior to extending to other holistic 
approach. 

  The lack of expertise in tourism services also explains the reluctance for 
close collaboration by hospitals interviewed. It is seen as a constraint to skillful 
provision of in-house tourism services. Therefore, these hospitals tend to refer 
patients requesting for leisure travel to travel agents.  

To recapitulate, the scope of this study is to understand and assess the col-
laboration between healthcare service providers and tourism agencies in Ma-
laysia to provide one-stop service offerings to medical patients. From the two 
interviews, the collaboration between healthcare service providers and tourism 
agencies in Malaysia is considerably loose, where no formal agreement prevails 
between them. This loose collaboration is due to some institutional factors fa-
ced by the hospitals interviewed. The implications arisen from the preliminary 
findings are (1) the fragmented service offerings for medical tourism, where 
supposedly healthcare service providers and tourism agencies, as the main key 
players of the medical tourism industry, should collaborate closely to better 
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service medical patients; (2) theoretically, given the infancy of hospitals and 
travel agencies in targeting international medical tourists, the loose collabora-
tion between heterogeneous business entities in provision of medical tourism 
services is yet to be fully explained by co-evolutionary theory. Perhaps, co-
evolutionary theory can better explain the phenomenon of collaboration when 
the value chain of services in this new industry is better integrated; (3) the pre-
liminary findings challenge co-evolutionary theory in a sense that even two 
heterogeneous firms with adaptive learning capabilities that are able to interact 
and mutually influence each other may choose not to co-evolve, due to institu-
tional factors such as preference for existing strategy that is effective and less 
risky and some institutional constraints.  
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Destination branding is seen as a marketing tool as well as a tool for creating an 

image for a destination. In creating an image for a destination through brand-

ing, it is important to have a differentiating element in the destination. Most 

destinations around the world are alike in the services delivered to the tourists. 

Hence, it is becoming difficult for tourists to differentiate one destination from 

the other due to the similarity of resources, activities and other services. Tour-

ism destinations, just like any other product requires a distinguishing factor 

and that is where branding comes into play. According to Qu & Kim et al. 

(2011), consumers of tourism products are being offered diverse destinations 

with similar features but the destinations need unique features to be able to 

compete and to make it easier for consumers to make their choice of destina-

tions to visit. It is not just all about branding, but what make up the brand and 

gives it the unique feature is very important.  
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Dioko and So (2012) conducted a study on how the brand of hotel in the 

destination determines the choice of a gaming destination. The result of their 

study showed that the brand of hotel does not determine the choice of destina-

tion. Although they have concluded on the topic, but they stated the limitations 

to the study, one of which is the basis of this study as they have recommended 

a further study on the topic. Their study was limited to a destination- Macao 

and also a stereotyped destination (Gaming)  therefore they said, a conclusive 

statement cannot be made on the topic and to make a generalised statement, 

visitors to other destinations have to be surveyed.   

Although accommodation providers are not the only service providers that 

make up the destination brand, but it is seen from the perspective of the re-

searcher as the major service provider without which destinations cannot be 

complete. Accommodation is a very important component of a destination 

along with other components of the destination., hence the thought of hotel 

brand influencing the image of the destination brand thereby influencing the 

choice making of tourists of the destination to visit. According to Pike, (2005); 

Morgan and Pritchard et al. (2003) and Pritchard and Morgan, (2001), branding 

of destination is a complex thing due to the fact that there are still many desti-

nations that are yet to be studied in the relative application of branding to the 

marketing principles of the destinations (Dioko and So 2012). This is due to the 

makeup of the destination as it is not just a place for tourism, but a place devel-

oped to include tourism activities for the improvement of the economy of the 

destination.  

For effective marketing of the destination, it has been proposed that the des-

tination should be branded just like any other product for its unique identifica-

tion and differentiation to attract tourists (Cooper, 2012). In line with this, Mor-

gan and Pritchard et al. (2004), considers destination branding a potent market-

ing tool. Although some researchers finds destination branding as a complex 

concept such as Cai (2002) who defined destination branding as a selection of 

consistent element mix of a destination used to identify and distinguish the 

destination among other destinations, while Gilmore and Morgan et al. (2002) 

see destination branding as a re-positioning concept, and Curtis (2001) sees 

destination branding as the reconstruction of the destination (Park and Petric, 

2006). Lee (2011) on the other hand also carried out a research on the influence 

of hotel design on the branding of a destination and it was stated that for desti-

nations to differentiate themselves in the market place, the hotels in such desti-

nation must incorporate the unique characteristics of the culture of the destina-

tion where it is located. This means that hotels can decide to brand themselves 
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in line with the culture or the features of the destination of their location in the 

face of globalisation (Phillips, 2004; Munoz, 2005). Doing this, the hotel will de-

liver services to guests based on the type of destination in terms of its culture 

and economic value; hence this would create an image for the destination.  

Therefore, the aim of the research is to critically examine the influence of ho-

tel brands on the choice of destination people would like to visit. The research 

first seeks to know if the brand of hotel does have effect on the destination 

brand to create an image for the destination. To achieve the aim, the researcher 

reviewed literature to identify the information that is available on the topic. A 

survey research method was used to collect empirical data through the use of 

questionnaire (Online). An online questionnaire was designed to access a varie-

ty of people through social media such as Facebook, LinkedIn and Twitter. This 

methodology was adopted to be able to answer the research questions set such 

as: Does the brand of hotel determine the choice of destination to visit on the 

part of the tourists? If not, what influences their choice most? Based on the con-

cept of brand loyalty, are the people loyal to the brand of destination or the 

brand of hotel? How important is the hotel business to the promotion and de-

velopment of the destination brand? What is the literature saying on the topic 

and what argument is in the literature? An online questionnaire was designed 

to include both closed-ended and open-ended questions to obtain the necessary 

data for the research. The online questionnaire linked was emailed to the re-

searcher’s contact, posted on the researcher’s social media pages- LinkedIn, 

Facebook and twitter. A total of 95 responses was gotten and the analysed. 

The data collected were analysed both quantitatively and qualitatively be-

cause the questionnaire was used to collect both quantitative and qualitative 

data using closed-ended and open-ended questions. Statistical package for so-

cial sciences (SPSS) was used to quantitatively analyse the data while content 

analysis method was used in analysing the qualitative data. Both descriptive 

and inferential analysis was used in the presentation of result of findings. For 

the inferential analysis, correlation co-efficient analysis- Pearson Product-

Moment Correlation was used. This method of analysis was used for the pur-

pose of knowing if there is a relationship between destination brand and the 

brand of hotel. 

The study’s assumption is that the availability of internationally branded 

hotel in a destination enhances the brand image of the destination. From the 

inferential analysis discovered that the influence of branded hotels on the des-

tination is at a minimal level and not a sole determinant of patronising a desti-
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nation. Though, there are some of the respondents that claim that they are loy-

alists of some hotels but they are not making that a measure of the destination 

to visit.  

From the review of literature, a suggestion of branded hotels in a destina-

tion was made as a differentiating factor for a destination. Having carried out 

the research and the research questions answered, the findings showed that, 

although the availability of branded hotels in a destination could create an im-

age for the destination, but it is not the major factor influencing the choice of 

destination to visit. Attraction is a major influencer for the choice of a destina-

tion to visit by the tourists, hence the need for destinations to focus more on 

developing the attractions at the destination to create a brand image for the 

destination. The finding also indicates that the other components are of great 

importance, but the different and unique attractions in a destination differenti-

ate it from the other destinations. Hence it was concluded that the other com-

ponents of tourism industry is also very important in branding a destination. 

This is not to say that the availability of internationally branded hotels in the 

destination will not have effect on the branding of the destination. It will add to 

the image of the destination, but not a major determinant. 

There were some limitations to the research as regards getting a good num-

ber of respondents to respond to the online questionnaire on time, though they 

later responded. The researcher assumed that since the research is taking prec-

edence from the one carried out by Dioko and So (2012) on the impact of 

branded hotels on gaming destination in Macao, then this shouldn’t be limited 

to a destination to allow for concrete and justifiable conclusion, the essence of 

an online questionnaire to reach a carried population, but it gave the researcher 

a bit of trouble. Hence, for the purpose of further research in this area, a better 

understanding on the usage of online questionnaire will be acquired and may-

be other methods can be adopted. 

In conclusion, it is believed that this research is of great importance to the 

branding of the destination. Often times, DMOs could get the idea of branding 

destination slightly wrong, therefore it is important to carry out studies in this 

context, this would allow for making right decisions on how to be unique 

amidst other available destinations. Hence the recommendation that DMOs 

should relate more with the service providers to help in promoting a destina-

tion and also creating a good image for the destination. It is not just about car-

rying out the research, but it is to identify what is really important in branding 
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the destination not forgetting the complexity of marketing the destination as a 

brand.  
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The fast changes in technology, economy and demography transform our 

world, from the usage of phones due to the effect of information technology, to 

the greenhouse gas emissions’ effect on the global climate (Sterman, 1994). In 

order to be prepared for future challenges caused by globalization, urbaniza-

tion, climate change, socio- demographic changes, new values and norms in 

societies, so-called Smart City concepts have been developed. These cities im-

plement Information and Communication Technologies (ICT) to enhance life 

quality, efficiency of mobility, economy and sustainability. Smart Cities have 

the potential to become a standard living concept in the future (Hodgkinson, 

2011).  For developing a Smart City concept, the city has to address and use 

numerous technologies, including short range wireless technologies (Hau-
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bensack, 2011). For instance, some services will require NFC (Near Field Com-

munication) technology and its close range transmission ability (GSMA, 2013). 

NFC offers opportunities for developing use cases that are pertinent services 

for Smart Cities.  

However, currently only a few authors have examined and published arti-

cles concerning Smart Cities. Not enough pilot projects have been launched in 

cities yet. Furthermore, the strategic options for stakeholders have been ne-

glected. In addition, some industry related aspects are mentioned indirectly. 

The projects neglected the tourism industry and focused solely on the benefits 

of the host community. As a result, the stakeholders and relevant services for 

tourism are still not precisely scrutinized. Therefore, the thesis has several in-

tentions by studying Smart City concepts and focusing on the tourism industry. 

The aim was to comprehend the symptoms, which indicate the future implica-

tion of NFC technology in its services, the stakeholders and their roles, flaws 

and influence factors within Smart City concepts, by formulating plausible fu-

ture scenarios. In order to illuminate the uncertain future, a scenario technique 

approach is applied. The author refers to the concept as NFC Smart City and 

takes the phenomenon to a new level by focusing on the tourism industry. 

For the purpose of the thesis, ICT’s role in Tourism was examined a priori. 

ICT’s play the main roles in developing Smart Cities. Herein, the main ICT for 

the formation of Smart City concepts was throughout investigated; NFC tech-

nology. NFC allows creating a wireless, short range communication between 

two enabled devices by bringing them close to each other (Pesonen & Horster, 

2012; Coskun et al., 2012: 7). The technology was studied in order to obtain a 

profound knowledge of its technical configurations and status quo. Attaining 

expertise of NFC is the elementary necessity for developing NFC Smart Cities. 

Therefore, the operating modes, smart objects, smart posters, security issues 

and NFC’s current role in tourism were scrutinized. Myriad innovative trials 

which provide NFC services have been analyzed in the literature and in real-

life situations. Two versatile NFC Smart City projects have been launched in 

Nice, France and Oulu, Finland, by implementing and testing such NFC trials, 

whereas the tourism industry has been neglected. For further progress in this 

study, the two projects in Nice and Oulu have been analyzed profoundly, as 

they are the best practices of recent Smart City concepts. As a result, the NFC 

services offered in those concepts were exclusively investigated to possess a 

fundamental knowledge of NFC use cases.  
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Through a comparison of NFC services in the Smart City projects, signifi-

cant use cases for the tourism industry have been identified. These services in-

clude mobile payment, navigation, information retrieve and couponing. The 

tourism relevant services and their application, current situation, previous 

study results and potential for emerging Smart City concepts were identified. 

Besides the NFC services, it is essential to pinpoint and categorize the respon-

sible stakeholders and particular service providers within the means of an eco-

system. According to Coskun et al. (2012: 8) the first step to adopt a NFC Smart 

City concept is to create a corresponding ecosystem. A gap appears in literature 

regarding a supportive NFC Smart City ecosystem involving stakeholders and 

service providers. Solely two ecosystems for Smart Cities have been found on 

the internet. This thesis presents the first academic based ecosystem for Smart 

City concepts. The ecosystem illustrates a straightforward fundamental dia-

gram for tourism destinations who anticipate the implementation of a Smart 

City concept. The stakeholders have been divided into two groups; the trusted 

service managers (TSM) and the service providers. The TSM’s are responsible 

for providing a secure and feasible environment. The stakeholders in this 

group are banks, mobile network operators (MNO) and destination manage-

ment organization (DMO). The service providers on the other hand are basical-

ly the actors that provide NFC services. The identified service providers are 

accommodation facilities, transportation providers, restaurants, stores and at-

tractions.  

Defining strategic options have been acknowledged as a salient factor. For 

the development of future oriented strategies in tourism destinations, a scenar-

io technique approach was applied. Scenario techniques can be practiced in any 

issue which contains uncertainties for the future (Verity, 2003). These scenarios 

represent the possible future state of the investigated phenomena and contrib-

ute to the development of effective future oriented strategies. In order to have a 

profound insight of scenario techniques in a philosophical approach, the La 

Prospective philosophy of Godet (1987) was investigated and adapted to the 

structure. Nevertheless, scenario methods are under researched and lack theo-

ry-based studies (Chermack, 2004). Van der Heijden (1997) mentions systems in 

scenario technique, while Chermack (2004) investigates the application of the 

system theory within scenario processes. Therefore, the role of system theory in 

scenario process was explored. Skyttner (1996) defines a system as a group of 

interacting components or elements which can form a compound that aims to 

perform certain functions. The reason for applying this theory was to compre-
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hend whether scenarios can be regarded as systems. For this motive, a complex 

system framework was developed.   

The approach and evaluation realms of Gausemeier et al. (1996) and von 

Reibnitz (1987) are adopted for the methodology. The data was gathered 

through six expert interviews and two online focus groups. The experts for the 

interviews were chosen from the stakeholders of the ecosystem. In addition, 

one interview was conducted with a so-called remarkable person, who is not a 

direct stakeholder in the ecosystem per se, but an external ICT expert. This was 

important in order to gather data from an expert outside the ecosystem. The 

conception of Smart Cities together with the four NFC services and the ecosys-

tem has been clearly explained a priori. Their responsibility was to identify cer-

tain key influence factors that might have a direct influence on the concept. The 

next step was to run a simple similarity test by clustering the similar influence 

factors and give each cluster a keyword. As a result, 9 key influence factors 

were listed; security, user acceptance, infrastructure, partnerships, privacy, in-

vestments, stakeholders, marketing and consumer experience. Herein, an influ-

ence matrix was constructed. All key influence factors were listed vertically 

and horizontally. Through an online focus group with four experts and the au-

thor himself, the influence of each factor to another and vice versa has been ex-

amined. After the influences have been weighted, a System-Grid was con-

structed by using the Parmenides EIDOS 7.6 software, in order to identify the 

factors with a significant direct influence on the system. The System-Grid cre-

ated a matrix with four areas. The influence factors falling into area I and area 

II were considered for the next steps of the research, as factors falling into these 

areas have a significant effect on other elements and on the system. The con-

sumer focused factors user acceptance, privacy and consumer experience that 

fell into area III and IV were eliminated from the study. After the key influence 

factors, which have a significant effect on the system, have been identified the 

complex system framework was constructed. The developed framework, which 

can be observed on figure 1, could support decision makers, strategy develop-

ment and the implementation of a NFC Smart City concept, as it illustrates all 

the relationships among the factors.   
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Figure 1 – Complex System Framework developed by the author 

 

Hereinafter, the author projected the alternative future states of each influ-

ence factor. The alternative future state of each factor indicates all the possible 

situations of a particular key factor in the future. The alternative future states 

were entered into an option development box on Parmenides EIDOS 7.6. Af-

terwards, the software automatically developed a consistence matrix with all 

the alternative future states of each factor. Another online focus group has been 

conducted with the same four experts. The consistency weight of each alterna-

tive future state to another has been entered into the matrix. According to the 

consistency weights, the software created a cluster view with all plausible sce-

narios. The two most plausible raw scenarios from the consistency analysis 

were investigated. Furthermore, one worst case scenario was indicated as well, 

due to the inconsistency of service providers as the leading stakeholders. It is of 

high importance that efficient strategies are imbricated while implementing a 

Smart City concept. As the concept represents a system, flaws within the sys-

tem may cause a chain effect that could negatively influence other counter-

parts. 

This thesis provides a sophisticated guideline and strategic aid for cities that 

would like to plan ahead, in order to cope with emerging problems by develop-

ing a Smart City concept. It elucidates that NFC Smart Cities can be a lucrative 

strategic differentiation for tourism destinations. The thesis contributes to the 
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literature by presenting various use cases of NFC technology that are applica-

ble in the tourism industry. Finally, the thesis defined the role of system theory 

within scenario techniques. The results of the study clarified the factors that 

influence the implementation of the concept. Moreover, they implicate that a 

secret leader in the ecosystem is crucial for the concept’s success. The scenarios 

described contribute to the strategic orientation for future directions of tourism 

destinations and stakeholders. Additionally, the system theory indicated that 

scenarios can be regarded as systems and provides a theoretical foundation for 

scenario methods. The worst case scenario indicated that the system would col-

lapse without a secret leader. The described scenarios contribute to the strategic 

orientation for future directions of tourism destinations and stakeholders. Ad-

ditionally, the System Theory indicated that scenarios can be regarded as sys-

tems and provides a theoretical foundation for scenario methods. 
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STUDY BACKGROUND 

The international university student market has been recognized as a increas-
ingly significant driving force for the future travel industry because of the rap-
id growth of students seeking overseas education and the propensity for them 
to travel within the host country during their study (Shanka & Taylor, 2003; Liu 
& Ryan, 2011; Huang & Tian, 2013). International students contribute to the 
tourism sector of the host country both directly through their own travel within 
the host country as well as indirectly through inbound tourism generated by 
their visitors (Liu & Ryan, 2011). 

A growing number of studies have been done on the international student 
travel market in some major international education destinations such as the 
US, Australia, and New Zealand. Researchers suggest that Chinese internation-
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al students, who dominate the international education sector, do travel within 
the country hosting their studies, and visits made by their family, relatives or 
friends are significant (Ryan & Zhang, 2007; Liu & Ryan, 2011; Huang & Tian, 
2013).  

Travel motivations are one of the most widely studied aspects of interna-
tional student travel. In comparison, tourism information-search behavior of 
international student is not well understood. Regarding travel motivations, ac-
cording to Kim (2007), tourist motivation plays an important role in under-
standing and predicting travel decisions. It has also been observed that trip-
related and student-related characteristics (e.g., study discipline) influence 
travel motivations (Kim & Jogaratnam, 2002).  

In terms of information search, information sources influence and shape in-
ternational students’ perception of the general as well as the combined tourism- 
and study-related destination image of a foreign country, and, further, image 
influences students’ decisions of studying and traveling in the country (Glover, 
2011). Among the very few studies examining international students’ travel 
information search, friends/word-of-mouth has consistently been found to be 
the most important travel information sources for international students (Sung 
& Hsu, 1996; Shanka, Ali-Knight, & Pope, 2002; Ryan & Zhang, 2007). Although 
not related to international student travel market, correlations have been found 
between travel motivations and information source choices in other tourist 
markets (Kim, Weaver, & McCleary, 1996; Dey & Sarma, 2010).  

Information search is an important aspect of consumer behavior that has 
been widely studied in both general consumer behavior literature and tourism-
specific literature (Fodness & Murray, 1997; Chen & Gursoy, 2000; Gursoy & 
McCleary, 2004). According to Engel, Blackwell, and Miniard (1993), infor-
mation search is “the motivated activation of knowledge stored in memory [in-
ternal search] or acquisition of information from the environment [external 
search]” (p.511); external information search is usually conducted when inter-
nal information search is inadequate. Compared to other markets, leisure trav-
ellers tend to spend longer time and consult more sources during information 
search (Fodness & Murray, 1998).  

In tourism literature, the choice of travel information sources is a major 
studied aspect (Fodness & Murray, 1997). The literature suggested various 
types of travel information sources. One categorization is online sources versus 
offline sources (Choi, Lehto, Morrison, & Jang, 2012). The growing popularity 
of the internet significantly influences tourists’ information source choices. Be-
sides information sources, information-search determinants are also an im-
portant aspect of tourist information search. Various travel-related characteris-
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tics and socio-demographic factors have been found related to search behavior 
(Sung & Hsu, 1996; Hyde, 2008; Wong & Liu, 2011).  
 

RESEARCH GAP AND STUDY RATIONALE 

While a few studies have studied Chinese international student market, there is 
a lack of relevant research conducted in Canada. Considering the significant 
number of Chinese international students in Canada, it is practically beneficial 
to have an understanding about this potential travel market in Canada. Espe-
cially, this study is dedicated to explore the information source choices of Chi-
nese international students, which extremely lacks research attention and un-
derstanding.  
 

STUDY PURPOSE AND RESEARCH QUESTIONS 

The study population is Chinese international students at the University of Wa-
terloo, Canada. This study examines general travel patterns (e.g., travel fre-
quency, and travel season), travel motivations, and the choice and perceived 
importance of information source of Chinese international students’ intra-
Canada leisure travel. The reason for only looking at intra-Canada leisure trav-
el is to control confounding variables associated with travel destinations (e.g., 
international destinations outside of Canada) and travel purposes (e.g., busi-
ness travel).  

The purpose of this study is to 1) develop a profile of a Canadian domestic 
travel market segment -- Chinese international students, by exploring their in-
tra-Canada general travel patterns, travel motivations, travel information 
sources, and socio-demographic characteristics; 2) explore any significant rela-
tionships among the study variables. To achieve the study purpose, the follow-
ing research questions are developed: 

 
1. What are the general travel patterns of Chinese international stu-

dents in Canada, in terms of travel frequency, travel season, travel 
party, travel type, travel intentions, and major travel constraints? 

2. How important are different factors in motivating the study popula-
tion to travel within Canada during their study? 

3. How important are different types of information sources perceived 
by Chinese international students for their intra-Canada trip plan-
ning?  

4. Is there any correlation between travel motivations and information 
sources? 
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5. Do general travel patterns relate to travel motivations or information 
sources? 

6. Do socio-demographic characteristics correlate to various travel var-
iables? 

 

METHODOLOGY 

Drawing from published studies, a structured self-administered web survey 
has been designed. The questionnaire has four main sections, consisting of 
close-ended questions.  

The first section is about general leisure travel patterns in Canada (e.g., 
travel frequency, and travel season). The second section of the survey explores 
motivations of participants’ leisure travel within Canada. The motivation list 
was developed based on Liu and Ryan’s (2011) study on Chinese international 
students in New Zealand. To measure the importance of each motivation item 
to the participant, a 4-point monotonic scale is used, with 1 representing “Not 
important at all” and 4 indicating “Very important”. The third section is about 
the perceived importance of travel information sources. A list of information 
sources was provided to participants. The list was developed based on Choi et 
al.’s (2012) study on Chinese tourists visiting Macau. Participants were asked to 
rate the importance of each information source item on a 4-point monotonic 
scale, from 1 being “Not important at all” to 4 being “Very important”. Finally, 
the last section of the questionnaire collects socio-demographic information. 

The survey was administered online using the survey tool SurveyMonkey. 
Data was collected among self-identified Chinese students at the University of 
Waterloo during March 2014. In total, 278 responses were collected, with 231 
usable responses. Among the usable responses, 202 participants reported place 
of origin as “Mainland China”; the others reported one of the three places 
(Hong Kong, Macau, and Taiwan) as place of origin. Also, participants report-
ed various residency statuses in Canada (157 study permit students, 15 perma-
nent residents, 11 Canadian citizens with dual citizenship, and 40 Canadian 
citizens). Since the target population of this study is Chinese international stu-
dents, the 154 responses from Mainland Chinese students residing in Canada 
on a study permit will be mainly analyzed. However, responses from other 
Chinese subgroups will also be included in certain analyses considering the 
difficulty and the dispensability to draw clear lines among these subgroups in 
practice. 
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al students, who dominate the international education sector, do travel within 
the country hosting their studies, and visits made by their family, relatives or 
friends are significant (Ryan & Zhang, 2007; Liu & Ryan, 2011; Huang & Tian, 
2013).  

Travel motivations are one of the most widely studied aspects of interna-
tional student travel. In comparison, tourism information-search behavior of 
international student is not well understood. Regarding travel motivations, ac-
cording to Kim (2007), tourist motivation plays an important role in under-
standing and predicting travel decisions. It has also been observed that trip-
related and student-related characteristics (e.g., study discipline) influence 
travel motivations (Kim & Jogaratnam, 2002).  

In terms of information search, information sources influence and shape in-
ternational students’ perception of the general as well as the combined tourism- 
and study-related destination image of a foreign country, and, further, image 
influences students’ decisions of studying and traveling in the country (Glover, 
2011). Among the very few studies examining international students’ travel 
information search, friends/word-of-mouth has consistently been found to be 
the most important travel information sources for international students (Sung 
& Hsu, 1996; Shanka, Ali-Knight, & Pope, 2002; Ryan & Zhang, 2007). Although 
not related to international student travel market, correlations have been found 
between travel motivations and information source choices in other tourist 
markets (Kim, Weaver, & McCleary, 1996; Dey & Sarma, 2010).  

Information search is an important aspect of consumer behavior that has 
been widely studied in both general consumer behavior literature and tourism-
specific literature (Fodness & Murray, 1997; Chen & Gursoy, 2000; Gursoy & 
McCleary, 2004). According to Engel, Blackwell, and Miniard (1993), infor-
mation search is “the motivated activation of knowledge stored in memory [in-
ternal search] or acquisition of information from the environment [external 
search]” (p.511); external information search is usually conducted when inter-
nal information search is inadequate. Compared to other markets, leisure trav-
ellers tend to spend longer time and consult more sources during information 
search (Fodness & Murray, 1998).  

In tourism literature, the choice of travel information sources is a major 
studied aspect (Fodness & Murray, 1997). The literature suggested various 
types of travel information sources. One categorization is online sources versus 
offline sources (Choi, Lehto, Morrison, & Jang, 2012). The growing popularity 
of the internet significantly influences tourists’ information source choices. Be-
sides information sources, information-search determinants are also an im-
portant aspect of tourist information search. Various travel-related characteris-
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tics and socio-demographic factors have been found related to search behavior 
(Sung & Hsu, 1996; Hyde, 2008; Wong & Liu, 2011).  
 

RESEARCH GAP AND STUDY RATIONALE 

While a few studies have studied Chinese international student market, there is 
a lack of relevant research conducted in Canada. Considering the significant 
number of Chinese international students in Canada, it is practically beneficial 
to have an understanding about this potential travel market in Canada. Espe-
cially, this study is dedicated to explore the information source choices of Chi-
nese international students, which extremely lacks research attention and un-
derstanding.  
 

STUDY PURPOSE AND RESEARCH QUESTIONS 

The study population is Chinese international students at the University of Wa-
terloo, Canada. This study examines general travel patterns (e.g., travel fre-
quency, and travel season), travel motivations, and the choice and perceived 
importance of information source of Chinese international students’ intra-
Canada leisure travel. The reason for only looking at intra-Canada leisure trav-
el is to control confounding variables associated with travel destinations (e.g., 
international destinations outside of Canada) and travel purposes (e.g., busi-
ness travel).  

The purpose of this study is to 1) develop a profile of a Canadian domestic 
travel market segment -- Chinese international students, by exploring their in-
tra-Canada general travel patterns, travel motivations, travel information 
sources, and socio-demographic characteristics; 2) explore any significant rela-
tionships among the study variables. To achieve the study purpose, the follow-
ing research questions are developed: 

 
1. What are the general travel patterns of Chinese international stu-

dents in Canada, in terms of travel frequency, travel season, travel 
party, travel type, travel intentions, and major travel constraints? 

2. How important are different factors in motivating the study popula-
tion to travel within Canada during their study? 

3. How important are different types of information sources perceived 
by Chinese international students for their intra-Canada trip plan-
ning?  

4. Is there any correlation between travel motivations and information 
sources? 
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5. Do general travel patterns relate to travel motivations or information 
sources? 

6. Do socio-demographic characteristics correlate to various travel var-
iables? 

 

METHODOLOGY 

Drawing from published studies, a structured self-administered web survey 
has been designed. The questionnaire has four main sections, consisting of 
close-ended questions.  

The first section is about general leisure travel patterns in Canada (e.g., 
travel frequency, and travel season). The second section of the survey explores 
motivations of participants’ leisure travel within Canada. The motivation list 
was developed based on Liu and Ryan’s (2011) study on Chinese international 
students in New Zealand. To measure the importance of each motivation item 
to the participant, a 4-point monotonic scale is used, with 1 representing “Not 
important at all” and 4 indicating “Very important”. The third section is about 
the perceived importance of travel information sources. A list of information 
sources was provided to participants. The list was developed based on Choi et 
al.’s (2012) study on Chinese tourists visiting Macau. Participants were asked to 
rate the importance of each information source item on a 4-point monotonic 
scale, from 1 being “Not important at all” to 4 being “Very important”. Finally, 
the last section of the questionnaire collects socio-demographic information. 

The survey was administered online using the survey tool SurveyMonkey. 
Data was collected among self-identified Chinese students at the University of 
Waterloo during March 2014. In total, 278 responses were collected, with 231 
usable responses. Among the usable responses, 202 participants reported place 
of origin as “Mainland China”; the others reported one of the three places 
(Hong Kong, Macau, and Taiwan) as place of origin. Also, participants report-
ed various residency statuses in Canada (157 study permit students, 15 perma-
nent residents, 11 Canadian citizens with dual citizenship, and 40 Canadian 
citizens). Since the target population of this study is Chinese international stu-
dents, the 154 responses from Mainland Chinese students residing in Canada 
on a study permit will be mainly analyzed. However, responses from other 
Chinese subgroups will also be included in certain analyses considering the 
difficulty and the dispensability to draw clear lines among these subgroups in 
practice. 
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INTRODUCTION 

The global Tourism development has created a new and great challenge for the 

marketing of tourism destinations. Increased tourism activity and growth in 

the number of tourists in tourism destinations have created a global competi-

tion for the destinations that would attract the most potential tourists. Tourism 

destinations should look more distinctive than other destinations for the attrac-

tion of potential tourists. Destination image plays an important role in the pro-

cess of deciding on the destination. In simple words, the destination image af-

fects the subjective perceptions of potential tourists, the behavior resulting 

from this perception and the choice of destination by the tourists (Jorgensen, 

2004:1). 

https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&ved=0CDkQFjAC&url=https%3A%2F%2Fwww.facebook.com%2Fpages%2FABA-institue-of-higher-education-%25D9%2585%25D9%2588%25D8%25B3%25D8%25B3%25D9%2587-%25D8%25A2%25D9%2585%25D9%2588%25D8%25B2%25D8%25B4-%25D8%25B9%25D8%25A7%25D9%2584%25DB%258C-%25D8%25A2%25D8%25A8%25D8%25A7-%25D8%25A2%25D8%25A8%25DB%258C%25DA%25A9%2F352569504834193&ei=5_wIU6OQM8qTtQb_yIDYCQ&usg=AFQjCNEtkNkYnQAEl-jYardqODD209nRjg&sig2=TajPIeT3ozoMYVzA9KlB6g&bvm=bv.61725948,d.Yms&cad=rja
mailto:m.purkhan@gmail.com
mailto:rheydari@tabrizu.ac.ir
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Since the tourists’ images of destinations affects the cognition and percep-

tions of them and accordingly affects the individuals’ destination choosing be-

havior, the significance of the image as a whole determining factor has been 

ratified. (Gallarza et al, 2002, 56-57). Since the products like journey which are 

to be experienced only can be measured through the product itself so the image 

of destination is the main part of tourism industry. This concept has found its 

place among the tourists’ managers and the travelers. (Pike, 2002) and it has 

been clear that the destination image has a noticeable effect on destination 

choice and is a better method for differentiations of rival destinations (Yongho 

Hyun & Martin Okeefe, 2012: 29). 

Tourist image of a destination is a factor that many tourists take into con-

sideration when they are choosing a destination. This image is a set of beliefs, 

ideas and opinions that a person has towards the destination and may be based 

on subjective perceptions, prejudices, imagination or emotional thoughts of 

that person towards that destination. Therefore, the most important responsi-

bilities of tourism officials is developing or preserving of the destination image 

(destination image management) based on the selected tourist groups. Due to 

the propaganda against Iran in the media of different countries, and the image 

of Iran as a destination for international tourists (before traveling to Iran), in 

this study, it has been tried to identify the image of international tourists that 

visit Tabriz before and after arrival, and to offer the strategies to improve the 

image. 

 

 
LITERATURE REVIEW 

In marketing, the word image implies features which affect the consumers’ be-

havior. The popular definition of the word image has been introduced by 

Crompton in 1979. He has described the conceptual image of the traveler as 

following: 

- definition of destination image, namely, "the sum of beliefs, ideas and 

impressions that a person has of a destination" )Crompton, 1979: 18). 

The studies on destination image were started in 1970s with the remarkable 

work of Hunt in 1975 who studied the image role in tourism industry devel-

opment ( Hosany et al, 2006: 638), though it has not been the once and last one. 

From then on many researchers have put emphasis on its fundamental 

role(Jalilvand et al, 2012: 1). As we can see some of the definitions about desti-

nation image which have been put forward by theoreticians.(Gallarza et 

al,2002,60(: 
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- Lawson and Bond-Bovy (1977) An expression of knowledge impres-

sions prejudice imaginations and emotional thoughts an individual has 

of a specific object or place. 

 

- Embacher and Buttle (1989) Image is comprised of the ideas and con-

ceptions held individually or collectively of the destination under in-

vestigation. Image may comprise both cognitive and evaluative com-

ponents. 

 

- Parenteau (1995) Destination image is an unfavorable or unfavorable 

prejudice that the audience and distributors have of the product or des-

tination. 

 

According to the definition above, an image of a tourism destination is a set of 

perceptions, ideas and expected features of a person or a group from that des-

tination. 

 
MATERIALS AND METHODS 

The present research is a descriptive-applied research by nature. In this study 

based on it’s nature and similar to other descriptive researches, data collection 

methods such as basic studies and field studies like questionnaires, interviews 

and observations have been used. In this study, the population is the incoming 

international tourists to the city of Tabriz, and it has been tried to evaluate the 

tourists’ image of this city and to manage the image of foreign tourists by using 

the information obtained. 113 questionnaires have been completed in order to 

gather information by the international tourists, using interviews and the dis-

tribution of the questionnaires. Also the change rate of travelers’ image from 

Iran after their visiting the country was evaluated by questionnaires which 

were sent to their emails. This questionaire was sent to the tourists' emails three 

months after filling out the last one. Regarding the fact that the majority of the 

incoming international tourists to the city of Tabriz are originally from the 

neighboring countries and their images of Iran and Tabriz doesn’t change 

much due to their knowledge of our country before and after their trip, there-

fore we have tried to distribute most of the questionnaires to those tourists of 

Tabriz that have arrived to Iran from continent other than Asia.  To analyze the 

data from the questionnaire, the SPSS software has been used. In this regard, to 

test the hypotheses, in addition to descriptive statistical indicators, binomial 

test and chi-square were used to analyze the data. 
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RESULTS 

The most level of negative propaganda against Iran was seen that had been oc-

curred due to mass media and the printing media occupied the second place in 

creating such negative images and online media proved to be the third in im-

posing such images. The friends and families of travelers had played a positive 

role in changing the negative images. 

  

Table 1. Ranking of negative advertisements' source about Iran ( before tourists coming ) 

 Third rank Second rank First rank  

0 % 4/6 % 95/4 % Medias (TV & Radio 
&..) 

2/3 % 58/6 % 4/6 % Printed medias 

19/5 % 9/2 % 0 % online medias 

0 % 0 % 0 % Family and friends 

78/2 % 27/6 % 0 % Without answer 

 

The amount of negative propaganda against Iran was higher than mean and its 

frequency percentage was 58/5% which implied sever negative propaganda 

against Iran but this percentage proved to be less among those respondents 

who have visited our country. As we can see in the following table, the travel-

ers’ image of Iran has changed after their trip to Iran and those travelers who 

have not shown any change in their view were found that had travelled to Iran 

from our neighboring countries. 

 

 

Table 2. The amount of negative ads affected on tourists' mental background of Iran (before trip) 

Very low Low  So – so  High  Very high  

24/1 % 12/6 % 12/6 % 28/7 % 21/8 % 

The tourists' image about iran after trip 

No change  Slightly change  Better  Much better  

14/9 % 35/4 %  34/5 %  16/1 % 

 

CONCLUSIONS AND IMPLICATIONS 

Mass media have the highest share in shaping the image of Iran among tour-

ists. Therefore, propaganda against Iran in foreign media leads to the formation 
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of a negative image of Iran before traveling to Iran. Nevertheless traveling to 

Iran and visiting it closely change that image in to a positive. The results indi-

cated that their post trip experiences from Iran were in contrast with their pre 

trip experiences.  Here, some recommendations are introduced which can alter 

and modify the tourists image from Iran: 

 

1. producing some documentaries to introduce the fascinations and tour-

ist attractions of Iran in International media 

2. advertising and propagandizing the Iranian people culture and cus-

toms in international sites and data bases. 

3. destributing brochures and booklets in English language to increase the 

tourists’ knowledge of Iran  

 

ACKNOWLEDGEMENT 
 

This article has been partly chosen from my thesis titled:” Analysis of Urban 

Tourism Market Segmentation with Special References to Destination Image 

Management, Case Study: Tabriz Metropolis. It is to be said that my highest 

respect and special thanks are dedicated to Dr.Rahim Heydari Chianeh who 

sincerely contributed to writing of my thesis and this article. 
 

REFERENCES 

Crompton, J.L. (1979). An Assessment of the Tmage of Mexico as a vocation destination and the 

influence of geographical location upon that image. Journal of Travel Research, 17(4), 18-23. 

G.Gallarza, M., Gil Saura, I., & Calderon Garcia, H. (2002). Destination image: towards a conceptual 

framework. Annals of Tourism Research, 29(1), 56-78. 

Hosany, S., Ekinci, Y., & Uysal, M. (2006). Destination image and destination personality: An appli-

cation of branding theories to tourism places. Journal of Business Research, 59(5), 638–642. 

 Jalilvand, M., Sameie, N., Dini, B., & Yaghoub Manzari, P. (2012). Examining the structural rela-

tionships of electronic word of mouth, destination image, tourist attitude toward destina-

tion and travel intention: An integrated approach. Journal of Destination Marketing and 

Management, 1(1), 134–143. 

 Jørgensen, Louise Gylling. (2004). An analysis of a destination’s image and the language of tour-

ism, Thesis Department of English, The Aarhus School of Business. 

 Yongho Hyun, Martin., & Martin Okeefe, Robert. (2012). Virtual destination image: Testing a tele 

presence model. Journal of Business Research, 65, 29-35.  

 

http://www.sciencedirect.com/science/journal/2212571X/1/1


7th World Conference for Graduate Research in Tourism, Hospitality and Leisure: 893-897,  
03 – 07 June 2014, Istanbul, Turkey 
Printed in Turkey. All rights reserved 

ISBN: 978-605-4940-25-7 

 

 
 

The Role of Urban Legislation in the Development of a Tourism  
Destination: Focus on the Local Community 

 
Master of Science 

Universitat de Girona, Spain 
 

 

Patricia Rozada Aller 
Department of Tourism 

Universitat de Girona, Spain 

E-mail: pariciarozada@gmail.com 

 

Supervisor: 

Jaume Guía 
Department of Tourism 

Universitat de Girona, Spain 

E-mail: jaume.guia@udg.edu 
 

 

 

Date of acceptance: June 2013 
 

 

 

The tourism industry is one of the most sensitive to overdevelopment and re-

source overuse. A lack of balance between industrial development and re-

source preservation might lead not only to the shrinking of tourism, but to 

spoiled and overbuilt landscapes, a xenophobic attitude towards visitors or a 

commoditization of culture and traditions. These impacts normally appear in 

the long term and happen to be very hard or impossible to restore. 

Hosting the amount of tourists the industry moves worldwide becomes a 

tremendous impact in terms of built infrastructure. Planning all these building 

operation and making it sustainable is not a trivial process. Neither it is to deal 

with its natural, social and economical consequences. 

The aim of this study is to give an insight on how destinations physically 

adapt to the tourism industry and its variable fluxes, by analyzing the role of 

urban legislation and planning and its (in)capacity  to foresee future problems 
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that will affect both host communities and tourism at once. Therefore, the re-

search question is:  

“How does urban legislation affect the development of tourism destinations and the 

attitude of host communities towards tourism (and vice versa)?” 

In order to answer the research question a constructivist paradigm is used. 

Constructivism is ontologically relativistic (as realities are multiple and cannot 

be contrasted against a definitive truth), epistemologically subjective (reality 

cannot be separated from the observer’s and researcher’s values) and methodo-

logically it follows a hermeneutic-dialectic process, which means that on a first 

stage an exhaustive picture of an individual’s conception of reality is described 

to contrast it afterwards with that of another individual in order to reach some 

consensus (Guba, 1994). 

This is a documentary research based on secondary data. As it is intended to 

deepen in the implications of historical development of destinations, secondary 

data is the only way of achieving such information. As Jennings (2010) points 

out the main advantages of documentary research are that it enables a non-

intrusive investigation and that it is possible to conduct a historical research. Its 

main disadvantages are its limitation to get an insider’s perspective from his-

torical texts and the fact that historical texts are already an interpretation of re-

ality that will necessarily be re-interpreted by the researcher. 

Two mature destinations have been chosen to be compared: Roses and An-

tibes, which have a series of characteristics in common to help narrowing down 

the extend of this study. Both of them belong to a larger territorial context, the 

Costa Brava in the first case and the French Riviera in the second, by the Medi-

terranean Sea. Consequently, they share a similar climate that, together with 

the proximity of two important mountain chains, creates a beautiful contrasted 

landscape, which merges features from the seaside and the mountain contexts. 

What makes them different is the institutional environment, meaning social 

rules and norms, economic and political systems, education base and culture, 

legislation and regulations, and the external shock each country and each re-

gion are exposed to.  

For the comparison, models and concepts from the Evolutionary Economic 

Geography field will be used. Environmental Economic Geography (EEG) 

studies the origin and development of the economic landscape in time and 

space, focusing on the spatial distribution of industries and firms, their organi-

zation of the productive processes and consumption patterns (Jovanovic, 2009). 
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The main objective of economic geography is understanding the economic pro-

cesses of a place. This field offers multifaceted explanations to the uneven terri-

torial development and change considering physical endowments (like climate 

or natural resources) and the intangible endowments (such as institutions, 

knowledge, networks and culture) as drivers for territorial development (Ao-

yama et al., 2011). 

Specifically, Path-Development models from Martin (2010) and its version 

applied to tourism as Ma and Hassink (2013) propose, and Coevolution model 

of the same authors. Martin and Sunley’s (2006) insight of the causes for lock-

ins and the ways an industry can get out of them will help to explain the rea-

sons why each region developed differently. 

Data come from a wide range of sources, namely scientific publications, 

municipal publications retrieved from municipal archives at both destinations, 

books, tourist guides, newspapers and magazines and legal publications. 

This research is aimed at creating a theory out of the observed reality; there-

fore an inductive approach is used (Saunders et al., 2009). However, it is neces-

sary to take into account that a series of limitations exist. This research is very 

specific to withdraw a universal conclusion from it. By comparing two destina-

tions that belong to a very similar context it would not be reliable to assume its 

applicability anywhere else. 

The attitude of host populations is a key asset when it comes to create an 

experience for visitors. Tourism, as every industry, has an impact over the area 

in which it develops its activity, but for tourism social assets are a key element 

for success, from the point of view of both tourists and hosts (including those 

not directly related to the tourism industry). Public places have the ability to 

transmit the cultural values and beliefs of those who dwell or have dwelled 

them across the history, in other words, places are signified, they are the out-

come of a cultural path (Lynch, 1960; Relph, 1976; Augé, 1995; Vorkinn & Riese, 

2001, Eisenhouer et al., 2003). The attitude of hosts towards visitors, and to-

wards the tourism industry in general, is strongly related to engagement of lo-

cal inhabitants in decision making processes. Tourism can significantly modify 

the urban and natural landscape of a region.  

There is always a risk of transforming a destination into a non-place if de-

velopment occurs disconnected from local culture and traditions.  Sense of 

place is easier to achieve if the people who is to live in that place have a say 

when envisioning future projects concerning physical shape. Cities are con-
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stantly adapting to changes, in this dynamic process participation of multiple 

stakeholders contribute to create more sustainable and integrative places (Beat-

ley & Manning, 1997; Sheldon and Abenoja, 2001; Vorkinn & Riese, 2001; 

Walker & Ryan, 2008; Beaumont & Dredge, 2010; Oktay, 2012). 

For both destinations, Roses and Antibes, it is crucial to create sense of 

place, that public places become representative of cultural beliefs and values, 

and to enhance a better interaction between tourists, second residence owners 

and local population, as builders of a destination. As Caletrío (2011) argued, 

social connections and memories become more powerful than unspoiled land-

scapes when deciding for a destination. 

The exponential growth of mass tourism during the 60s and 70s was a great 

chance for Spain (among other countries) to develop. However the model lead 

to a disconnection between tourism and host populations, due to the insensi-

tive transformation of their towns and landscape as a consequence of the tour-

ism implementation. In Roses a very rapid urban development consequence of 

tourism provoked a sense of placelessness among its inhabitants. A loss of 

meaning and cultural value in its public places made local population claim for 

a review of the tourism model, which was also in decline. Public debates, new 

urban legislation and 1988’s Shores Act appeared as a result of this mismatch of 

expectations and outcome that tourism meant for coastal areas. 

In terms of urban development the biggest challenge concerning sustaina-

bility is thinking in the long term. As seen from the experience in Spain with 

Shores Act, trying to tackle overdevelopment and restore spoiled landscapes is 

almost impossible, at least in the way the norm proposes. However, new gov-

ernance forms in urbanism allow fixing, if not the environmental damage, the 

social and cultural one. 

In the French Riviera a diversified economy and the capacity of the tourism 

industry to be flexible to accommodate new requirements and customer types 

prevented the risk of stagnation and decline. Even if Antibes’ urban model is 

too extensive to be sustainable in terms of land consumption and transporta-

tion-related impacts, the appearance of the technological hub of Sophia-

Antipolis transformed the city, by an increased demand for permanent residen-

cies instead of second homes, and thus, balancing the population variance be-

tween peak season and low season. 

Governance and public participation are essential to achieve a successful 

development in the long run and to fix the mistakes of the past. The use of ICT 
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would ease the process of public questionnaire in terms of budget and time, 

and as place attachment needs to be monitored periodically, it would be con-

venient to have an online platform for this purpose. 
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The aim of airline loyalty programmes is to identify and retain the most loyal 

and valuable customers and to support airlines in achieving sustainable long-

term revenue growth. However, many authors (Bashford, 2010: 29; Berman, 

2006:121; Binggeli, Gupta & De Pommes, 2002:7) have recently questioned the 

effectiveness of these airline loyalty programmes (also called frequent flyer 

programmes or FFPs) in enhancing true loyalty among its most valuable and 

frequent travellers, stating that FFPs merely create what is termed spurious 

loyalty. Although previous studies have explored the dimensions and/or ante-

cedents of loyalty in many industries, there have been fewer that aimed at ex-
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ploring loyalty within the commercial aviation industry (Dolnicar, Grabler, 

Grün & Kulnig, 2011; Forgas,  Moliner, Sánchez & Palau, 2010; Zins, 2001).  

The most lucrative markets for airlines are frequent travellers and premium 

class travellers. Premium class travel earns the highest revenue for airlines 

(Claussen & O’Higgins, 2010:203; Mason, 2005:21) and airlines seek to build 

loyalty amongst this group of passengers. Airlines spend far less on retaining 

customers than on seeking new markets (McMullan & Gilmore, 2008:1084) and 

reward returning passengers through the benefits of airline loyalty pro-

grammes.  Anecdotal evidence obtained mainly through personal observation 

suggests that there is a segment of the business class market that may be fre-

quent travellers on an airline but who do not belong to the associated FFP.  This 

gives rise to the question of whether FFPs truly enhance loyalty among its 

members and whether FFPs are still seen as rewarding and appropriate. 

The primary objective of this study, which is currently in progress, is to 

compare the level of loyalty among business class passengers who are mem-

bers of a major airline’s associated FFP and those who are not members. It also 

aims to compare the level of loyalty among members of the FFP according to 

the different levels or tiers of membership as well as the duration of their 

membership. Oliver (1999:35) states that loyalty evolves over time and involves 

four distinct stages or levels, namely cognitive loyalty (a liking based on infor-

mation available about the airline), affective loyalty (a preference based on a 

pleasant previous experience with the airline), conative loyalty (a commitment 

towards the airline based on repurchasing behaviour) and action loyalty (con-

tinuous intention to purchase from the airline despite obstacles).  It is thus hy-

pothesised that members of the FFP and non-members of the FFP will differ in 

terms of their level of loyalty towards the airline, that members of different lev-

els of membership will differ in terms of their level of loyalty and that members 

of different duration in membership will differ in terms of their loyalty. This 

study should establish whether membership of the FFP may be a factor in the 

different levels of loyalty displayed towards an airline, as proposed by Oliver 

(1999), if membership of the FFP enhances loyalty according to tier member-

ship and if the FFP enhances loyalty according to the duration of membership.  

The population for the study consisted of two subsets, namely active busi-

ness class travellers who are both members and non-members of a major South 

African full service carrier’s associated FFP.  Stratified sampling ensured that 

representative samples from both subsets of the population were obtained. The 

study made use of an internet-mediated, structured questionnaire aimed at 
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measuring the level of loyalty towards the airline and to determine the general 

demographic profile of respondents and an FFP membership profile, which 

included tier or level of membership, preference of benefits earned and mile 

redemption behaviour. The total number of responses from the member subset 

were 2672 and from the non-members subset 218.  In order to obtain an equal 

proportion of responses in terms of the respective population sizes, 1832 re-

sponses were randomly selected from the 2672 initial member subset responses 

to proportionately match the 218 from the non-member subset. 

Data analyses included cross-tabulations to test for statistically significant 

differences in loyalty between members and non-members of the FFP, mem-

bers belonging to different levels or tiers within the FFP and members who dif-

fer in their duration of membership to the FFP.  Further inferential statistics 

such as independent t-tests and analysis of variance (ANOVA) were used in 

the data analysis in order to test the hypotheses. The preliminary results sug-

gest that members of an FFP do not display a higher level of loyalty than non-

members of the FFP towards the airline. Furthermore, it suggests that there is a 

tendency for different membership levels or tiers to differ in terms of their loy-

alty towards the airline and lastly, it suggests that there is no significant differ-

ence between members of the FFP according to their duration of membership.  

The findings will contribute to the current literature by expanding the body 

of knowledge of the effect that FFPs have on frequent flyers, specifically the 

high-yield end of the market – business class travellers. It contributes to the 

literature on consumer loyalty by providing insight into the phenomenon of 

loyalty among active business class travellers – a complex and dynamic group 

of airline passengers. The findings should be of interest to the commercial avia-

tion industry as it will provide valuable insight into the management of FFPs in 

terms of the desirability and use of current rewards and benefits to members of 

FFPs. These findings should also provide some insight into the reasons for non-

membership amongst frequent flyers. Furthermore, the results should assist 

managers of FFPs to re-evaluate the effectiveness of their FFPs in enhancing 

loyalty among their business class travellers as opposed to creating spurious 

loyalty in rewarding customers who are not loyal towards the airline. The find-

ings can be used to develop tailored reward programmes, enhance marketing 

strategies to profitable segments of the market and to customise communica-

tion strategies with loyal and valuable customers. 
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INTRODUCTION 

Adventure tourism (AT), defined as “a broad spectrum of outdoor touristic ac-

tivities, often commercialized and involving an interaction with the natural en-

vironment away from the participants’ home range and containing elements of 

risk,” (Hall, 1992, p. 143) is currently one of the fastest growing sub-sectors of 

the tourism industry (Buckley 2010). Because it has emerged relatively recently 

as a field of study, a number of scholars have called for ongoing research in the 

area, see Swarbrooke, Beard, Leckie and Pomfret (2003), Pomfret (2006), Buck-

ley (2010) and Rogerson (2007). Much of the research, to date, has focused on 

marketing, injury caused by AT participation, environmental impacts, and the 

broad notion of “risk” associated with AT.  The problem is that little of this 

work has focused on the significance of the environment in adventure tourism 

– an important element inherent in its definition.   



Master of Science 

 

903 

The concepts underlying this thesis developed from an interest in human-

environment interaction within the tourism industry and the realization that 

adventure tourism provides a particularly interesting setting for examining this 

relationship due to the industry’s dependency on the environment to provide 

an adequate adventure experience.  

The aim of the thesis is to clarify the influence of human-environment inter-

action in the context of nature-based adventure tourism associated with select-

ed sites in the Tsitsikamma, South Africa.   

The more specific objectives were developed using the framework which 

will form the basis of the thesis and highlights aspects of human-environment 

interaction in the adventure tourism context. The framework used for this pro-

ject is an adaptation of Pomfret’s (2006) framework for mountaineering adven-

ture tourism, Constantino, Falcitelli, Femia & Tuolini’s (2003) framework on 

environmental impact and Down’s (1970) framework on human-environment 

interaction. In Pomfret’s (2006) work, AT is discussed by examining the “push” 

and “pull” factors that result in participation in AT. The human motivation fac-

tors “push” a person towards adventure recreation participation while the nat-

ural qualities of the activity environment “pull” individuals towards a specific 

destination and activity (Pomfret, 2006). From this the aim, of correcting the 

balance within adventure tourism-environment interaction by also analyzing 

the influence of the environment on the adventure tourist rather than simply 

considering impacts, was developed. This was broken down into more specific 

objectives relating to the distinct elements influencing the impact of the envi-

ronment on humans in the adventure tourism experience. The objectives relat-

ing to natural environment qualities include determining the natural landscape 

features and qualities that attracted visitors to the area and to examine the im-

portance of the destination in tourism motivations. The human motivation fac-

tor objectives include determining motivation factors for activity participation 

in order to narrow the notion of risk to represent an environment-specific fac-

tor. 

The consequent participation, as determined by these factors (human moti-

vation and natural environment qualities), results in the integrated experience 

of the adventure participant. The primary objective for this element was to ex-

amine changes in motivations as a result of activity participation by gathering 

information on the role of the environment in the adventure experience.  

Constantino et al.’s (2003) framework, an adaptation of Downs (1970) pro-

vides an outline for assessing the influence of the “system” or adventure tour-
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ism, on the environment. In order to address this aim, several specific objec-

tives were outlined. The more specific objectives linked to human influences on 

the environment focused on the initiatives taken by companies in order to min-

imize environmental impact and primarily to determine and assess participant 

perceptions of environmental impact. 

An additional objective is to differentiate all of the above by the type of ac-

tivity in which visitors participate to come to an understanding of whether or 

not adventure tourism can be generalized in terms of these elements. 

The culminating framework is shown in Figure 1. It uses Downs (1970) as an 

outline for human-environment interaction while integrating aspects of Pom-

fret (2006) for the human side of the interaction and Constantino et al. (2003) to 

analyze the impact on the environment. The result demonstrates the cyclic na-

ture of human-environment interaction in adventure tourism and the links be-

tween different aspects.  
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Figure 1. An analytical framework of human-environment interaction in adventure tourism. 
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METHODOLOGY 

This thesis focuses on a variety of adventure activities available from several 

different operators in a single location. It is limited to the Tsitsikamma area of 

the Eastern Cape of South Africa centered on Storms River Village and its envi-

rons. It is located on the famous Garden Route of South Africa which runs 

along the coast from Cape Town to Port Elizabeth. Research on tourism in 

Southern Africa, in general, is lacking and very little has been done with a fo-

cus on the AT industry. The exception is Rogerson, (2004; 2007). The South Af-

rican context is particularly interesting as it has only really developed in the 

post-apartheid era, after 1994. 

The adventure tourists discussed in this project are limited to those partici-

pating in commercial adventure activities run by local adventure operators and 

can be termed outdoor, nature-based recreational adventure activities. Five ad-

venture companies operating out of the Tsitsikamma were selected for the pur-

poses of this project.  

This project involves both qualitative and quantitative methods of data col-

lection. Three methods of data collection were implemented: participant obser-

vation, questionnaires and interviews. Twenty five questions were included 

and distributed to participants upon completion of the activity. To the best of 

the researcher’s ability, all participants were approached. The data was collect-

ed over a total of 6 weeks of fieldwork in the Tsitsikamma during which the 

researcher personally distributed the questionnaires to participants. A mini-

mum of five days was spent at each activity. Participant observation was used 

to gain first-hand experience of the activity and to supplement information 

gathered from participants. 

The questionnaires involved questions both concerning motivations and 

perceptions prior to activity participation as well as post-activity participation 

perceptions. Questionnaires were derived from the research objectives and cat-

egorized into: natural environment qualities, human motivation factors, inte-

grated experience and environmental impact indicators. The interviews were 

conducted with upper-level staff such as owners and managers. A semi-

structured approach was taken in order to address some specific aspects, par-

ticularly related to the environmental initiatives taken by the company, but al-

lowed for flexibility and for the interviewees to expand on certain topics.  

The influence of the environment on human in the adventure tourism con-

text was based primarily on Pomfret’s (2006) framework of “push” and “pull” 

factors as well as influences on the integrated experience of adventure tourists. 
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Environmental impact assessments, based entirely on perceptions, were pri-

marily done using several indicators from the World Tourism Organization’s 

list of core indicators of sustainable tourism such as site protection, waste gen-

eration, carrying capacity, site stress, attractiveness and human encroachment 

or disruption of natural features (WTO, 2005).  
 

RESULTS 

A total of 406 questionnaires were collected from participants across the range 

of activities included in this study. The numbers vary significantly between 

activities due to the nature of the activities (e.g. group sizes and duration). This 

thesis assessed both sides of human-environment interaction, the influence of 

the environment on humans and the influence of humans on the environment.  

Interesting results relating to “pull” factors or aspects of the natural envi-

ronment that attracted participants to the area included specific features of the 

environment and landscape qualities. Significant features were “forests,” 

“gorges/canyons,” and “mountains” with relative consistency between compa-

nies. Attractive landscape qualities were also quite varied, though qualities that 

visitors found particularly attractive were the “grandeur of the landscape” and 

the “uniqueness” of the environment. These results were fairly consistent be-

tween participants in different activities. 

The results found that although “risk/thrill” does feature quite strongly in 

AT motivations and experience, other factors, such as “novelty of the activity” 

and the “attractiveness of the environment” are also significant. Secondly, the 

discrepancy between factors influencing motivations and experience of partici-

pants in different activities disputes the notion that AT motivations can be gen-

eralized. The nature of the activity seems to influence motivations and experi-

ence significantly. Interestingly, the environment seems to play a slightly more 

significant role in the integrated experiences of participants than in motiva-

tions. Participants in all activities but one most frequently felt that the “attrac-

tiveness of the environment” was the most significant aspect of the experience 

though with varying degrees. Among participants in certain activities, 

risk/thrill does seem to play an extremely significant role in motivations and 

experiences, supporting previous research (Ewert & Hollenhorst, 1989; Robin-

son, 1992). The results from others, however, indicate that it is less important 

and only a secondary element in line with Kane & Tucker (2004). Finally, alt-

hough primary motivation factors and influential aspects of the experience for 

AT should not be generalized, “environmental education” and the influence of 
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the company in appear to be unimportant in motivation factors and experience 

across the range of activities.  

In terms of human influences on the environment, all of the companies seem 

to have some sense of responsibility to the environment and nearly all take at 

least some initiatives to help protect the environment, though some significant-

ly more than others. The majority of participants felt that the activity had “little 

impact” to “no impact” on the environment. These results were fairly con-

sistent between participants in different activities. One would expect slightly 

more variation between activities since some companies put much more effort 

into environmental protection than others. The nature of the impacts, however, 

understandably varied quite a bit between companies.  

In discussing the links between human influences and environmental influ-

ence some interesting trends emerge. According to these results the influence 

of the environment on humans is stronger than that of humans on the envi-

ronment. The results show that participants feel that the environment, general-

ly, has quite a strong influence on AT motivations and experience. Some re-

search has touched upon this concept by highlighting the importance of the 

environment in the experience (Pomfret, 2006; Bell & Lyall, 2002) but it emerges 

relatively strongly in these results. Furthermore, the influence of the environ-

ment on the individual in the AT context is extremely dynamic, with significant 

variation between activities and between different individuals. This is particu-

larly evident when compared with the information gathered on participant 

perceptions of the influence of humans on the environment which is somewhat 

generic in that the majority of participants felt impacts were minimal and there 

was relative consistency between results from different activities. This is inter-

esting in reference to previous research, much of which has focused so heavily 

on the impact of tourists on the environment (Buckley, 2008; Fennell 2008).  

 

SIGNIFICANCE 

This thesis seeks to widen the scope for understanding motivations and influ-

ences on the experiences by examining the influence of the environment, mov-

ing away from a risk-oriented analysis. In research to date, the impact of the 

setting and its natural features on the participants has been downplayed. The 

results proved that although risk/thrill is an important element of adventure 

tourism motivations and experience, it is not the single most important factor 

and other aspects should be addressed. This thesis has sought to elucidate 

these natural elements, demonstrate how they impact visitor experiences 
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linked to specific activities, and suggest the implications the operation of the 

industry as a whole.  For example, understanding the attraction of the envi-

ronment and its influence on the experience could better develop and under-

standing of why AT is so successful in specific locations and should enable this 

knowledge to be used in future planning and development.  

The method in which the human influences on the environment are exam-

ined is also significant. Although it has been done previously, for example 

Manning et al.,(2008), very little data has been collected on visitor perceptions 

of environmental impact and never in the context of AT. Visitor perceptions of 

a company are extremely important, especially in a small town that depends on 

tourism and where there is a significant amount of competition between differ-

ent adventure activities. Since most activities emphasize some sort of interac-

tion with nature in the context of the activity, companies will want to ensure 

that visitors are satisfied and that they are able to enjoy the natural setting 

without disruption. Perceptions of impact, though not an exact and accurate 

measure, are important in understanding the influence of impacts on visitors 

and the experience.  
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