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EDITORIAL1 
 
TOURISMOS is a new international multidisciplinary journal aiming in 
the promotion of research in all fields of tourism, including travel, 
hospitality and leisure. In an era that tourism is becoming a crucial factor 
in the development and policy of most countries of the world, a scientific 
journal like TOURISMOS aims in contributing new knowledge from 
researchers, academics and practitioners in any tourism segment. Our 
intention is to provide yet another platform among the many international 
scientific journals existing all over the world, for the debate and 
dissemination of research findings, new research approaches and 
techniques, theoretical contribution, conceptual developments and articles 
with practical application to the tourism field. 
 
The main aims of TOURISMOS are: 
• Disseminating and promoting research good practice and 

innovation in all aspects of tourism to its prime audience which 
includes academics, practitioners, educators, researchers, post-
graduate students, policy makers and industry practitioners. 

• Encouraging international scientific cooperation. 
• Understanding and enhancing multidisciplinary research across all 

tourism sectors. 
• Promoting the work and research of young academics and 

practitioners. 
 
I wish you to enjoy reading this second issue of TOURISMOS! 
 
Paris Tsartas 
Editor-in-Chief 
 
 
 
 
 
 
 
 
 

                                                           
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418 
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THE BACKPACKER AND SCOTLAND: A MARKET 
ANALYSIS 

 
 

 David Leslie1 
Glasgow Caledonian University 

Julie Wilson 
Glasgow Caledonian University 

 
 
The primary objective of this study was to investigate the backpacker market and thus 
the characteristics and motivating factors of backpackers in order to establish the 
potential of this market.  Subsequently through empirical research, based on standard 
survey techniques to investigate the extent to which backpackers and thus 
backpacking in Scotland evidences similar characteristics and to explore their 
expenditure patterns with the overall objective of establishing broad indicators as to 
whether this particular form of tourism activity holds potential as a market for 
promotion and development in Scotland. The findings of this research lead to the 
proposal that backpackers are a potentially valuable niche market with specific and 
complementary advantages over other more general forms of tourism which Scotland 
should be seeking to develop. 
 
Keywords: tourism, promotion, niche markets, backpackers, marketing analysis, 

Scotland 
 
 
INTRODUCTION 
 

A review of the marketing and promotion of Scotland over the last two 
decades predominantly though not solely, by the Scottish Tourist Board 
(now VisitScotland) finds that it has been dominated by attention to 
traditional markets e.g. America and continental Europe with little attention 
to other source areas, with the exception of Japan.  Attention to the 
promotion of activity based tourism demand has also been limited, 
predominantly restricted to the traditional activities and interests e.g. rural 
pursuits, golf and whisky.  There is no doubting that the marketeer cannot 
afford to ignore traditional markets nor that activity based tourism demand is 
increasing.  However and especially given the highly competitive 
international marketplace that destinations operate in, there is a need to 
search for other markets with potential for development.  The attention given 
                                                           
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418 
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to backpacking over recent years by the media through, for example, 
Garland's "The Beach", gap years and regretable incidents of fatalities 
suggest that this is an activity that is  growing in participation.  It is therefore 
this market that is explored and investigated here.  The aim first is to 
establish the main characteristics of the market which serve to differentiate it 
from more general markets such as `mass tourism' and also whether 
perceptions of increasing demand are well founded.  Secondly, to investigate 
the expenditure of backpackers to gain insights into the market's potential 
economic contribution; a fundamental factor as regards whether or not to 
promote this niche market.  The focus then turns to the findings of research 
undertaken directly into backpackers in Scotland. 
 
 
DIFFERENTIATING BACKPACKERS FROM `MASS' TOURISTS 
 

Backpacker travel undoubtedly has existed for centuries but in terms of 
modern tourism it is probably most readily associated with the `hippies' of 
the 1960s - otherwise known as `drifters', who travelled off the beaten track 
and tried to escape from the accustomed way of life of their home country 
(Loker-Murphy & Pearce, 1995).  In the 1970s "drifters" became "long term 
budget travellers" and then, during the 1990s, "contemporary backpackers" 
combined with the alternative categorisation of `modern youth tourism' 
(Loker-Murphy & Pearce, 1995).  This changing terminology reflects the 
notion of development and expanding popularity leading to perceptions that 
".... simple peer pressure or ‘me too-ism’ has made the round the world trip 
non-negotiable." (Calder, 1999:45) and suggestions that backpacking is 
becoming the norm  - a rite of passage for many young people (Suvantola, 
2002; Westerhausen, 2002; Richards and Wilson, 2004). 

But this changing terminology also suggests that over time backpacker 
demand has shifted from being a predominantly homogenous market to one 
evidencing variations and heterogenity thus some potential degree of 
segmentation.  However, first we need to differentiate between backpackers 
and more general tourists e.g. mass tourists, which we can achieve using the 
following general characteristics drawn from Moshin and Ryan, (2003), 
Noy, (2004), Suvantola (2002) and Keeley (1995): 
• type of accommodation used: low cost, basic with limited services and 

facilities; 
• duration of trip: the overall trip is far longer with comparatively long 

stays in various destinations;  
• degree of organization: essentially arranged independently by the 

backpacker; 
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• destination activities: in general they tend to avoid the more popular 
tourist attractions, prefering activities which allow for personal input 
though this is not always so (Moshin and Ryan, 2003); 

• transportation within destinations: predominantly they use public 
transport systems. 

 
 
Table 1. Comparison of indicative characteristics: Backpackers and 

“mass tourists” 
 

Characteristic Backpackers Mass Tourists 

Age Generally between 18-30 years 
old

Any age group, wide range. 

Accommodation 
Used 

Low Tariff.  Hostels, Camping, 
Backpacker Hotels, Homes of 
friends and family. 

High Tariff.  Hotels etc., Self-Catering 
Apartments,   
All Inclusive Resorts. 

Transport Used to 
get to Destination 

Plane  Plane 

Transport Used 
when in Destination  

Public transport, e.g. local train 
and bus services. 

Private car, private coach. 

Trip Duration Longer than brief holiday, length 
varies greatly, from 1 month to 1 
year. 

1-2 Weeks 

Degree of 
Organisation 

Independently organised, flexible 
travel plan.  
Most elements are not pre-booked, 
only outbound flight. 

Packaged, organised by tour operator,  
inflexible.  Components of holiday 
product are pre-booked at home. 

Holiday Activities Emphasis on informal and 
participatory holiday activities. 
Participate in wide range of 
activities. 

Day trips organised by tour operator. 
Sightseeing. 

Expenditure Limited, travels on a budget. Comparatively large amount of money 
to spend. 

  
Derived from: Westerhausen, 2002;  Loker-Murphy & Pearce, 1995; Goodwin, 

1999; Smith, 1989. 
 

A comparative analysis of the differences in travel patterns between the 
`stereo-typical’ backpacker and `stereo-typical’ mass/package tourist, is 
presented in Table 1 based on indicative characteristics which today are not 
so unequivalently applicable to all (Moshin and Ryan, 2003). These 
differences are attributed to two factors.  First, backpackers comparatively 
are `time-rich' but have limited funds (Gray, 2000) whilst the `mass tourist' 
comparatively is `cash-rich' but `time poor' i.e high expenditure on their 
`annual holiday' of about two weeks.  Secondly, backpackers tend to 
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distinguish themselves from other types of tourist i.e. ‘travellers’ and the  
associated connotations of adventure, individuality and self-discovery 
(Suvantola, 2002; Westerhausen, 2002).  It may be argued therefore that 
backpackers tend to undertake different activities and avoid places 
considered ‘too touristy’. As such they may be considered to have 
characteristics in common with "alternative tourists". A view which holds 
implications for the approach to marketing. 
 
 
DEMAND 
 
To develop any market, it is important to understand determinants of 
demand and supply. First, an analysis of motives for backpacker travel 
leads to establishing the following major motivators (Moshin and Ryan, 
2003; Sorensen, 2003; Suvantola, 2002): 
• the notion that travel broadens the mind; that the experience of other 

cultures helps to inform and gain an understanding of cultural 
differences. These are related to education and the improvement of 
one’s knowledge.  To satisfy this motivation travel is necessary and 
thus it acts as a `push' factor.  

• travel provides the opportunity to mix with other like-minded 
individuals; the opportunities presented through backpacking to meet 
other people, especially other backpackers, and to make new friends 
is another major `push' factor. 

• travel is a way that young people can postpone certain socio-
economic decisions; for example, starting a career and/or settling 
down e.g. marriage.  Therefore backpacking may be viewed as the 
last opportunity to travel free from the responsibilities of working 
life.  
In combination, these factors suggest the destination itself is not the 

major motivating factor but rather the pursuit of personal development 
and discovery which may be satisfied in any country where it is possible 
to travel in the desired manner.  However, the choice of country/countries 
is important.  Generally, backpackers are considered to travel from `the 
west' to `the east' (Sorensen, 2003)  ".... to escape the constraints of life in 
Western society." (Westerhausen, 2002:32).  In this respect the 
destination would be significant, the choice of which is likely to be 
influenced by peer groups and other backpackers; word of mouth and the 
‘grape vine’ are seen as major information sources and influential factors 
for backpackers. 
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Although the market is perceived to have grown substantially over 
the last twenty years (Westerhausen and Macbeth, 2003) it is difficult to 
quantify this in many destinations because backpackers are often not 
differentiated within visitor surveys. A potentially good indicator are 
occupancy figures from hostels (Keeley, 1995; Speed, & Harrison, 1999)  
whilst another way would be to take as a benchmark the figures from the 
tourist statistics of a country which does differentiate, for example, 
Australia, though due consideration would need to be given to the 
popularity of such countries.  An alternative approach is to analyse the 
supply side; for example, the evident increase in the supply of products 
orientated to backbackers e.g. The Lonely Planet guides (Suvantola, 
2002), and the establishment of backpacker routes in evidence in 
Australia and India (Scheyvens, 2002). We can also identify a growth in 
the provision of inexpensive accommodation in popular areas;  Bali in 
1977 had 14 such places, by 1994 this had increased to 34 places 
(Suvantola, 2002). The hostel market, in particular, has grown 
significantly and is no longer dominated by the International Youth 
Hostel Federation. Transport has also been a contributory factor. The 
introduction of Inter Rail passes in the 1970s facilitated backpacker travel 
across Europe at discounted rates. Similarly a number of bus/coach 
operators now have dedicated ticketing arrangements for backpackers 
which allow unlimited travel within certain areas or specified time frames 
(for example, National Express in Britain, Greyhound in the USA and 
Canada, and Greyhound Pioneer in Australia). In total, these 
developments bear witness to increased demand and lead to speculation 
that a degree of `institutionalisation' is developing. 
 
 
EXPENDITURE 
 

A key element to consider in the analysis of any tourism market is its 
potential contribution to the destination's economy.  In the case of this 
market there are contrasting views. A key perception is that they do not 
contribute significantly to the destination country in economic terms 
being  "...widely regarded as the penny pinching, unprofitable end of the 
tourism market..." (Dalton, 2000:8). In contrast, Westhausen and Macbeth 
(2003) and Scheyvens (2002) argue that they contribute more than any 
other type of tourist, albeit their average daily spend is comparatively 
lower, because of their above average length of stay.  Of particular 
importance is how backpackers' spend; being `cash-poor' requires careful 
budgeting and maximising the benefits of expenditure thus generally they 
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are more likely to seek lower cost hospitality services and products.  The 
significance of this is that lower cost services are more likely to be locally 
owned. A further economic benefit of this market is that backpackers tend 
to spread their spending over a wider geographical area; often `off the 
beaten track' (Scheyvens, 2002). Overall, and as the Goa foundation 
which condemns backpacker tourism, concluded: "With all its drawbacks, 
this kind of tourism still presents a healthy alternative to the five-star 
tourist culture.  It is kinder to the environment and the local people 
involved." (Wilson, 1997:70) 
 
 
THE STUDY 
 

From the foregoing discussion, it appears that backpacker travel is 
growing and has the potential to provide additional benefits 
complementary to other forms of tourism to the host destination.  But, as 
identified above, the majority of studies focus on Australia, India and 
developing countries with little reference to Europe and specifically 
Britain, thus still little is known about the backpacker market in these 
areas.  To address this comparative paucity of attention and particularly to 
investigate the development potential of this market to Scotland a survey 
of backpackers in Scotland was undertaken with the primary aims of 
establishing a general profile and the main characteristics and expenditure 
patterns of these backpackers.  A quantitative methodology facilitating 
statistical analysis was adopted based on a survey involving a structured 
questionnaire. Due attention was given to the sequence of questions, 
presenting these in appropriately labelled sections to guide and help focus 
respondents, commencing with enquiries about the overall trip before 
considering the visit in Scotland, which encompassed motivations and 
expenditure patterns and concluded with personal profiling factors.  
Glasgow, as a major arrival/departure point for Scotland as a popular 
destination for backpackers, was chosen as a suitable location for the 
empirical research (Speed and Harrison, 1999). It has seven hostels open 
all year from which a balanced selection comprising a small independent 
hostel, a Euro Hostel and a Scottish Youth Hostel (SYH) i.e. Glasgow 
Youth Hostel, was made.  In recognition of the possibility of there being 
significant differences between backpackers at different locations in 
Scotland, the SYHA hostel in Edinburgh was included thereby enabling 
an element of comparative analysis between the two locations. 
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As identified in the opening section, backpackers have a preference 
for budget accommodation e.g. hostels; thus, an effective way of reaching 
backpackers is through hostel accommodation.  However, it was 
recognised that this would exclude backpackers using different types of 
serviced accommodation but in counterpoint, hostels are the preferred 
choice of backpackers in the U.K. (Shipway, 2000; Nash et al, 2006).  
The questionnaires were distributed in person to backpackers in 
communal rooms in the various hostels on different days and at different 
times over a four week period. Few problems were experienced during the 
implementation of the survey. Due largely to the personal and explanatory 
approach non-backpackers at the hostels did not participate and of the 
backpackers approached only two did not participate due to language 
problems i.e. Japanese. A profile of responses per hostel is presented in 
Table 2; not surprisingly, the majority (44%) were from the Euro Hostel 
which has the largest capacity [300 rooms] of the hostels visited. 
However, both SYHA hostels and the independent hostel are well 
represented in terms of their capacity.   
 

Table 2.  Profile of responses by hostel 
 

Hostel Completed 
Questionnaires 

 Sample (%) 

 Hostel A 22 21 
 Euro Hostel 45 44 
 SYHA Glasgow 16 16 
 SYHA Edinburgh 20 19 
 Total 103 100 

 
 
 
FINDINGS 
 

It is not the intention here to present all the data drawn from the 
backpacker survey but rather to concentrate on those aspects which enable 
comparison with the general characteristics established above. In addition, 
the findings specific to Scotland and backpacker expenditure patterns are 
explored. 
 
Backpackers’ profile 
 

A summary of socio-demographic factors of the respondents is 
presented in Table 3 which shows a balance between the sexes.  The 
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majority [82%] of these backpackers are under the age of thirty 
(consistent with Loker-Murphy & Pearce (1995) and Shipway (2000) and 
single [91%], which supports the motive for backpacker travel as a means 
of postponing certain socio-economic decisions, e.g. marriage. Although 
backpackers are generally thought to be students [51%] evidently this is 
not necessarily the case, which correlates with Moshin and Ryan's (2003) 
study. 

Those respondents in employment represented a diverse range of of 
occupations [e.g.engineer, teacher, business analyst, nurse] which mirrors 
Speed and Harrison's (1999) findings. Affirming the large number of 
students and professionals within the sample, 69% of respondents were 
found to be educated to degree level or above.  A significant proportion 
[41%] of them were travelling alone, undertaken equally by both sexes, or 
with one other person [35%] e.g. boy/girl friend.  Although the majority 
are `young, single and students' thus reflecting the traditional profile of 
backpackers, the presence of `older and employed' participants bears 
witness to increasing heterogenity in this market (see Cohne, 2003). 
 

Table 3. Profile of respondents 
 

Profile factors Category Response 
(%) 

Sex Male 49 
 Female 51 
Marital Status Single 91 
 Married 5 
 Separated 1 
 Widowed 3 
Age Group - years old 16-18 2 
 19-24 52 
 25-29 30 
 30-39 10 
 40-49 4 
 50 plus 2 
Country of Residence UK 14 
 Continental Europe * 35 
 USA/Canada 17 
 Australia/New Zealand 27 
 Other ** 7 
Employment Status Student 51 
 Full-time  34 
 Part-time 4 
 Not currently employed 6 
 Other 5 
Education Secondary school 11 
 Diploma 20 
 Degree 52 
 Postgraduate qualification 17 
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* European countries included: France, Spain, Germany, Netherlands, Belgium, 
Switzerland, Norway, Denmark and Republic of Ireland. 
** Other countries included: Tanzania, S. America, Bangladesh, Japan & Taiwan. 
 

The majority of these backpackers are overseas tourists; continental 
Europe perhaps somewhat surprisingly given the perceptions that the flow 
is usually seen as `West to East', accounting for the largest source [35%] 
followed by Australia/New Zealand [27%]; findings comparable with 
Nash et al's (2006) study. Examination of gross tourist flow data for 
Scotland reveals that 9% of tourist trips are undertaken by overseas 
tourists, with this figure increasing to 15% for Glasgow (VisitScotland, 
2002a).  One might expect a similar percentage of overseas visitors to be 
represented within the backpackers staying at Glasgow hostels.  However, 
86% of the respondents staying at Glasgow hostels were overseas tourists 
- markedly higher than 15%, suggesting that a substantially higher 
proportion of backpackers are from overseas than in other categories of 
tourists to Glasgow. The major motivation for the overall trip, accounting 
for 45%, was to experience other cultures and environments, followed by 
education/improving knowledge [18%] [see Table 4]; both of which were 
given as secondary motives. No significant differences on the basis of 
correlation analysis using demographic variables were identified 
suggesting that the motives for backpacker travel are generic, in a sense 
part of `backpacker culture'. Overall, the profile of these backpackers 
bears many similarities to that of "socio-cultural tourists" with the notable 
exception of age.  The latter tend to be older (40 years old plus). 
Interestingly in the case of Glasgow, the age profile of socio-cultural 
tourists includes a higher proportion of comparatively younger tourists 
(Leslie, 2002). 
 

Table 4.  Motivations for trip 
 

Motive Respondents 
main motive 

(%) 

Respondents 
secondary 

motives  (%) 
Meeting local people 3 48 
Mixing with fellow travellers 1 39 
Education/Improving knowledge 18 65 
Experiencing other cultures/environments 45 78 
Seeking excitement & adventure 7 48 
Leisure & relaxation 12 48 
Visiting friends and family 5 17 
Other 9 19 
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The overall duration of these trips evidently varies considerably (see 
Figure 1).  The significant number of those being away for four weeks or 
less brings into question the general characteristic that these are usually 
long trips, and subsequently total expenditure during the stay in any one 
destination country compared with other types of tourist. Backpackers 
from Australia/New Zealand were found to take the longest trip duration 
whilst for those from the USA and Canada no one duration was 
noticeably favoured by a majority of respondents.  The respondents 
whose trip duration was comparatively short (four weeks or less [38%]), 
not surprisingly perhaps, are from other European countries.  This finding 
conflicts with the traditional perception of backpackers travelling from 
`West to East', supports Moshin and Ryan's (2003) and Cohen's (2003) 
findings and confirms declining strength of homogeneity in this market.  
This is of particular significance in the context of target marketing. 
 

Figure 1. Total duration of trip 
More than 1 

year
(22%)

Under 1 week
(20%)

1 - 4 weeks
(18%)

1 - 3 months
(14%)

3 - 6 months
(14%)

6 - 12 months
(12%)

 
 
Visit to Scotland 
 

Although the majority of respondents [66%] had previously visited 
the UK, many [30%] had not previously been to Scotland.  The reasons 
given for visiting Scotland, primarily ‘scenery and landscape’ and ‘history 
and historic sites’ (see Table 5), tend to correlate with the motivations 
given for the overall trip (see Table 4); for example, to learn about 
Scotland's history equates with ‘education/ improving one's knowledge’.  
It is not clear however which the primary reason of choice is.  Whether it 
is to visit Scotland as a country motivated, for example, by `word of 
mouth' by peers elsewhere, and thus a `push' factor or whether the 
natural and cultural resources are serving as the `pull' factor. Evidently 
for the majority of backpackers the visit to Scotland is taken within the 
context of visiting the U.K. - essentially England. However, for one in 
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five backpackers [predominantly Europeans] Scotland was identified as a 
primary choice of destination whilst for the majority of participants it was 
part of a longer extended tour.  

The desire to visit Scotland for its history [notably similar to other 
tourists] is also emphasised when examining the activities that 
respondents have undertaken; for example: 70% cited visits to historical 
sites and 72% visits to museum and galleries compared with overseas 
holiday tourists at 83% and 58% respectively (VisitScotland, 2002b). 
Overall this suggests that rather contrarily to earlier comment, the 
touristic activities of backpackers are not that dissimiliar to other types of 
tourist, particularly comparable with socio-cultural tourists and, given 
their consideration to the landscape and scenery, with "eco-tourists".  
However, the latter differ from cultural tourists in the sense that they have 
a rather different profile - older and more orientated to the built heritage 
and the arts.  But as regards the places of interest visited backpackers are 
also generally similar to other international visitors to Scotland but more 
likely to visit musuems and art galleries and given this factor are closer to 
"cultural tourists". Thus one might speculate that backpackers are younger 
"eco-cultural tourists". 
 

Table 5. Reasons for visiting Scotland 
 

Reason Respondents (%) * 
Scenery and landscape 76 
The country's history and historic sites 72 
Peace and quiet 22 
Entertainment & recreation facilities 13 
Part of tour of the UK 20 
Part of itinerary of organised tour 1 
Just passing through 5 
Visiting friends and family 14 
A specific attraction or event 10 
* More than one reason could be selected by respondent 

 
 

While travelling in Scotland, as expected, hostel accommodation is the 
main type of accommodation used, which reflects the findings of both 
Keeley (1995) and Nash et al (2006). The most popular sources for obtaining 
information were the internet and guide books [75% of backpackers], which 
supports the findings of Nash et al's (2006) study. Indications of a 
relationship between age and internet use are evident. In the 19-24 years age 
category, 83% of respondents used the internet as a source of information 
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while in Scotland but as the age category increases the number of 
respondents using the internet decreases; for example, 60% of 30-39 year 
olds compared with 25% of 40-49 years old.  The train and/or coach were 
the most commonly used means of transport for travel within Scotland, 
which is in marked contrast to the great majority of other types of visitor 
who predominantly use a car. 
 

Figure 2. Intended length of stay in Scotland 

less than 1 
week
(34%)

1 - 2 weeks
(28%)

2 - 4 weeks
(9%)

More than 6 
months

(9%)

3 - 6 months
(12%)

1 - 3 months
(8%)

 
 

The majority of backpackers [62%] intend to stay in Scotland for less 
than two weeks, whilst 38% are staying considerably longer [see Figure 2] 
which, on average, is of shorter duration than that found by Shipway (2000) 
[i.e. 50% staying for one month or more compared with [29%] but is similar 
to Speed and Harrison (1999) and Nash et al, (2006)]. Compared with other 
countries the length of stay in Scotland is shorter; for example, the majority 
of backpackers in Australia (65%) stayed between four to twelve weeks 
(Loker-Murphy & Pearce, 1995) and in India backpackers tend to stay for 
approximately three months (Goodwin, 1999).  However, such comparisons 
are flawed, to an extent, given that Scotland is a part of the UK and as 
backpackers travel around within destinations their overall stay in the U.K. 
will be longer in many cases. Even so, the findings do affirm that 
backpackers generally stay longer than other tourists i.e. the average length 
of UK residents' visits [which account for about 90% of the total market] to 
Scotland is 3.6 nights and for overseas visitors the average is 9.4 nights 
(VisitScotland, 2002b). An influencing factor in length of stay is a 
combination of when the visit takes place and potential employment 
opportunities.  Basically backpackers appear to stay for longer during the 
spring/summer, a period when short-term employment opportunities are 
more readily available. The significance of the length of stay lies in the 
overall expenditure and thus we now turn to this aspect. 
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Expenditure patterns 
 

To obtain an overview of expenditure patterns, respondents were invited 
to detail their expenditure for the previous day.  As per tourists in general, 
accommodation, transport and food and drink are the primary constituents of 
backpacker expenditure [see Table 6], the majority of whom [82%] spent 
between £6-15 on accommodation per night and £1-£10 per day on food and 
drink. Expenditure on transport varied considerably depending on the 
activities undertaken, for example visiting other areas, purchase of onward 
travel tickets or staying in the locality.  The low expenditure on attractions is 
not surprising perhaps given Glasgow and Edinburgh have many free 
attractions.  Spending on `entertainment' was also quite low considering that 
79% of backpackers surveyed said they visited pubs and clubs while in 
Scotland, but these figures are a `snapshot' of what, at best, can be described 
as an indicative day.  Overall, the majority of respondents did not spend any 
money on shopping, gifts and souvenirs, attractions and entertainment on the 
previous day. A finding which is hardly applicable to other visitors. Also 
many backpackers work part time in order to help finance their trip; 
estimated to be around one in every five (Swanson, 2000). As Uriely 
expressed, in such situations they may be termed "working tourists" 
(2001:2). 
 

Table 6.  Backpackers’ expenditure 
 

Respondents Expenditure in Preceeding 24 hours by Category (%) 

Amount 
Spent 

Accom-
modation 

Transport Food & 
Drink 

Shopping Gifts & 
Souvenirs 

Attractions Enter-
tainment 

£0 7 33 7 80 82 78 68 
£1 - 5 0 38 33 8 9 4 4 
£6 - 10 27 15 37 5 3 15 15 
£11-15 55 6 11 0 1 2 2 
£16 - 20 5 3 7 1 1 1 6 
£21 - 30 4 3 1 3 2 0 4 
£31 + 2 2 4 3 2 0 1 

 
 

Aggregating these figures, we can establish an average spend for the 
day of £37.97 per respondent - a useful indicator albeit it does not reflect the 
expenditure patterns of all backpackers.  As noted, some backpackers spend 
considerably less per day - generally those who are staying longer in 
Scotland. If we take Speed and Harrison's (1999) finding of £28 per day and 
based on an average stay of four weeks [a conservative figure] then overall 
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expenditure equals £784 for the time spent in Scotland compared with an 
average for overseas visitors of approximately £450 (VisitScotland, 2002a). 
 
Summary of findings 
 

First, the profile of the overall trip and the motivations of backpackers 
to Scotland is similar to the general characteristics, including increasing 
heterogenity, identified from the earlier studies. Secondly, key characteristics 
of these visitors to Scotland, as presented in Table 7, demonstrate significant 
differences between this market and Scotland's major tourism markets. That 
the majority of these backpackers are from overseas, including continental 
Europe, is especially significant given the proportionally small number of 
overseas visitors [approximately 10%] to Scotland. 
 

Table 7. Key characteristics of Scotland's backpacker market 
 

 
* Tend to be young, single students, educated to degree level. 
* Predominantly from other European countries and Australia/New Zealand. 
* The visit to Scotland is usually included in the itinerary of a European or world 

wide trip, which may last for more than one year. 
* Stay possibly for less than two weeks. However, it is likely that during summer 

months the duration of stay is longer as many backpackers may work part time in 
order to supplement their budget. 

* Mainly use hostels and public transport  
* Utilise the internet as an information source while in Scotland. 
* Visit many places in Scotland.  
* There are indications that a ‘backpacker route’ for places to visit is becoming 

established. 
 

 
 
Particularly significant are the general expenditure patterns identified: 
• Though the average daily expenditure is lower than that of other visitors 

the comparatively longer stay means higher overall expenditure during 
their time in Scotland.  

• Their spending is more widely geographically spread than for many 
other visitors, for example, compared with major market segments such 
as business/conference visitors. 

• The primary constituents of expenditure are accommodation, transport 
and food and drink, which is as per tourists generally.  However, this 
expenditure is likely to have different impacts on the economy at the 
regional/local level than that of other tourist spending. For example, 
when compared with business tourists, there may be a lower level of 
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financial leakage from backpackers' spend since they have a higher 
propensity to purchase local products and services; 

In the context of sustainability, the market evidences a number of pluses 
namely independent travel, use of public transport to travel within Scotland 
and they are more likely to support locally owned businesses. 
 
 
CONCLUSION 
 

The opening discussion of backpackers and the market in general 
established a number of significant points. First, as the literature attests, 
attention to this form of tourism is comparatively recent and often limited 
to Australia, New Zealand and the Far East. Even so, it is apparent that 
the backpacker market has developed since the `hippy/drifter' times of the 
1960s and 1970s, the popularity of backpacking has increased and a more 
diverse range of people are participating. What was once a fairly 
homogenous market comprising `twenty-something year olds' taking 
`time-out' before settling down has developed, on the basis of 
demographics, a more heterogenous profile, but with comparative 
consistency on motivations and wider variations in the duration of the 
overall trip. These factors are all evident in the data from the survey of 
backpackers in Scotland.  However, and although the methodology was 
appropriate, a wider sample drawn from across Scotland would have 
enabled some degree of exploration of the data to establish if there are 
significant variances between potential categorisation of backpackers; for 
example on the basis of arrival points in Scotland, duration of visits 
varying according to origin or age grouping. Also, during the undertaking 
of this study little evidence was found of attention to this market and thus 
an area for further research would be to investigate the level of awareness 
and extent to which it is actually recognised by tourism agencies in 
Scotland, and the UK more generally. This particular area of further 
research is now being undertaken. 

Even so, the growing popularity of backpacking, the emergent 
diversifying profile of backpackers and that they are from overseas, 
independent and seeking `other experiences' collectively indicates that 
this form of tourism is a market for development. One which holds 
comparative advantages with the major traditional markets i.e. 
international, longer average stay, higher propensity to spend on locally 
owned services and facilities. This `added value' supports diversity in 
supply and also that promoting this segment is not generally going to 
increase the competition amongst those suppliers e.g. hotels, orientated to 
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the current major markets. Overall, a combination that indicates it is a 
particularly attractive alternative market with additional economic 
benefits for Scotland. However, the emerging diversity and increasing 
heterogeneity presents a challenge to marketeers in terms of target 
marketing; not least because of the "push" motivational factors and the 
absence of a specific "pull" factor necessary for marketing under the 
umbrella of "special interst" tourism.  In effect, the backpacker market 
holds the potential to segment into sub-groups - niche markets based on 
combinations of profiling factors. For example, the younger backpackers 
with traditional in profile could be a sub-group - "youth travelers" - the 
global nomads of tomorrow - a term coined by Richards and Wilson, 
(2003) whilst an older age grouping sub-group could be categorised as 
"eco-cultural" backpackers.  

As the findings of this study overall indicate, Scotland already has 
popularity with backpackers and thus a position in the marketplace on 
which to build. The fact that there is ever increasing international 
competition in what is for tourism a global marketplace means that 
Scotland, particularly given its low overseas visitor base, simply cannot 
afford to ignore any market segment of potential, let alone one so 
predominantly comprising overseas visitors as the backpacker market. 
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The purpose of this study was to examine the influence of age on customer dining 
experience levels at Japanese restaurants in the United States and to determine if 
there are differences in influential factors between customers of different ages 
when they eat at Japanese restaurants.  To address the objectives of the study, 
customers who patronized Japanese restaurants were asked to rank the 
importance of 20 dining experience factors. Researchers give recommendations 
for restaurateurs to bridge the gap between customers of different age groups in 
order to gain a competitive edge in today’s highly competitive restaurant market. 
 
Keywords: Japanese restaurants, ethnic cuisine, Asian foods, dining 

experiences, consumer, satisfaction 
 
 
INTRODUCTION 
 

The United States is continuing to become more culturally diverse.  
As a result of this increase in diversity, ethnic restaurants have become 
one of the hottest sectors of the food service industry over the past decade 
and Asian restaurants led the U.S. sales trends in 2003 (Cobe, 2004).  
Ethnic restaurants are increasing in popularity and these restaurants 
usually give customers their initial introduction to foods from different 
cultures. The recent immigration patterns in the U.S. can, to some extent, 
explain this sudden rise in the popularity of ethnic restaurants (Hensley, 
2000a). Ethnic restaurants are so numerous, that the availability and 
increased familiarity with ethnic foods are making them become more 
main stream (Mills, 2000; Hensley, 2000c).   

As many Americans are becoming concerned about their health and, 
as a result, are beginning to change their eating habits, they are 
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increasingly interested in trying new exotic types of foods (Josiam & 
Monteiro, 2004) such as Japanese cuisines, which consumers generally 
perceive as being healthy. Traditional Japanese foods capitalize on 
healthful foods and their food products are well received due to their 
wholesome and nutritious nature. Most are prepared from vegetable 
products with a low fat content (Kim, 1995). Cobe (2004) found that 
Asian restaurants can satisfy the top dining-out priorities of health, 
freshness, and excitement. 

Today’s younger restaurant customers are seeking bolder, more 
exotic tastes from a variety of cultures and these consumers are leading 
the revolution in ethnic cuisine dining. Generation X customers were born 
between 1965 and 1976 and are now between the ages of 29 and 40. 
Generation Y customers were born between 1977 and 1994 and are now 
between the ages of 11 and 28 (Amour, 2005; Hensley, 2000b; 
Wikipedia, 2005). Both Generation X and Y customers are adventurous 
and not intimidated to try something new and different while dining out 
and they tend to frequent a variety of restaurants on a regular basis. Their 
baby boomer parents exposed them to ethnic cuisines at an early age 
(Hensley, 2000b). These younger, upscale consumers seem to exhibit the 
most interest in Japanese cuisines such as sushi and hibachi, which are 
often difficult to prepare at home and require numerous, sometimes exotic 
ingredients.   

Conversely, older singles and married seniors are not known for 
frequenting ethnic restaurants, in spite of typically being social diners 
who eat out quite often. Older consumers also tend to shy away from 
spicy or exotic foods, as well as newer food trends.  Older consumers are 
often seen as having firmly entrenched dining-out patterns. The truth is 
that they have very distinctive preferences for both service and food.  For 
example, it would appear that acquired tastes and dining habit patterns are 
carried forward as the customer ages. According to Knutson and Patton 
(1993), the two strongest motivators for older adults to eat out are 
convenience and companionship. At this stage in their lives, these 
consumers do not want to spend a large portion of their time in the 
kitchen, but they do not place importance on trying new cuisines 
(Hensley, 2000a). This market segment, particularly older females, 
indicates that an important reason for eating out is the escape from the 
hassle of creating a meal, from grocery shopping to cooking, to cleanup. 
Older diners also perceive going out to eat in a restaurant as an 
opportunity to socialize in a welcoming, comfortable atmosphere, and 
report that being with friends and family is another important factor in 
choosing to eat out (Knutson & Patton, 1993).  
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The diners at ethnic restaurants do not go there just for the food. 
They also hunger for an exotic dining experience.  The patrons of ethnic 
restaurants are viewed as gastronomic tourists (Zeinsky, 1987). It is 
important for restaurant managers to know what their customers want and 
what makes them return to their restaurant.  Susskind (2005) stated that 
customers evaluate the fairness of their dining experience at any time 
during the delivery of service. A customer who experiences slow service 
or a food order that is not quite right must then determine whether or not 
the overall dining experience was good, bad, and equitable. 

The purpose of this study was to examine the influence of age on 
customer dining experience factors at Japanese restaurants in the United 
States and to determine if there are differences in factors between 
customers of different ages when dining at Japanese restaurants. The 
objectives of the study were to: 
• determine the demographic profile of  Japanese restaurant customers 

in the United States; 
• determine differences in dining experience factors between Japanese 

restaurant customers of different ages, and to 
• provide recommendations for Japanese restaurateurs to understand 

the differences in dining experience factors between customers of 
different age groups in order to gain a competitive edge in today’s 
highly competitive restaurant market. 

 
 
METHODOLOGY 
 

This study details the results of a survey of customers from eleven 
Asian restaurants located in a large metropolitan area in the southwestern 
region of the United States. These restaurants were selected because of 
their similarity in types of food served and price points ($10 to $20 per 
person per meal). The researchers developed a questionnaire for this study 
using guidelines from applied research in the areas of foodservice, 
tourism, and marketing (Robledo, 2001; Suskind and Chan, 2000; 
Soriano, 2002,; Yuksel, 2002). The survey instrument was comprised of 
two sections. The first section asked for respondent demographic data. 
The second section of the survey asked customers to rank factors of their 
most recent dining experience at a Japanese restaurant using a five-point 
Likert scale (range:  1 = Strongly disagree to 5 = Strongly agree). The 
dining experience factors were categorized into five themes:  service 
quality, food quality, menu quality, convenience/ambiance, price and 
value.   
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A cover letter guaranteed confidentiality of responses and all surveys 
were returned directly to the authors.  The surveys were distributed in the 
restaurants by the researchers and assistants.  The survey and subject 
selection were reviewed and approved for the testing of human 
participants by a university Institutional Review Board.  Respondent 
participation in the study was strictly voluntary.  The usable sample size 
was 369 restaurant customers.  The sample was large enough to conduct 
one-way ANOVA and T-testing, while compensating for the convenience 
sampling utilized.   
 
 
RESULTS 
 

To address the objectives of the study, respondents were asked to 
indicate their level of agreement with 20 factors from their most recent 
dining experience at a Japanese restaurant, using a 5-point Likert-type 
scale (1 = strongly disagree to 5 = strongly agree).  An example item was, 
“The menu was explanatory and easy to understand.” As shown in Table 
1, the gender composition of the participants was 181 females (49.3%) 
and 186 males (50.7%). The largest represented age group was 
respondents who were among the 21-30 year-old age group (42.7%).  The 
ethnic breakdown of the participants was 214 Caucasian (62.4%), 111 
Asian (32.4%), and 18 other (5.2%). The average respondent was male, 
21-30 years old, Caucasian, single, and employed. The largest number of 
respondents in this study, 21, (62.8%) were unmarried and 244 of the 
respondents were employed (66.7%). Many of the respondents held a 
bachelor’s degree, 159 (43.3%), while 143 of the respondents (39%) had 
graduated from high school. 
 

Table 1.  Demographic profile of Japanese restaurant customers  
 

Characteristics Total % 
Age 
   18 - 20 58 16 
   21 - 30 157 43 
   31 - 40 63 17 
   41 - 50 56 15 
   51 + 34 9 
Gender 
  Female 181 49 
  Male 186 51 
Ethnicity 
  Caucasian 214 62 
  Asian 111 32 
  Other 18 5  
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Table 2 shows the mean scores of the 20 dining experience factors by 

age group.  The following section details these findings.  
 

Table 2.  Analysis of variance of Japanese restaurant dining 
experience factors by age 

 
Age  

 
FACTOR 18-20 21-30 31-40 41-50 Over 

50 

 
F 

Service MEAN 

Had neatly groomed, well-trained 
employees 

4.42 4.40 4.38 4.58 4.50 0.489 

Provided prompt and quick service 4.29 4.07 4.13 4.57 4.56 2.982* 

Provided information about food 3.93 3.67 3.55 3.91 4.18 1.688 

Served food exactly as ordered 4.56 4.33 4.27 4.50 4.61 1.391 

Food 

Appearance of food was attractive 4.69 4.56 4.37 4.72 4.83 2.311 

Taste of food was excellent 4.49 4.40 4.19 4.67 4.71 2.388 

Quality of food was consistent each visit 4.42 4.31 4.06 4.46 4.76 2.747* 

Quantity of food was sufficient 4.24 4.00 3.90 4.34 4.56 2.500* 

Menu 

Menu had variety  4.67 4.39 4.23 4.47 4.58 2.109 

Menu was explanatory and easy to 
understand 

4.00 3.92 3.88 4.08 4.00 0.261 

Menu had up-dated items 3.98 3.76 3.68 3.97 4.00 1.020 

Menu had healthful items  4.39 4.11 3.88 4.20 4.47 2.243 

Ambience and Convenience 

Easily accessible parking 4.18 4.19 3.98 4.19 4.05 0.559 

Comfortable dining room  4.47 4.30 4.02 4.44 4.30 2.057 

Clean restaurant and dining room 4.58 4.37 4.21 4.50 4.53 1.424 

Nice atmosphere and ambiance 4.60 4.34 4.10 4.40 4.53 2.262 

Price and Value 

Prices of food were fair 3.76 3.47 3.29 4.03 4.05 3.625*
* 

Would recommend restaurant to others 4.44 4.29 3.96 4.60 4.47 3.171* 

This is one of my favorite ethnic restaurants 4.19 4.17 3.76 4.32 4.21 1.739 

Restaurant made me feel special 3.93 3.74 3.67 3.97 4.39 1.729 

Note: F is significant if p < 0.05  (* p < 0.05,  ** p < 0.01,  ***p < 0.001) 
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Perceptions of service 
 

In this study, respondents between the ages of 31 and 40 tended to 
have higher expectations about Japanese restaurants: (1) having neatly 
groomed, well-trained employees, (2) providing information about the 
food, and (3) serving the food exactly as it was ordered. The low mean 
scores, even though not significant, showed that these customers were not 
satisfied with these three dining experience factors. These customers 
expected employees to be well-groomed and trained. They anticipated 
that the servers would be knowledgeable about the menu and able to 
answer questions about the ingredients and cooking methods. The 
respondents also expected the food to be presented as ordered, without 
mistakes. Apparently, these customers were not pleased with the level of 
service they had received at Japanese restaurants. 

Respondents who were in the 21-30 age range had significantly 
(p<0.05) lower mean scores on the dining experience factor of providing 
prompt and quick service. And, customers in the 31-40 age range had the 
second lowest mean scores among the different age groups and a low 
satisfaction level on the factor of providing prompt and quick service. The 
respondents in these two age groups expected Japanese restaurants to 
consistently provide these dining experience factors and had higher 
expectation levels. 

In previous times, customers were prepared to substitute less-than-
excellent service and ambiance for the chance to try something new and 
exotic (Restaurant USA, August, 24, 2000). That is no longer the case. In 
the United States, there are too many restaurants and too many different 
types of restaurants available to consumers and they will not patronize a 
restaurant with poor service. A customer perceives quality only when the 
service exceeds his/her expectations (Soriano, 2002). Customers will try a 
restaurant once, evaluate their dining experience, and never return if their 
experience was unsatisfactory. Businesses succeed on having return 
customers, not simply with customers who only try a restaurant once.  
Collie et al., 2000) found that customers’ desire to return to a restaurant 
after experiencing poor service is likely to be influenced if they feel they 
had been treated fairly in the service-recovery process. Additional 
research has also shown that there is a strong positive relationship 
between satisfaction with complaint remedies and customer re-patronage 
intentions (Conlon & Murray, 1996; Davidow, 2000).  

In order to increase levels of service and maintain return customers, 
restaurant owners must regularly train, and retrain, their employees to 
deliver consistent, excellent service. Employees must also look clean and 
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well groomed at all times. They must thoroughly understand the menu 
and know what ingredients are used in each menu item. Training 
employees is the responsibility of the owner or manager and it must be an 
ongoing process.  

The younger generation of customers wants to have quick and 
prompt service. They are often in a hurry and are very spontaneous. 
Restaurant managers will have to be well organized and service-oriented 
to meet the expectations of this particular group of consumers. 

 
Perceptions of food 
 

It appears that respondents in the 31-40 age group tended to have 
higher expectations about (1) the appearance of the food, (2) taste of the 
food, (3) consistent quality of the food, and (4) the quantity of food based 
on their low mean scores. They were dissatisfied with these four dining 
experience factors.  

The 31-40 year old respondents also had significantly (p<0.05) lower 
mean scores on the consistent quality of the food and the quantity of the 
food.  These Japanese restaurant customers had higher expectations about 
the food they were being served and were dissatisfied with both the 
quality and quantity of the food they were served. The results of this 
study are consistent with the findings of Soriano, who stated that food is 
more important in customer satisfaction than any other restaurant attribute 
(2002). The respondents in this study expected the food to be attractive in 
appearance, with a nice place presentation. They also wanted the food to 
be the same every time they frequented the restaurant. These customers 
were also disappointed with the quantity of food served to them.  

The 21-30 year old respondents also significantly scored these two 
factors lower: the consistent quality of the food and the quantity of the 
food (p<0.05). This was consistent with Soriano’s finding that food was 
more important than any other attribute among this age group (2002). 
Brumback (1998) found that customers return to a restaurant because of 
the quality of the food and fresh ingredients. Soriano found that the 
quality of food was the most important reason for customers to return to a 
restaurant (2002). For Japanese restaurateurs to increase their market 
share in the United States, they will need to focus on their restaurant’s 
food quality and the quantity of food served. The respondents in this 
study did not feel that the quality or quantity of food served in Japanese 
restaurants met their expectations, especially among the 31-40 year old 
customers. In order to maintain this segment of the market, the customer 
perceptions of the food will need to be increased. 
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Perceptions of menu 
 

Respondents who were between the ages of 31 and 40 years of age 
had higher expectation levels and lower mean scores than other age 
groups on the dining experience factors of (1) menu had variety, (2) menu 
was explanatory and easy to understand, (3) menu had up-dated menu 
items, and (4) menu had healthful menu items. The age group which had 
the next lowest mean scores was the respondents who were between 21-
30 years of age. This group was dissatisfied about all four factors related 
to the menu. They wanted to have more menu items to choose from and 
they were also dissatisfied with the menu itself; they found that the menu 
was not easy to understand, nor self-explanatory. Japanese restaurant 
managers could engage customers of differing ages to critique their 
menus and provide guidance on how their menus could be better designed 
and presented. They could also cater to the 31-40 year old customers by 
developing more up-dated, trendy menu items. This group of consumers 
tends to be more sophisticated and eager to try new things. None of the 
mean scores of the dining experience factors which were related to the 
perception of the menu were statistically significant among the different 
age groups.   
 
Perceptions of ambience/convenience  
 

There was no significance found among the dining experience factors 
related to perceptions of ambiance and convenience of Japanese 
restaurants. However, the 31-40 year old respondents had lower mean 
scores and higher expectation levels about the factors of (1) accessible 
parking, (2) a comfortable dining room, (3) a clean restaurant and dining 
room, and (4) nice atmosphere and ambiance. This group of customers 
may want something more trendy, updated, and exciting. They may 
perceive Japanese restaurants to be repetitious and unexciting. Dulen 
(1998) reported that in today’s constantly changing marketplace, 
restaurant concepts may need to be regularly updated in order to 
successfully compete with other restaurants. Customers insist on having a 
comfortable atmosphere and the 1998 study by Pillsbury found that the 
appearance and taste of foods have been replaced by the dining 
environment. Soriano found that the place/ambiance of the restaurant is 
just as important as the cost and value of the meal (2002). 

This study confirmed that 31-40 year olds want to have a more 
comfortable dining room, a clean restaurant, and accessible parking. This 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 1, Number 2, Autumn 2006, pp. 27-41 

 35

is all part of having a nice atmosphere and ambiance, and this group of 
consumers will not patronize restaurants that do not satisfy these needs. 

 
Perceptions of price and value 
 

Again, the respondents who were in the 31-40 age group had lower 
mean scores and lower satisfaction levels than the other age groups on the 
four dining experience factors of (1) prices of food were fair, (2) would 
recommend restaurant to others, (3) this is one of my favorite restaurants, 
and (4) the restaurant made me feel special. The dining experience factor, 
prices of food were fair, was highly significant (p<0.01) among the 31-40 
year old respondents. It appears that these respondents had higher 
expectation levels and lower satisfaction levels about the prices at 
Japanese restaurants. In order to increase customer perceptions of their 
dining experience, Japanese restaurateurs may want to develop better cost 
control methods which could give them the ability to have competitive 
pricing with other Asian restaurants.   

The dining experience factor, would recommend this restaurant to 
others, was highly significant (p<0.05) among all age groups, with mean 
scores ranging from 3.96 to 4.60. This indicated that the participants 
would indeed recommend this Japanese restaurant to others. The 31-40 
year old respondents scored lowest on this factor (3.96). A customer who 
says they would recommend a restaurant to others is most likely to return 
to the restaurant themselves (Soriano, 2002), which indicates a high level 
of customer satisfaction.   

As can be seen in Table 3, which is a summary table of the Japanese 
restaurant customer dining experience factors by age, there were 
significant differences between the age groups of participants regarding 
their dining experience factors of Japanese restaurants. Mean scores of 
respondents who fell in the 31-40 age group were significantly lower than 
those of all other age groups (p<0.05) in all but one of the dining 
experience factors. These respondents were not satisfied with these 
factors of their dining experience:  consistency of food quality, sufficient 
quantity of food, prices of food were fair, and would recommend this 
restaurant to others. This same age group scored lowest (3.29) on the 
factor, prices of the food was fair (p<0.01). Respondents who were 21-30 
years of age scored significantly lower on the dining experience factor of 
providing prompt and quick service, meaning that they were also not 
satisfied with the level of service at the Japanese restaurants (p<0.05). 
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Table 3.  Summary table of Japanese restaurant customer dining 
experience factors by age 

 
Age 

18-20 21-30 31-40 41-50 Over 50 

 
F 

 
Dining Experience Factor 

MEAN 

Provided prompt and quick 
service 

4.29 4.07 4.13 4.57 4.56 2.982* 

Quality of food was 
consistent each visit 

4.42 4.31 4.06 4.46 4.76 2.747* 

Quantity of food was 
sufficient 

4.24 4.00 3.90 4.34 4.56 2.500* 

Prices of food were fair 3.76 3.47 3.29 4.03 4.05 3.625** 

Would recommend this 
restaurant to others 

4.44 4.29 3.96 4.60 4.47 3.171* 

Note: F is significant if p < 0.05  (* p < 0.05,  ** p < 0.01,  ***p < 0.001)  
 

Results indicated that consumers ages 21-40 had significantly lower 
dining experience rates than the older age group (41+). Specifically, the 
21-30 age participants tended to have higher expectation levels about the 
level of prompt and quick service at Japanese restaurants (p<0.05). 
Participants who were ages 31-40 were significantly dissatisfied with the 
quality, quantity, price of food, and would not recommend the restaurant 
to others (p<0.05).  

Conversely, respondents who were 40 and older had highly 
significantly dining experience factor rates in these areas:  (1) prompt and 
quick service, (2) consistent quality of food, (3) quantity of food, (4) fair 
food prices, and (5) would recommend the restaurant to others. They were 
more satisfied with each of these dining experience factors than the 
younger customers (18-40 years). 
 
Rankings of dining experience factors by age 
 

Table 4 depicts how the participants ranked the dining experience 
factors by age. As can been seen, the appearance of the food was ranked 
number 1 by all age groups except the 31-40 year olds, who ranked this 
factor as number 2. Respondents seemed to thoroughly enjoy the 
presentation of the food they were served at Japanese restaurants. The 
taste of the food was the next highest ranking dining experience factor, 
with the 41-50 year old respondents ranking this factor the highest at 
number 2. The 21-30 year olds and those over the age of 50 ranked this 
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factor as number 3, while the 18-20 and 31-40 year olds ranked this factor 
as number 6. 
 

Table 4. Rankings of dining experience factors by age 
 

Age  
18-20 21-30 31-40 41-50 Over 50 

1 Appearance 
of food was 
attractive 

Appearance 
of food was 
attractive 

Had neatly 
groomed, 
well-trained 
employees 

Appearance of 
food was 
attractive 

Appearance of 
food was 
attractive 

2 Menu had 
variety   

Had neatly 
groomed, 
well-trained 
employees 

Appearance 
of food was 
attractive 

Taste of food 
was excellent    

Quality of food 
was consistent 
each visit 

3 Nice 
atmosphere 
and ambiance 

Taste of food 
was excellent   

Served food 
exactly as 
ordered   

Would 
recommend 
restaurant to 
others 

Taste of food 
was excellent    

4 Clean 
restaurant and 
dining room 

Menu had 
variety   

Menu had 
variety   

Had neatly 
groomed, well-
trained 
employees 

Served food 
exactly as 
ordered   

5 Served food 
exactly as 
ordered   

Clean 
restaurant and 
dining room 

Clean 
restaurant and 
dining room 

Provided prompt 
and quick 
service 

Menu had 
variety   

6 Taste of food 
was excellent    

Nice 
atmosphere 
and ambiance 

Taste of food 
was excellent   

Clean restaurant 
and dining room 

Provided prompt 
and quick 
service 

7 Comfortable 
dining room 

Served food 
exactly as 
ordered   

Provided 
prompt and 
quick service 

Served food 
exactly as 
ordered   

Quantity of food 
was sufficient 

8 Would 
recommend 
restaurant to 
others 

Quality of 
food was 
consistent 
each visit 

Nice 
atmosphere 
and ambiance 

Menu had 
variety   

Clean restaurant 
and dining room 

9 Had neatly 
groomed, 
well-trained 
employees 

Comfortable 
dining room 

Quality of 
food was 
consistent 
each visit 

Quality of food 
was consistent 
each visit 

Nice atmosphere 
and ambiance 

10 Quality of 
food was 
consistent 
each visit 

Would 
recommend 
restaurant to 
others 

Comfortable 
dining room 

Comfortable 
dining room 

Had neatly 
groomed, well-
trained 
employees 

11 Menu had 
healthful 
items 

Easily 
accessible 
parking 

Easily 
accessible 
parking 

Nice atmosphere 
and ambiance 

Menu had 
healthful items 

12 Provided 
prompt and 
quick service 

This is one of 
my favorite 
ethnic 
restaurants

Would 
recommend 
restaurant to 
others

Quantity of food 
was sufficient 

Would 
recommend 
restaurant to 
others  
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13 Quantity of 
food was 
sufficient 

Menu had 
healthful 
items 

Quantity of 
food was 
sufficient 

This is one of 
my favorite 
ethnic 
restaurants 

Restaurant made 
me feel special 

14 This is one of 
my favorite 
ethnic 
restaurants 

Provided 
prompt and 
quick service 

Menu was 
explanatory 
and easy to 
understand 

Menu had 
healthful items 

Comfortable 
dining room 

15 Easily 
accessible 
parking 

Quantity of 
food was 
sufficient 

Menu had 
healthful 
items 

Easily 
accessible 
parking 

This is one of 
my favorite 
ethnic 
restaurants 

16 Menu was 
explanatory 
and easy to 
understand 

Menu was 
explanatory 
and easy to 
understand 

This is one of 
my favorite 
ethnic 
restaurants 

Menu was 
explanatory and 
easy to 
understand 

Provided 
information 
about food 

17 Menu had up-
dated items 

Menu had up-
dated items 

Menu had up-
dated items 

Prices of food 
were fair 

Prices of food 
were fair 

18 Provided 
information 
about food 

Restaurant 
made me feel 
special 

Restaurant 
made me feel 
special 

Restaurant made 
me feel special 

Easily 
accessible 
parking 

19 Restaurant 
made me feel 
special 

Provided 
information 
about food 

Provided 
information 
about food 

Menu had up-
dated items 

Menu had up-
dated items 

20 Prices of food 
were fair 

Prices of food 
were fair 

Prices of food 
were fair 

Provided 
information 
about food 

Menu was 
explanatory and 
easy to 
understand  

 
The lowest overall ranking dining experience factor was, prices of the 

food were fair.  The participants ages 18-40 ranked this factor as number 
20, the lowest possible ranking.  The 41+ participants ranked this factor 
as number 17. This clearly showed that customers perceive Japanese 
restaurants as being over-priced. 
 
 
CONCLUSION 
 

In this study, the 31-40 year old Japanese restaurant customers were 
the most dissatisfied with their dining experiences at Japanese restaurants 
and seemed to be unhappy with all aspects of their dining experience. 
These respondents felt that the quantity of food was not large enough 
based on the price. They also indicated that Japanese food was too 
expensive. As a result, they did not perceive that they received value for 
their money spent. Japanese restaurateurs should consider monitoring 
their menu pricing and determine methods to control costs in order to 
reduce menu prices. This particular age group (31-40) eats out often and 
many times they take their families. Parents may feel that their children 
are not welcomed at Japanese restaurants, as there are often limited menu 
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items for children. These consumers may sense that Japanese restaurants 
are more formal and not casual enough for family dining. Increasing 
numbers of families have dual incomes and spend more money eating out 
than ever before. This sector of the dining population holds an important 
strategic position in the future of successful restaurants (Soriano, 2002). 

Japanese restaurants must appeal to all generations in order to gain a 
larger market share. In the review of the literature, it was found that older 
generations of consumers tend to shy away from ethnic restaurants, but in 
this study, the older customers seemed to be satisfied with their 
experience when they dined at Japanese restaurants. The older 
respondents (41-50) in this study seemed to be very satisfied with their 
dining experiences at Japanese restaurants; however, they did feel that the 
food was too expensive. Japanese restaurateurs should develop and/or 
modify their menus and marketing pieces to appeal to a greater number of 
older customers who may enjoy eating at these restaurants once they 
experience this type of ethnic food.  

Lago and Poffley (1993) discussed important methods to 
accommodate seniors in their study of the projected wants of this market 
segment through 2010: 
1. Speed and quality of service will continue to be important features to 

these customers. 
2. Nutrition and healthy cooking methods will be increasingly important 

to older consumers as they give attention to healthy eating habits. 
3. Providing nutrition information on the menu will increase brand 

loyalty from this age group.  
Younger customers believed that service at Japanese restaurants was 

too slow. They are used to a fast-paced, quick-service type of atmosphere.  
Japanese restaurateurs may want to include some quick menu items to 
encourage this group of spontaneous, on-the-run, younger customers.  
Because younger customers are Internet-savvy, the manager might 
consider creating a Web site where the restaurant and its products can be 
featured. 

Repeat customers are the key to successful restaurants.  It is not 
guaranteed that a satisfied customer will return to a restaurant, but it is 
almost certain that an unhappy customer will not return (Soriano, 2002).  
Since resources are usually limited, restaurateurs must determine which 
improvements among the 20 dining experience factors are most likely to 
encourage a customer’s repeat purchase. They must also determine 
whether the time, financial investment, and effort needed to improve these 
factors will be worthwhile to increase repeat patronage. 
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The purpose of this study was to examine the influence of age on 
customer dining experiences at Japanese restaurants in the United States 
and to determine if there were differences in influential factors between 
customers of different ages when they eat at Japanese restaurants.  The 
study illustrated that there were, indeed, significant differences between 
dining experience levels of customers of different ages. Restaurant 
managers should ascertain which dining experience factors are most 
responsible for creating return business and seek ways for improvements. 
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In this work, the author uses econometric methods to investigate the Greek 
Cypriot as a holidaymaker.  The author uses OLS and MLE techniques to discover 
whether there are any demographic patterns in terms of vacationing behavior 
(vacationing or not, vacationing in Cyprus or Abroad).  The analysis is based 
upon data from a Fall 2004 survey of 1,060 Greek Cypriots who were interviewed 
by telephone.  The findings illustrate that there is a class bias in terms of many of 
the vacationing behaviors explored.  However, education levels of respondents 
also seem to play an important and independent role in conditioning vacation 
behavior. 
 
Keywords: Cyprus, vacation habits, holiday behavior, econometrics, push 

factors 
 
 
INTRODUCTION 
 

Cyprus is a new member of the European Union and a haven for 
tourists.  On a yearly basis, millions of foreign tourists come to Cyprus, to 
enjoy the island’s sun, sand, and sea. As a result of this large influx of 
tourists on a yearly basis, there has been a great deal of attention paid to 
the marketing of the Cypriot tourism product, tourism planning, and the 
externalities of the tourism industry in Cyprus. The tourism industry and 
its success in Cyprus have generally overshadowed the research on the 
inhabitants of Cyprus and their vacationing habits and preferences.  In this 
work, the author fills in the void by investigating the tourism behavior of 
Greek Cypriots by using an econometric model to learn about the 
influence of social class, education, and various other demographic 
characteristics on tourism behavior. 

One limitation to this work is that it is specific to the Cypriots living 
in the internationally recognized Republic of Cyprus and thus excludes 
nearly all of the Turkish Cypriots. One should not draw conclusions about 
the Turkish Cypriots based upon the findings of this work. Indeed, the 
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Turkish Cypriots and the Greek Cypriots live in very different societies 
that have developed under very different circumstances. A short 
description of the political situation and history of the island is necessary 
in order to understand the political and economic context in which the 
population of the island lives. 

The British ended their administration of the island of Cyprus in 
1960. Shortly after the British departure, the two major ethnic groups in 
Cyprus, the Turkish Cypriots and the Greek Cypriots1 began to clash. The 
Turkish Cypriots moved into ethnic enclaves within Cyprus. In the 
summer of 1974, Greek Cypriot extremists met with short-term success in 
a coup to oust the President of the Republic. The intention of the putchists 
was to merge Cyprus with Greece.  Turkey responded to the coup with an 
invasion that eventually ensured that 37% of the island was occupied by 
the Turkish military.  In the years that followed, the occupied areas 
became the “Turkish Republic of Northern Cyprus” (hereafter “TNRC”);   
only Turkey recognizes the “TRNC.”   

The island remains ethnically and politically divided with the vast 
majority of Greek Cypriots living in the areas controlled by the 
internationally recognized government and the vast majority of Turkish 
Cypriots living in the areas controlled by the unrecognized statelet.  The 
Turkish Cypriots live in a state that is politically isolated and suffers from 
serious economic stagnation. The Greek Cypriots live in a more 
prosperous society that is well integrated into the international system. 

Following the war and invasion, the tourism industries in both of the 
political entities of the island suffered from different problems.  For the 
Turkish Cypriots, political isolation and dependence on Turkey have 
stifled the economy in general.  For the Greek Cypriots, the loss of a large 
proportion of the developed properties and tourist facilities was a major 
setback (Alipour & Kilic, 2005).  However, tourism in the internationally 
recognized republic eventually took off and reached the current levels of 
visitations, over 2 million visitors a year since 1997. This figure is 
extremely high, given that there are only about 700 thousand residents in 
the Republic. The tourism and hospitality industries served as a 
springboard to assist in the economic development of Greek Cyprus.   

However, this analysis is not about the development of tourism in 
Cyprus but about the general socioeconomic development of Greek 
Cyprus.  From the time of the granting of independence in 1960, Greek 
Cyprus has gone through an impressive modernization (Webster, 2001a; 
Alipour & Kilic, 2005; Hudson, 1989).  In terms of the level of affluence 
reached thus far, the most recent (2004) UNDP Human Development 
Report lists Cyprus as the 30th most affluent country in the world, as 
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measured in GDP per capita (PPP US$)2. This work is an investigation of 
the tourism behavior of a modern and generally affluent society.   
 
 
PREVIOUS WORKS 
 

There is a vast literature dealing with questions pertaining to the 
motivation of tourism. There is a behavior literature the looks into the 
social and psychological aspects of tourism (see for example, Harrill 
& Potts, 2002; Fodness, 1992;  Fodness, 1994;   Fridgen, 1996; Gitelson 
& Kerstetter, 1994; Gnoth, 1997; Manfredo et al, 1996; Mansfield, 1992; 
Ragheb & Tate 1993; Sirakaya et al 1996). These analyses usually look 
into the various social and behavioral aspects that influence a person in 
their vacationing behavior. The role of the family, friends, and social 
status are often explored as factors to explain vacationing behavior.   

However, the most frequently used framework for understanding why 
people vacation and their choices for destinations is the Push/Pull Theory 
of motivation, first presented by Dann (1977). According to this 
approach, push factors are those internal factors that are present in the 
person that influence vacationing behavior.  The pull factors are those 
factors are external to the consumer and are the aspects of a particular 
destination that will draw the tourist to a particular location. This 
approach is still frequently cited in the literature and has been used by 
others (see for example, Goosens, 2000; Kim & Choong-Ki, 2002; Uysal 
& Jurowski, 1994). Thus, this approach looks into the internal aspects of 
the consumer and his/her behavior, while viewing the aspects of possible 
locations in which one can enjoy a vacation.  In this work, we will focus 
on the push aspect of tourism among Cypriots. 

There is a great deal of research written about Cyprus and tourism.  
However, the vast majority of the research deals with aspects of tourism 
planning or selling the product of tourism for Cyprus. Some of the 
literature deals with the question of planning (Godfey, 1996; Kammas, 
1991; Alipour & Kilic, 2005). Planning is an obvious interest for those of 
those who wish to study tourism in Cyprus since tourism planning is one 
aspect of tourism development that helped the Republic of Cyprus’ 
economy recover from the invasion and make it what it is today.   

Since tourism is such a big business in Cyprus, there have been a 
number of works that have sought to investigate the marketing of tourism 
in Cyprus (Toufexis-Panayiotou, 1989; Webster, 2002; Webster, 2001b; 
Webster, 2000). These works generally deal with the normative goal of 
learning about how to sell the Cypriot tourism product better to the 
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markets. This is done either by investigating how people make decisions 
(Toufexis-Panayiotou, 1989) or by looking into how effectively resources 
are invested with the intention of bringing travelers to Cyprus (see 
Webster, 2001b; Webster 2000). In addition, there are sociological 
approaches and anthropological approaches that analyze the externalities 
of the massive growth of the tourism industry in Cyprus (Warner et al, 
1997; Welz 1999). Such works are warranted and important for an 
understanding of the influence that a large infusion of foreigners on 
yearly basis can make on a society. 

However, there has been only one analysis that explores the behavior 
of Greek Cypriots as tourists (Webster, 2001a). In this groundbreaking 
research, Webster investigated the tourism behavior of Greek Cypriots 
based upon the data received from a survey of 1,000 people. The figures 
were analyzed in the context of Cyprus’ economic development and 
compared against similar figures from a 1983 survey and corresponding 
figures for Europeans in 1996.   

The major findings of the research are that Cypriots have changed in 
their habits and have become more “modern’ in their preferences and 
have moved away from vacationing for reasons such as visiting friends 
and relatives and religious purposes and now seek to travel in the search 
of entertainment and the desire to see different places. In addition, the rate 
at which Cypriots take their vacations seems to be in line with the 
practices of the French and British populations, suggesting that Cypriots 
have entered into a stage of “high mass consumption” and have begun to 
adopt part of the culture of modernity, affluence, and “Europeanness.”   

Despite the strengths of Webster’s (2001a) work, there are some 
things that remain untested and unexplored. For example, although the 
change in behavior had been measured and reported and although it was 
reported that there were significant differences in behavior based upon 
such things as class, these things were not tested rigorously in an 
econometric model. This current work seeks to add to the body of 
knowledge by looking into which segments of the population exhibit 
different tourism behavior.   

There are many different hypotheses to develop for this work. For 
this analysis, several different hypotheses regarding holidaymaking are 
explored. These hypotheses are: 

1. Refugees will be less likely to vacation than non-refugees. 
2. Younger Cypriots and older Cypriots will vacation more than 

others. 
3. The more advantaged social classes will vacation more often. 
4. The more educated Greek Cypriots will vacation more often and 
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travel abroad more often. 
5. Males will vacation more often and go abroad more often than 

females. 
6. Urbanites will be more likely to vacation and vacation abroad. 
7. Those living in Nicosia will be more likely to vacation and 

vacation abroad than other Cypriots. 
Because the work is exploratory, some of the hypotheses are less 

theoretically based than others.   The core concerns of this research are to 
test whether education and social class have separate influences upon 
vacationing behavior and whether there are regional and urban/rural 
variations in holidaymaking, as stipulated by Webster (2001a). For 
example, it is hypothesized that education would have a separate 
influence than socioeconomic status, since socioeconomic status is largely 
an indicator of wealth while education is hypothesized to have some 
influence on molding of tastes and a worldview. It is also hypothesized 
that vacation habits of those living in the Nicosia district of Cyprus will 
be different from others since the structure of the economy is very 
different in Nicosia than the other districts of Cyprus.3 In addition, we 
suppose that urbanites will have the ability to take vacations more so than 
the rural dwellers, because of the influence of agriculture in the villages.  
Furthermore, we suppose that refugees will have different travel habits 
than non-refugees because of their different life experiences. We also 
suspect that males may have different behavior than females.   
 
 
DATA AND TESTS 
 

The data for this analysis come from a study commissioned to 
Insights Market Research Ltd., a market research firm based in Cyprus.  
One thousand and sixty Greek Cypriots were surveyed to learn about their 
vacation habits. The survey was conducted in telephone interviews 
throughout the government-controlled parts of the island as part of an 
omnibus study between the 6th and 17th of November 2004. The sample is 
generally representative of the population of the island that is under the 
control of the Republic of Cyprus. Respondents had to be at least 18 years 
of age to respond to the questions to the survey. 

Many market research firms offer omnibus studies periodically for 
clients to add questions to. Since omnibus studies are shared surveys in 
which a number of clients may add questions, the cost of fielding a few 
public opinion or market research questions are reasonable. For 
academics, the omnibus study is generally beneficial because it allows the 
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researcher to concentrate upon creating the questions to be asked in the 
field and the analysis of the data from the field. The only major negative 
aspect of the omnibus study for the researcher is that, since the fieldwork 
is outsourced to a research company, the researcher does not control the 
data collection process. 

For this particular omnibus study, Insights used random sampling to 
attain the sample.  No refusal rates were reported nor recorded by Insights 
Research.  The sample is generally representative of the population of the 
Greek Cypriot population of the island of Cyprus, as compared with 
comparable figures based upon the 2001 census, adjusted in 2004, as 
shown in Table 1 below. 
 

Table 1. The structure of the sample and population in % 
 

Males/Females—Sample Male 
50% 

Female 
50% 

   

Males/Females—Population Male 
49% 

Female 
51% 

   

Urban / Rural—Sample Urban 
65% 

Rural 
34% 

   

Urban / Rural—Population Urban 
69% 

Rural 
31% 

   

District—Sample Nicosia 
44% 

Limassol 
26% 

Larnaka 
17% 

Famagusta 
5% 

Paphos 
8% 

District—Population Nicosia 
40% 

Limassol 
29% 

Larnaka 
17% 

Famagusta 
5% 

Paphos 
10% 

 
Based upon data from Insights Market Research and Cyprus 2001 Census. Census 
figures adjusted in 2004.  Data may not add up to 100% due to rounding of figures. 

 
The data from Table 1 illustrate that the sample is generally 

representative of the Greek Cypriot population on these three major 
demographic dimensions. The sample reflects the gender ratios and 
urban/rural ratios almost precisely.  In terms of the numbers of interviews 
in each district, it seems that Nicosia is slightly over-represented at the 
expense of Limassol and Paphos respondents. Using these major 
demographic characteristics as a guide, one can be relatively certain that 
the sample itself is representative of the population of the areas under the 
control of the Republic of Cyprus. 
 
The dependent variables: Vacationing behaviour  
 

Respondents were asked a number of questions pertaining to their 
vacationing habits during the past 12 months. Three different dependent 
variables are employed for this analysis. Firstly, there is the crudest 
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measure of holiday taking. Respondents were asked, “In the last 12 
months, have you taken a vacation? When we refer to a vacation we mean 
more than 3 days away from home for such things as relaxation of visiting 
friends.” We have used a dummy variable to denote those who have taken 
a vacation. About 59% of respondents reported having taken a vacation 
while 41% reported not having had a vacation.   

Beyond the dichotomous measure, there is a more sophisticated 
measure of how often a person vacationed. Respondents were also asked 
how many times they took a vacation in Cyprus and abroad in the last 
twelve months, responses range between zero times to six or more times.  
About 75% of respondents reported not having vacationed in Cyprus, 
while 18% said they did it once, 4% twice, and the remaining 3% took 
three or more vacations in Cyprus. In terms of those taking a vacation 
outside of Cyprus, 58% reported not having a vacation outside of Cyprus 
while 30% had one vacation outside of Cyprus, and 9% had two. Only 
about one percent of the respondents reported having 6 vacations or more 
either in Cyprus or outside of Cyprus. 
 
Independent variables 
 
Refugee status  
 

Refugees are denoted with a dummy variable. About 39% of the 
respondents described themselves to interviewers as refugees.   
 
Age 
 

Age is measured in categories, according to respondents’ reporting to 
interviewers during the telephone survey. A respondent’s age was placed 
into categories in which 18-24, 25-44, 45-64, and 65+. Nearly 13% of 
respondents were between 18-24. About 38% said that they were between 
25-44 and 35% said that they were between 45-64. Only about 14% or 
respondents were over 65 years of age. For this analysis, we are most 
interested in the younger respondents and the older respondents to the 
survey, since in these two age groups we assume people have more free 
time and are freer from family obligations than those in other age groups. 
 
Socioeconomic status (SES 
 

Insights interviewers classified respondents into the categories of A 
or B, C1, C2, or D or E, a system of classification that is common in 
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market research. Codification of people according to class was done 
based upon the occupation of the respondent and the occupation of the 
head of the household. Higher numbers express higher socioeconomic 
status for the respondent.   
 
Education 
 

Highest education level achieved is based on self-reporting by 
respondents and coded as “1” for those with a primary education, “2” for 
a secondary education and “3” for a tertiary education. The expectation is 
that education will condition a person’s perceptions of the social reality 
and therefore their vacationing habits.   
 
Gender 
 

A dummy variable was invoked to distinguish male and female 
respondents. Males are denoted with a “1” and females with a “0”. About 
half the respondents to the telephone interviews were male, in line with 
expectations from the population. 
 
Urban 
 

Urban status is denoted with a dummy variable, as with the other 
dichotomous independent variables. About two thirds of the survey 
respondents live in urban areas.      
 
 
FINDINGS 
 

Before running inferential statistics to determine which of the 
independent variables plays a role in influencing independent variables, 
some bivariate correlation tests were run to test for the relationships 
between the independent variables (multicollinearity). Unsurprisingly, 
several of the independent variables were well correlated to levels that are 
statistically significant in two-tailed tests, assuming .05 significance 
levels. The correlation between education level and socioeconomic class 
is highly correlated (r=.804), unsurprisingly, since education is one 
component used to indicate class. The next highest correlation is that 
between socioeconomic class and older respondents (r=-.429). The 
bivariate correlations generally indicate that multicollinearity is not 
playing a major role between the independent variables in the dataset, 
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with the exception of the relationship between socioeconomic status and 
education. Since multicollinearity was not perfect and thus not a major 
methodological concern and because one of the major points of the 
investigation is to look at the independent effects of socioeconomic status 
and education, no independent variables were removed from the analysis.  

To analyze the data we ran a standard logistical regression with the 
dichotomous dependent variables of those who took a vacation. The MLE 
model seems to work well, as the output in Table Two below shows. The 
model correctly predicts about 66% of those who took a vacation. The 
pseudo R-square statistics illustrate that the model successfully explains 
between 12-16% of the variation in the dependent variable. 
 

Table 2. Who vacations?  Logistic regression on dichotomous 
variable 

 
B S.E. Wald df Sig. Exp(B) 

REFUGEES -.168 .138 1.483 1 .223 .845 

65+ -.173 .208 .691 1 .406 .841 
18-24 .371 .227 2.664 1 .103 1.449 

SES .332 .138 5.773 1 .016 1.394 
EDUCATION .436 .164 7.017 1 .008 1.546 

MALES .135 .135 1.007 1 .316 1.145 
URBAN .418 .140 8.937 1 .003 1.518 

NICOSIA .660 .137 23.228 1 .000 1.934 
Constant -1.866 .276 45.855 1 .000 .155 
Cox and Snell R-Square .121 
Nagelkerke R-Square .163 
N 1060 

 
 

Table 2a. Prediction success of logistic analysis of allocation 
 

Predicted 

 Percentage Correct 

Observed non-vacationers vacationers  

non-vacationers 198 233 45.9 

vacationers 130 499 79.3 

Overall  Percentage   65.8 

The cut value is .500 
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In terms of the influence of the independent variables on the 
dichotomous dependent variable, we see that several of the independent 
variables are not useful in explaining the variations of the dependent 
variable. Refugees, older respondents, and males are no different than 
other groups, in terms of taking a vacation. However, the remaining 
independent variables seem to be generally useful in terms of explaining 
the variations in the dependent variable. 

Firstly, it seems that younger respondents are more likely to take 
vacations than the other respondents to the survey. In addition, 
socioeconomic status and education levels seem to have a positive impact 
on influencing vacationing activity that are independent of each other.  
Further, being an urbanite or a Nicosia resident also has a positive impact 
upon vacationing activity, according to the findings of the regression.   

In general, this first regression illustrates that the probability for 
taking a vacation is significantly higher if one is between 18-24, of a more 
advantaged socioeconomic status, more educated, an urbanite, and from 
the Nicosia district. These findings generally support the notion that 
vacationing behavior is not merely the function of having the means to 
take a vacation (measured by socioeconomic status) but is also the 
function of tastes that are molded via education. In addition, there is 
amble evidence that vacationing is also influenced by the structure of the 
economy as well as urbanization, as Webster (2001a) suggested.   

However, in multiple regressions of the polychotomous variable 
indicating number of vacations in Cyprus shows something somewhat 
different (see Table Three below)4. First, the R-square is relatively low 
.046.5 The only effective independent variables are the ones indicating 
educational level of the respondent and those living in the Nicosia district.  
It seems that the more educated respondents and Nicosia respondents are 
more likely to take more vacations in Cyprus than any other groups.   

Finally, regressions were run using the same demographic variables 
and a polychotomous dependent variable indicating number of vacations 
outside of Cyprus. Table Four below illustrates the findings of the 
regressions.  An initial look at the data suggest that the explanatory power 
of the model is not very strong (R-squared=.074).6 Four of the 
independent variables illustrate an ability to explain the variations in the 
dependent variable to a satisfactory degree. Refugees, the findings show, 
are less likely to report having taken a vacation abroad, while the 
indicators denoting socioeconomic status, urban dwellers, and Nicosia 
district residents show a positive impact upon taking a vacation abroad. 
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Table 3. Who Vacations? OLS on Polychotomous Variable - 
Number of Vacations in Cyprus 

 
Unstandardized 

Coefficients 
 Standardized 

Coefficients 
t Sig. 

  B Std. Error Beta 
Constant -.180 .110  -1.628 .104 
refugees 4.505E-02 .056 .024 .798 .425 
65+ years old 6.634E-02 .088 .026 .758 .449 
18-24 year olds 5.221E-02 .088 .019 .595 .552 
SES -6.188E-02 .055 -.059 -1.124 .261 
Education level .280 .068 .227 4.143 .000 
Males 3.447E-02 .055 .019 .630 .529 
Urbanites 1.184E-03 .058 .001 .021 .984 
Nicosia district .176 .055 .097 3.201 .001 
      
R-Square .046     
Adjusted R-Square .039     

 
 

Table 4. Who Vacations? OLS on Polychotomous Variable - 
Number of Vacations outside of Cyprus 

 
Unstandardized 

Coefficients 
 Standardized 

Coefficients 
t Sig. 

  B Std. Error Beta   
Constant -.128 .109  -1.174 .241 
refugees -.140 .056 -.075 -2.508 .012 
65+ years old 8.653E-02 .086 .033 1.003 .316 
18-24 year olds .116 .087 .043 1.341 .180 
SES .205 .054 .197 3.772 .000 
Education level 3.961E-02 .067 .032 .595 .552 
Males 2.044E-02 .054 .011 .379 .705 
urbanites .171 .057 .091 3.016 .003 
Nicosia district .134 .054 .074 2.465 .014 
R-Square .074     
Adjusted R-Square .067     

 
 

There are some findings from these regressions that are notable 
because they are non-findings. The major non-finding is that older 
respondents seem to have no discernible differences from other groups 
analyzed here. Another major non-finding is that males show no 
differences in their vacationing behavior from females.   

However, we also see that refugees are largely unremarkable as a 
group, with the exception that they are less likely to take vacations 
outside of Cyprus. This is interesting in that it suggests that refugees, 
even when controlling for other demographic characteristics, are less 
likely to vacation outside of Cyprus. They seem to have some attachment 
to Cyprus that may be the result of their refugee experience. In addition, 
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we see that younger Greek Cypriots are more likely to take vacations than 
others, although they are not different from other groups, when looking 
into the numbers of vacations that they take.   

What is most interesting is that socioeconomic status and education 
levels both have an independent and positive influence upon taking a 
vacation. What is interesting about the role of socioeconomic status and 
education levels of respondents is that although each of these dimensions 
seems to play an independent role in whether one takes a vacation or not, 
they also act differently in the polychotomous variables. While education 
levels are positively related to the number of domestic vacations taken, it 
plays no role in the number of vacations abroad. In a similar manner, 
while socioeconomic status is positively linked with the number of 
vacations taken abroad, it plays no role in number of vacations taken in 
Cyprus.   

The findings from this analysis have generally shown that the Nicosia 
district residents are unique from others living in Greek Cyprus. They are 
more likely to take a vacation, more likely to take more vacation in 
Cyprus and outside of Cyprus. This is probably because the economy in 
Nicosia is qualitatively different than the economy in the other regions of 
the country. Nicosia district houses the capital of the country with the 
bulk of its enormous bureaucracy. In addition, it is the only district of the 
country that has little tourism industry, meaning that the residents are 
largely freed from the hustle of catering to tourists from abroad during the 
summer months. 

Urbanites, also exhibit a different tourism behavior than rural 
dwellers, as expected. Urbanites are more likely to take a vacation. They 
are also more likely to take multiple vacations outside of Cyprus, 
although there is no evidence to show that they are also more likely to 
take more vacations within Cyprus. 
 
 
CONCLUSIONS 
 

The analysis has highlighted that some of the assertions made by 
Webster (2001a) were indeed correct. First, it seems that vacationing 
behavior in Cyprus is not equally spread out geographically. For example, 
Nicosia is a unique district in Cyprus, probably because the structure of 
the economy is radically different there than anywhere else on the island.  
The economy is based upon non-tourism services and government 
services, a very far cry from the other parts of the island. 
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In addition, there is also ample evidence that urbanites are also 
different in their behavior from their rural counterparts in terms of the 
taking of vacations and the number of vacations that they take outside of 
Cyprus. Since using a socioeconomic indicator largely controls for 
wealth, the differences are probably linked with a difference in the 
structure of the economy, with rural dwellers linked with agricultural 
lives. 

What is most interesting from the findings of this research is that 
there are differences in the influence of education and socioeconomic 
status.  Socioeconomic status is largely a reflection of having the means 
to finance vacation. As a result, we see that socioeconomic status plays a 
role in conditioning the propensity to take a vacation and is also 
positively linked with the number of vacations taken outside of Cyprus.  
However, it is not linked with taking vacations in Cyprus. What this 
means is that those with the means to take vacations not only take them 
but prefer to take them abroad. Education, independent of socioeconomic 
status, conditions the propensity to take vacations. Once the means to take 
a vacation have been controlled for (using socioeconomic status), it seems 
that the more educated use domestic vacations as a proxy for vacations 
abroad. The story about education and socioeconomic status suggests that 
education plays a role in conditioning the desire to travel and vacation, 
however, because education does not necessarily lead to the means to 
vacation abroad, domestic vacations are used as an inexpensive proxy. In 
other words, education seems to change desires but does not necessarily 
lead to the means to enjoy them.   

Thus, the push factors among Cypriots illustrate that there are 
different push factors involved in various types of vacationing behavior.  
What this means is that certain independent variables measuring the push 
factors will be successful in terms of explaining a slightly different 
dependent variable. Whether tourism is conceived of as a dichotomous 
thing (did you vacation?) or a polychotomous thing (how many vacations 
did you have in/outside our country?) different variables have different 
levels of explanatory power.  

The findings of this work suggest that future works that use a 
Push/Pull framework should look into the means that people have to 
enjoy vacations and the role of education in forming preferences. The role 
of education, class, and wealth is generally overlooked in the literature in 
those using the Push/Pull framework (see for example, Goossens 2000; 
Kim & Choong-Ki, 2002; Uysal & Jurowski, 1994). Instead motivation is 
often looked at absent of a measure of the means to enjoy a vacation or 
the subtle influence of education. Instead, the researchers on motivation 
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usually look at stated motivations in response to questionnaires without 
delving into the means that people have and the subtle but important 
influences of life’s experiences, including their education. 

In terms of policy, there seems to be several recommendations that 
come out of this work. First, the findings are suggestive that there is 
demand for foreign vacations that are not tapped into, probably because of 
the cost of such vacations abroad. What this means is that tour operators 
are likely missing out on an opportunity to make money off of the less 
wealthy but educated Cypriots. Designing vacation packages that are 
affordable but meet with the desires of these Cypriots may bring 
opportunities to those who recognize the potential. Secondly, in terms of 
policy, more should be learned about why Cypriots go abroad for their 
vacations, since there may be ways to develop tourism potential in Cyprus 
to address the Cypriots’ holiday requirements. Finding ways to address 
the Cypriots’ holiday needs in Cyprus may assist the local hospitality and 
tourism industries, since there is a substantial population that leaves 
Cyprus for vacations every year and thus spends their money in other 
countries, boosting tourism earnings for foreign tourism and hospitality 
operators. Just because a person has money does not mean that he/she 
must vacation abroad, finding the way to encourage them to stay in 
Cyprus is a policy issue. 

This work has added a great deal to the study of tourism and tourist 
behavior among Greek Cypriots. It has highlighted the influence of 
socioeconomic class, education and various regional aspects. Indeed, 
tourism behavior is not experienced by all segments of a society equally, 
as Webster (2001a) had suggested. However, we also see that tastes and 
preferences are a function of education, although behavior is frequently 
influenced by the means to enjoy the behavior.   
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ENDNOTES 
 
1. The other major ethnic groups on the island, the Armenians and 

Maronites compose less than 5% of the population.  The Turkish 
Cypriots account for about 17% of the population. 

2. http://hdr.undp.org/statistics/data/indic/indic_124_1_1.html 
3. Nicosia, as the capital is different because the tourism industry plays 

a very small role in the economic foundations of the district and 
because of the large number of governmental and semi-governmental 
employees living and working in the district. 

4. Regressions with an intercept are shown, since most are familiar with 
OLS regressions shown as such.  It is justified to suppress the 
intercept with the independent variables used. Since the directions of 
the coefficiencts were the same and the same coefficients were 
statistically significant, only models with the intercepts are shown 

5. In regressions with a suppressed intercept, the resulting R-squared 
statistic is .202. 

6. Another regression was run using a suppressed intercept with the 
same dependent variable and independent variables.  The R-squared 
statistic rockets to .354 in the regression. 
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SERVICE QUALITY OF TROY: AN IMPORTANCE-
SATISFACTION ANALYSIS 

 
 

 Huseyin Ridvan Yurtseven1 
Canakkale Onsekiz Mart University 

 
 
The main purpose of this study was to measure Troy visitors’ perceptions of 
service quality in terms of importance and satisfaction by visitor types. Troy 
visitors were categorized into four different types: the scholar, the general, the 
student, and the reluctant. The significant finding of this research has been that 
the importance service elements of the scholar visitors were perceived not to be 
present, while the majority of these elements were perceived to be present in Troy 
for the general, the student and the reluctant visitor. Perceptions of service 
quality by Troy visitors are not homogeneous. Consequently, specific and 
differentiated offers should be designed by the site organization for each type of 
visitor. The advantage of using importance-satisfaction analysis in this research 
is to underline the major service quality elements of heritage sites which are given 
high importance and perceived to be present by visitor types. 
 
Keywords: service quality of heritage sites, importance-satisfaction analysis, 

Troy 
 
 
INTRODUCTION 
 

Troy, in northwest Turkey at the entrance to the Dardanelles, is one 
of the oldest and most famous heritage sites. It had been thoroughly 
studied through two series of excavations by Heinrich Schliemann and 
Wilhelm Dorpfeld from 1871-1891 and by Carl W. Blegen (University of 
Cincinnati, Ohio) from 1932-1938. Troy lies at the crossing between the 
Orient and Southwest Europe, and between the Aegean and the Black 
Sea. Because of its nearly continuous occupation for more than 3000 
years, this site is an important point of reference for the chronology of the 
ancient world from the early Bronze Age through to the Roman Empire. 
In 1988, after a hiatus of 50 years, the excavations at Troy were once 
again resumed under the Project Troia director Dr. Manfred Korfmann 
from the University of Tubingen & Canakkale Onsekiz Mart University, 
with the cooperation of Dr. Brian Rose from the University of Cincinnati. 
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Troy has been in the UNESCO-List of World Heritage since 1998. The 
purpose of this paper is to measure Troy visitors’ perceptions of services 
in terms of importance and satisfaction by visitor types of heritage sites, 
and apply the results to the importance-satisfaction analysis to identify 
strengths and gaps in the service quality of Troy as a world heritage site. 
 
 
SERVICE QUALITY OF HERITAGE SITES 
   

Heritage sites have come to be described as the heritage industry 
(Goulding, 2000b; Hewison, 1987). There are much critical analysis of the 
relationship between visitors and heritage sites. This relationship has been 
the source of a number of empirical studies (Brown, 1999; Catalca and 
Yurtseven, 2003; Gyimothy, 2000; Laws, 1998; Light, 1999) and 
theoretical developments (Goulding, 2000a,b; Hannabuss, 1999; 
McKercher and Cros, 2003) that offer a variety of insights into the service 
quality of heritage sites. The heritage site management can have different 
emphases regarding service delivery depending on the prevailing 
management style. The two different styles evident in the study of 
Gilmore and Rentschler (2002) are custodial management and market-
focused management. These styles present contemporary heritage site 
managers with a range of problems relating to conservation, as well as 
presentation and the management of visitors’ satisfaction. 

The multi-dimensional nature of services is well recognized in the 
services literature (Atilgan et al., 2003; Augustyn, 1998; Gummesson, 
1994; Kandampully et al., 2001; Laws and Thornes, 1991; Li et al., 2003; 
Otto and Ritchie, 1996; Yurtseven, 2003). Service cannot be easily 
specified or presented before purchase. Both the visitor and service 
deliverer need to know what is on offer or what will be achieved as a 
result of receiving the service in order to understand the scope of the 
service package (Gilmore and Rentschler, 2002). 

So what are the important service dimensions for heritage site 
management? The core elements of service delivery in a heritage site are: 
access to the site, help and knowledge, presentation of the site, tour 
design of the site, interpretation of the site, information signs and 
directions, printed information, cleanliness, security and protection, and 
the range of visitor services (ICOMOS, 1993). These dimensions of 
heritage site service delivery can be expanded and adapted to suit 
different heritage site service situations and contexts, depending on the 
nature and purpose of the heritage site. The design and management of 
the heritage site’s total offering will depend upon the way it perceives its 
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strengths and weaknesses in relation to the threats and opportunities in the 
market and environment within which the heritage site competes 
(Gilmore and Rentschler, 2002). Heritage site management needs to focus 
attention on all dimensions encompassed in the overall offering of the 
heritage site service. 

The identification of the visitors’ profile is an important factor for 
service quality management of heritage sites. Every site attracts particular 
types of visitors. They have different interests and motivations for visiting 
the site. The study of Goulding (2000b) addressed the identification of 
three different visitor behavioral types: existential, aesthetic, and social 
visitors. The ICOMOS specialized committee (1993) categorized the 
visitors to heritage sites under the following headings: 
• The Scholar Visitor: Some visitors come well prepared and familiar 

with the history of the site. For this visitor the primary responsibility 
is to make their visit as pleasant, easy and informative as possible. 

• The General Visitor: Some visitors come to the site because they 
have heard little information about it. They seek a more 
comprehensive presentation of the site. 

• Students: Depending on educational level, a separate interpretative 
program is required for them. 

• The Reluctant Visitor: A major segment of the visitors come to the 
site as a part of a package tour. They are often more interested in 
services. They should be made to feel welcome and encouraged to 
experience the site. 
It is the task of the site management to provide quality of service 

dimensions for each type of visitor. Visitors expect the service 
dimensions to fully satisfy their expectations. 

 
Importance – satisfaction analysis 
 

Service quality, helping an organization to differentiate itself from 
other organizations, is a critical determinant of competitiveness. A quality 
organization is focused on identifying and acting on the customer’s needs 
and expectations. Quality is defined as satisfying the customer’s 
requirements (Choi and Chu, 2000; Lee et al., 2004; Weiermair, 2000). In 
the case of the strategic approach, quality is used to differentiate the 
organization’s service offering. The quality phenomenon is the source for 
strengthening and differentiating the offering and the organization from 
what is offered by the competitors (Davies et al., 1999; Ghobadian et al., 
1994). Measuring service quality requires a clear understanding of 
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customers (Baker and Crompton, 2000; O’Neill et al., 1999; Pizam and 
Ellis, 1999). 

Importance-satisfaction analysis entails the simultaneous 
consideration of visitors’ assessment of the importance of salient 
attributes and their level of satisfaction with the service provided and the 
performance of the service providers. The method defines a two-
dimensional grid with the horizontal axis indicating the visitors’ 
perceptions of the service and service providers’ performance on a given 
attribute. The vertical axis indicates the importance of the attribute to the 
visitor. The visitors’ importance and satisfaction values are plotted on the 
grid, which is divided into four quadrants that are formed based on the 
mean scores of the importance and satisfaction attribute ratings. These 
values are then assessed according to their quadrant on the grid.  

Each quadrant suggests a different strategy. Attributes that are rated 
high in importance and high in satisfaction suggest that the service 
provider keep up the good work and that continued resources should be 
directed toward these attributes. In contrast, attributes having a low 
importance rating and a low satisfaction rating suggest that investing 
scarce resources on these attributes may have little strategic advantage. 
Attributes that are rated high in importance and low in satisfaction are the 
attributes that an organization should pay particular attention to, investing 
the greatest amount of resources to improving the performance of these 
attributes. Lastly, attributes rated low in importance and high in 
satisfaction are attributes that an organization should continue to maintain 
but not necessarily allocate any additional resources (Almanza et al., 
1994; Go and Zhang, 1997; Joppe et al., 2001; Ryan, 1995; Uysal et al., 
1991). 

The main purpose of importance-satisfaction analysis is to determine 
which attributes the visitors consider most important, to measure how 
well the heritage site performs in delivering these attributes, and to make 
recommendations to heritage site organizations about what they should 
concentrate upon and what strategies they should follow (Kozak and 
Nield, 1998). The importance-satisfaction analysis can be effectively used 
to point out a site’s strengths and weaknesses. The use of this method has 
significant management implications for decision-makers at heritage sites.   
 
 
METHODOLOGY 
 

The focus of this research was to determine which of the elements of 
the Troy experience were important to visitors and to what degree the 
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services offered to them met their level of satisfaction. In this research, 
service quality and visitor satisfaction were examined at overall level. 
That’s why, visitor satisfaction was related to visitors’ attitude towards 
the site and results to quality of experience.  

The research tool was a questionnaire consisting of three parts. The 
closed-ended questions in the first part determined the visitor types of 
Troy categorized by ICOMOS (1993). The second part included closed-
ended personal questions that explored the profile of Troy visitors. In the 
third part of the questionnaire, respondents were asked to rate ten core 
elements of service delivery from their Troy experience on importance 
and satisfaction. A five-point scale ranging from very important (5) to 
very unimportant (1) was used to investigate the importance levels of 
each element. The satisfaction section of the questionnaire was also based 
on a five-point scale where 5 was very good, 3 was mediocre, and 1 was 
very bad. The questionnaire was translated from English into French, 
German, Italian, Japanese, and Turkish as these languages were most 
commonly used by visitors of Troy. The questionnaire was piloted in May 
2005.  

The population of the research was visitors to Troy in August 2005. 
As the sample of the research, 384 visitors of Troy were drawn from this 
population by using the formula of sample size (n = t2pq / d2; α=0.05, 
t=1.96, p=0.50, q=0.50, d=0.05). Using an on-site intercept methodology 
procedure, visitors of Troy were approached while exiting the site and 
were asked to complete the self-administrated questionnaire. If visitors 
agreed to participate, they were invited to Troy Cafe. Each visitor was 
given a copy of the questionnaire in his/her own language or another 
language in which he/she was proficient. The research was conducted 
when the 384 questionnaires replying to all of the questions were 
collected.  

The questionnaire was collated and analyzed using the Statistical 
Package for Social Sciences  (SPSS) program. Differences between the 
visitor types’ importance and satisfaction perceptions of ten elements 
were investigated by using ANOVA and Scheffe tests. 
 
 
ANALYSIS OF FINDINGS 
 
Visitor profile  
 

The demographic characteristics of the sample are outlined in Table 
1. The majority of the visitors (66.4%) were from European countries. 



Huseyin Ridvan Yurtseven 

 64

17.4% resided in Australia and New Zealand. 8.6% of the respondents 
reported that they lived in American countries. There were more male 
visitors (58.3%) than female visitors (41.7%). 37.5% were married or in a 
common law relationship. The level of education is skewed toward the 
high end of the continuum, with 68.0% reporting having graduated from 
college/university or higher. The age of the visitors was widely 
distributed across all age categories. The level of annual household 
income was less widely distributed. Almost three-quarters (71.8%) 
reported an annual household income of €49.999 or less. 
 

Table 1. Profile of Troy visitors 
 

Component N % 
Country of residence 

Europe 
(Turkey 31.5%, United Kingdom 8.6%, Germany 
8.6%,  Italy 3.9%, Greece 2.9%, others 10.9%)  
 Australia and New Zealand 
(Australia 11.9%, New Zealand 5.5%) 
America 
(USA 5.2%, Canada 2.3%, others 1.1%) 
Asia 
(Japan 6.3%, others 1.0%) 
Africa 
(Tunisia 0.3%)  

 
255 

 
 

67 
 

33 
 

28 
 

1 

 
66.4 

 
 

17.4 
 

8.6 
 

7.3 
 

0.3 

Sex 
Male 
Female 

 
224 
160 

 
58.3 
41.7 

Marital status 
Married/common law 
Single/separated/widowed/divorced 

 
144 
240 

 
37.5 
62.5 

Level of education 
High school or less 
Some college or university 
Graduated from college/university 
Master/doctorate 

 
48 
75 

193 
68 

 
12.5 
19.5 
50.3 
17.7 

Age 
18-29 
30-39 
40-49 
50-59 
60 and older 

 
185 
99 
48 
34 
18 

 
48.2 
25.8 
12.5 
8.8 
4.7 

Annual household income 
Less than €25.000 
€25.000-€49.999 
€50.000-€74.999 
€75.000-€99.999 
€100.000 and higher 

 
163 
113 
64 
23 
21 

 
42.4 
29.4 
16.7 
6.0 
5.5 
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Importance – satisfaction analysis 
 

The average importance of the core elements of service delivery in 
heritage sites and the average level of satisfaction with these elements of 
the Troy experience were calculated for all visitors. The placement of 
each element on an importance-satisfaction scale was accomplished by 
using the means of importance and performance as the coordinates. Once 
these calculations had been performed, they were plotted on a two-
dimensional grid (Joppe et al., 2001; Kozak and Nield, 1998; Pizam and 
Ellis, 1999; Ryan, 1995). Each element on the grid can then be analyzed 
by locating the appropriate quadrant in which it falls. Elements in Grid I 
are rated very important, and the level of satisfaction is above average. 
Elements in Grid II are rated very important, but the level of satisfaction 
is rated below average. Elements in Grid III are considered less important, 
and satisfaction level is below average. Elements in Grid IV are rated 
above average on satisfaction, but are rated below average on importance. 
 

Table 2. Means of importance and satisfaction for all visitors of 
Troy (n=384) 

 
 
Service Elements 

Mean of 
Importance 

Mean of 
Satisfaction 

 
Grid 

Access to the site 3.96 3.88 IV 
Help and knowledge 4.12 3.76 I 
Presentation of the site 4.27 3.72 I 
Tour design of the site 4.24 3.75 I 
Interpretation of the site 4.35 3.70 I 
Information signs and directions 4.29 3.59 II 
Printed information 4.04 3.31 III 
Cleanliness 3.93 3.94 IV 
Security and protection 3.84 3.68 IV 
The range of visitor services 4.05 3.30 III  
• Grid I: High Importance-High Satisfaction, Grid II: High 

Importance-Low Satisfaction, Grid III: Low Importance-Low 
Satisfaction, Grid IV: Low Importance-High Satisfaction. 

• The grand mean for importance (X=4.10, SD=0.17) and the grand 
mean for satisfaction (X=3.66, SD=0.21). 

 
Table 2 shows the overall ratings of all visitors’ perceptions of Troy. 

Help and knowledge, presentation of the site, tour design of the site, and 
interpretation of the site are located in Grid I (High Importance-High 
Satisfaction). Information signs and directions were considered above 
average for importance, but below average for satisfaction (Grid II: High 
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Importance-Low Satisfaction). Printed information and the range of 
visitor services were rated below average for both importance and 
satisfaction (Grid III: Low Importance-Low Satisfaction). Troy visitors 
perceived access to the site, cleanliness, and security and protection 
higher than average on satisfaction, but below average on importance 
(Grid IV: Low Importance-High Satisfaction).  

Importance-satisfaction means were calculated for each of four 
visitor types: the scholar, the general, the student, and the reluctant. Table 
3 and  Table 4 summarize these means. The importance-satisfaction grid 
positions for each sample were based on the importance and satisfaction 
grand means for each visitor type. The importance-satisfaction grids for 
visitor types are represented in Table 5. 
 
Table 3. Comparison of importance means for visitor types of Troy 
 
 
Service Elements 

The 
Scholar 
(n=104) 

The 
General 
(n=215) 

The 
Student 
(n=27) 

The 
Reluctant 

(n=38) 

ANOVA 
Sig. 

Access to the site 3.81 3.98 4.14 4.18 0.220 
Help and knowledge 4.09 4.11 4.00 4.34 0.584 
Presentation of the site 4.37 4.18 4.48 4.31 0.159 
Tour design of the site 4.26 4.22 4.14 4.31 0.853 
Interpretation of the site 4.32 4.37 4.29 4.31 0.908 
Information signs and 
directions 

4.33 4.30 4.07 4.28 0.563 

Printed information 4.11 4.03 3.85 4.02 0.690 
Cleanliness 3.91 3.91 4.00 4.10 0.705 
Security and protection 3.77 3.89 3.70 3.78 0.705 
The range of visitor 
services 

4.02 4.09 3.66 4.23 0.144 

• The importance meaning is based on a five-point scale where 5 is very 
important and 1 is very unimportant. 

 
The scholars rated presentation of the site, tour design of the site, 

interpretation of the site, information signs and directions, and printed 
information as above average for importance, but below average for 
satisfaction (Grid II: High Importance-Low Satisfaction). These visitors 
perceived help and knowledge, security and protection, and the range of 
visitor services as below average for both importance and satisfaction 
(Grid III: Low Importance-Low Satisfaction). Access to the site and 
cleanliness were considered above average for satisfaction, but below 
average for importance (Grid IV: Low Importance-High Satisfaction). 
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Table 4. Comparison of satisfaction means for visitor types of Troy 
 
 
Service Elements 

The 
Scholar 
(n=104) 

The 
General 
(n=215) 

The 
Student 
(n=27) 

The 
Reluctant 

(n=38) 

ANOVA 
Sig. 

Access to the site 3.70 3.94 3.74 4.13 0.027* 

Help and knowledge 3.46 3.85 3.66 4.15 0.001* 

Presentation of the site 3.64 3.74 3.66 3.89 0.552 
Tour design of the site 3.65 3.79 3.62 3.86 0.471 
Interpretation of the site 3.59 3.73 3.66 3.86 0.422 
Information signs and 
directions 

3.53 3.61 3.51 3.71 0.726 

Printed information 3.16 3.34 3.29 3.52 0.265 
Cleanliness 3.85 3.97 3.85 4.07 0.489 
Security and protection 3.57 3.72 3.40 3.94 0.085 
The range of visitor 
services 

3.30 3.30 2.92 3.57 0.095 

• Satisfaction scores show meaning of visitors’ perceptions of satisfaction based 
on a five-point scale where 5 is very good and 1 is very bad. 

• (*) Significant at < 0.05 
 
Table 5. Comparison grids of visitors’ perceptions of Troy by visitor 

types 
 

Service Elements The 
Scholar 
(n=104) 

The 
General 
(n=215) 

The 
Student 
(n=27) 

The 
Reluctant 

(n=38) 
Access to the site IV IV I I 
Help and knowledge III I IV I 
Presentation of the site II I I I 
Tour design of the site II I II I 
Interpretation of the site II I I I 
Information signs and 
directions 

II II III I 

Printed information II III III III 
Cleanliness IV IV IV I 
Security and protection III IV III IV 
The range of visitor services III III III II 
• Grid I: High Importance-High Satisfaction, Grid II: High Importance-Low 

Satisfaction, Grid III: Low Importance-Low Satisfaction, Grid IV: Low 
Importance-High Satisfaction.  

• The grand mean for importance (X=4.10, SD=0.17) and the grand mean for 
satisfaction (X=3.66, SD=0.21). 

 
The generals rated help and knowledge, presentation of the site, tour 

design of the site, and interpretation of the site as above average for both 
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importance and satisfaction (Grid I: High Importance-High Satisfaction). 
The general visitors rated information signs and directions as above 
average for importance, but below average for satisfaction (Grid II: High 
Importance-Low Satisfaction). Printed information and the range of 
visitor services were regarded as below average for both importance and 
satisfaction (Grid III: Low Importance-Low Satisfaction). Access to the 
site, cleanliness, and security and protection were considered to be above 
average for satisfaction, but below average for importance (Grid IV: Low 
Importance-High Satisfaction). 

The students rated access to the site, presentation of the site, and 
interpretation of the site as above average for both importance and 
satisfaction (Grid I: High Importance-High Satisfaction). The tour design 
of the site was rated above average for importance, but below average for 
satisfaction (Grid II: High Importance-Low Satisfaction). Information 
signs and directions, printed information, security and protection, and the 
range of visitor services were attributes that the students rated below 
average for both importance and satisfaction (Grid III: Low Importance-
Low Satisfaction). The students rated help and knowledge, and 
cleanliness as above average for satisfaction, but below average for 
importance (Grid IV: Low Importance-High Satisfaction). 

The reluctant visitors rated access to the site, help and knowledge, 
presentation of the site, tour design of the site, interpretation of the site, 
information signs and directions, and cleanliness as above average for 
both importance and satisfaction (Grid I: High Importance-High 
Satisfaction). The range of visitor services was rated above average for 
importance, but below average for satisfaction (Grid II: High Importance-
Low Satisfaction). The reluctant visitors perceived printed information as 
below average for both importance and satisfaction (Grid III: Low 
Importance-Low Satisfaction). Security and protection was considered as 
above average for satisfaction, but below average for importance (Grid 
IV: Low Importance-High Satisfaction).   

The quadrant locations are not the same for the ten attributes. 
Presentation of the site and interpretation of the site are in Grid I (High 
Importance-High Satisfaction), and printed information is in Grid III 
(Low Importance-Low Satisfaction) for the general, the student, and the 
reluctant. The range of visitor services is in Grid III (Low Importance-
Low Satisfaction), and cleanliness is in Grid IV (Low Importance-High 
Satisfaction) for the scholar, the general, and the student. 
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DISCUSSION 
 

One-way ANOVA tests were used to analyze importance and 
satisfaction means of service elements for visitor types to Troy. The 
purpose of the one-way ANOVA test is to determine whether the four 
means differ significantly from each other. There were no statistically 
significant differences between the importance means of visitor types to 
Troy. The same service elements were rated as equally important. In order 
of importance, these are: presentation of the site, interpretation of the site, 
and tour design of the site. Except for access to the site and help and 
knowledge, there are no considerable differences based on satisfaction 
means of visitor types. Scheffe tests indicated significant differences in 
these two service elements between the scholar visitors and the reluctant 
visitors.  

Important service elements for all visitors of Troy are: interpretation 
of the site, information signs and directions, presentation of the site, tour 
design of the site, and help and knowledge. Except for information signs 
and directions, all visitors were satisfied with their Troy experience. 
Regarding all the visitors to Troy, importance service elements were 
perceived to be present at Troy as a heritage site.  

The scholar visitors were the most unsatisfied with the service 
elements of Troy. Their importance ratings of presentation of the site, 
information signs and directions, interpretation of the site, tour design of 
the site, and printed information did not exceed their expectations. In 
other words, important service elements of the scholar visitors were not 
perceived to be present at the site. Regarding the importance and 
satisfaction ratings on service elements of Troy, there are considerable 
resemblances between the general visitor and all visitors. The student 
visitors seemed to be impressed by access to the site, presentation of the 
site, and interpretation of the site, but not by the tour design of the site. 
The reluctant visitors were the most satisfied with their Troy experience. 
All of the service elements deemed important (access to the site, help and 
knowledge, presentation of the site, tour design of the site, interpretation 
of the site, information signs and directions, and cleanliness) exceeded 
their expectations, except for the range of visitor services. 

The majority of important service elements of the general, the student 
and the reluctant visitors were perceived to be present in Troy. The site 
management should keep up the good work and continue to direct 
resources toward these service elements (Ryan, 1995). Important service 
elements of the scholar visitors were perceived not to be present in Troy. 
The site management should concentrate their resources on these (Ryan, 
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1995). They should pay particular attention to improving the satisfaction 
of presentation of the site, tour design of the site, interpretation of the site, 
information signs and directions, printed information, and the range of 
visitor services in Troy for service quality. Despite the fact that the 
service quality is not solely a determinant for visiting heritage sites, 
visitors would be seriously dissatisfied with poor service quality. 
Therefore, the service standard of heritage sites may not be a primary 
source of satisfaction but can be a major cause of dissatisfaction (Kozak 
and Nield, 1998). 
 
 
CONCLUSION 
 

Visitor types of heritage sites and understanding their characteristics 
are important for management strategies. Site organizations monitor 
visitors’ perceptions to identify strengths and gaps in service quality. In 
today’s heritage industry, one of the most important goals of site 
organizations is retaining and satisfying current and past visitors. This 
goal can be achieved by visitor oriented organizations. These 
organizations focus on the importance of specific visitor types and then 
work hard to maximize satisfaction with the service being offered.        

The main purpose of this study was to measure Troy visitors’ 
perceptions of service quality in terms of importance and satisfaction by 
visitor types. Troy visitors were categorized into four different types: the 
scholar, the general, the student, and the reluctant. The significant finding 
of this research was that the important service elements of the scholar 
visitors were perceived not to be present, but the majority of these 
elements for the general, the student and the reluctant visitor were 
perceived to be present in Troy. Perceptions of service quality by Troy 
visitors are not homogeneous. Consequently, specific and differentiated 
offers should be designed by the site organization for each type of visitor. 
The use of importance-satisfaction analysis in this research has the 
advantage of underlining the major service quality elements of heritage 
sites which are given high importance and perceived to be present by 
visitor types. 

Importance-satisfaction analysis provides understanding of how the 
visitor types define service quality, and how service elements may aid the 
development of visitors’ satisfaction. This research supports former 
studies on service quality of heritage sites (Brown, 1999; Catalca and 
Yurtseven, 2003; Goulding, 2000a,b; Gyimothy, 2000; Hannabuss, 1999; 
Laws, 1998; Light, 1999; McKercher and Cros, 2003) and importance-
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satisfaction analysis (Almanza et al., 1994; Go and Zhang, 1997;  Joppe et 
al., 2001; Kozak and Nield, 1998; Ryan, 1995; Uysal et al., 1991; 
Yurtseven, 2003). The major limitation of this research was the small 
sample size. It was applied only to visitor types of Troy. It should be 
repeated at other heritage sites. The results present important data about 
the service quality at Troy as a case concerning world heritage sites.  
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The tourism industry depends on complex value creation chains involving a large 
number of participants that change frequently and rapidly. In addition, the 
products of tourism industry are complex and they will perish if they are not sold 
in time. For these reasons, the ideal tourism information systems require a lot of 
flexibility of underlying systems. Moreover, they comprise accurate access to any 
tourism service that provide, and they are usable by corporate and private 
customers alike. The management and interoperation of semantically diverse 
tourism information systems are facilitated by Semantic Web technology that 
provides methods and standards, which allow accurate access to information as 
well as flexibility to comply with needs of tourism information system users and 
administrators. This paper considers state-of-the art issues (ontologies, semantic 
modelling and querying, semantic portals and semantic-based e-markets) 
concerning the exploitation of the semantic web technologies and applications in 
tourism information systems. 
 
Keywords: tourism information systems; semantic web; ontologies; semantic 

web services 
 
 
INTRODUCTION 
 

Nowadays, customers in tourism are increasingly less loyal, take 
more frequent vacations of shorter duration and take less time between 
choosing and consuming tourism products (Werthner & Klein, 1999). Not 
to mention the fact that the travel industry was one of the earliest 
electronic commerce adopters (Werthner & Ricci, 2004). Travel industry 
is one of the most important kinds of commerce through the Web, 
representing almost 40% of all global electronic commerce and one that 
most reflects the impact that this technology can have in the business 
process itself (Carroll, 2002). Information dissemination and exchanges 
are the key backbones of the travel industry, and applying to this industry 
the semantic web technology is a very promising approach. The Semantic 
Web enables better machine processing of tourism information on the 
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Web, by structuring web documents in such a way that they become 
understandable by machines (Berners-Lee et al., 2001). The semantic web 
allows tourism content to become aware of it. This awareness allows 
users and software agents (viz. Internet-based programs that are created to 
act autonomously) to query and infer knowledge from tourism 
information quickly and automatically. Semantic web technologies will 
influence the next generation of tourism information systems by 
providing interoperability, reusability and shareability among them 
(Maedche & Staab, 2002).  

Currently, the travel industry has developed open specifications 
messages, based on eXtensible Markup Language (XML), to ensure that 
messages can flow between industry segments as easily as within 
(Dell’Erba et al., 2002). For example, the Open Travel Alliance (OTA, 
2004) is an organization pioneering the development and use of 
specifications that support e-business among all segments of the travel 
industry. The cumulative effort of various teams, individuals, 
associations, companies, and international organizations, including air, 
car, cruise, rail, hotel, travel agencies, tour operators and technology 
providers, has produced a fairly complete set of XML-based 
specifications for the travel industry.  

The OTA adopted the Web Services model that provides the travel 
industry with an ideal platform to confront the difficult problem of data 
heterogeneity. This problem occurs because various tourism information 
systems use different meta-data (viz. objective data about data) for 
representing their tourism resources. Web services technology is a 
collection of standards that allows tourism web server applications to 
“talk” to each other over the Internet. These standards are:  
• XML (http://www.w3.org/XML/) for driving web application 

services (viz. XML schema is used in requests and replies).  
• The SOAP (Simple Object Access Protocol: 

http://www.w3.org/TR/soap) provides a means of messaging between 
a service provider and a service requestor. 

• WSDL (Web Services Description Language: 
http://www.w3.org/TR/wsdl/) as the service description language. 

• UDDI (Universal Description, Discovery and Integration: 
http://www.uddi.org/) as the service discovery protocol to find other 
tourism web applications. 
Semantics can be used in the discovery, composition and monitoring 

of web services (Ouzzani 2004). Semantically isolated pieces of tourism 
information can be connected, and the user can find tourism information 
sources more easily, while individual tourism offers can be achieved. 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 1, Number 2, Autumn 2006, pp. 75-91 

 77

In this paper we consider state-of-the-art issues concerning the 
exploitation of semantic web technologies and applications in tourism 
information systems. The rest of this paper is organized as follows. 
Section 2 presents tourism ontologies and section 3 discusses applications 
of them. Section 4 describes tourism information semantic modelling and 
querying. Section 5 presents semantic portals and semantic web services, 
while section 6 considers e-markets and intelligent software agents that 
exploit semantics. Section 7 discusses the sociological implications of the 
semantic web in the destination management organizations context. 
Lastly, section 8 concludes the paper with some interesting remarks.  
 
 
TOURISM ONTOLOGIES 
 

The goal of the Semantic Web initiative is to provide an open 
infrastructure for intelligent software agents and web services. This 
infrastructure is based on formal domain models (ontologies) that are 
linked to each other on the Web. The domain model of an ontology can be 
taken as a unifying structure for giving information in a common 
representation and semantics. An ontology comprises the classes of 
entities, relations between entities and the axioms which apply to the 
entities of that domain (Mizoguchi, 2004). Through the use of metadata 
organized in numerous interrelated ontologies, tourism information can be 
tagged with descriptors that facilitate its retrieval, analysis, processing 
and reconfiguration. In addition, ontologies can offer a promising 
infrastructure to cope with heterogeneous representations of tourism web 
resources. Data heterogeneity can be solved, if semantic reconciliation 
with respect to the domain ontology is provided between the different 
tourism information systems. For the tourism industry, the development 
of ontologies is fundamental to allow machine-supported tourism-related 
data interpretation and integration. A brief presentation of tourism 
ontologies follows. 

The TOVE project (http://wwweil.utoronto.ca/tove/toveont.html) 
resulted in several e-business ontologies, which specify various aspects of 
a tourism enterprise. The modelling of an enterprise was guided by 
different sets of constraints on the processes executed inside an enterprise. 
Core tourism ontologies will contain knowledge about the domain of 
travel and tourism for developing intelligent tourism information systems. 
In the OnTour project, a working group at the Digital Enterprise Research 
Institute (DERI) deployed the e-Tourism ontology (Prantner, 2005) using 
OWL (Web Ontology Language). The e-Tourism ontology (http://e-
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tourism.deri.at/ont/) was based on an international standard: the 
“Thesaurus on Tourism & Leisure Activities” (viz. a very extensive 
collection of terms related to the area of tourism) of the World Tourism 
Organization (WTO, 2002). This ontology describes the domain of 
tourism and it focuses on accommodation and activities.  

 Mondeca’s tourism ontology (http://www.mondeca.com) defines 
tourism concepts based on the WTO thesaurus. These concepts include 
terms for tourism object profiling, tourism and cultural objects, tourism 
packages and tourism multimedia content. 

Another research group developed a comprehensive and precise 
reference ontology named COTRIN (Comprehensive Ontology for the 
Travel Industry) (Cardoso, 2004). The objective of COTRIN is the 
implementation of the semantic XML-based OTA specifications. Major 
airlines, hoteliers, car rental companies, leisure suppliers, travel agencies 
and others will use COTRIN to bring together autonomous and 
heterogeneous tourism web services, web processes, applications, data, 
and components residing in distributed environments.  

The LA_DMS (Layered Adaptive semantic-based DMS and P2P) 
project deployed athe tourism destination ontology to enable destination 
management systems (DMS) adaptive to user’s needs concerning 
information about tourism destinations (Kanellopoulos et al., 2005). 

Jakkilinki et al. (2005) provides an overview of development 
methodology and applications for tourism ontologies. Ontologies are 
created using ontology development tools, such as Protégé 2000 (Protégé, 
2000) that provides to the user: a) construction of a domain ontology, b) 
customization of data, and c) entry of data. Protégé is a Java-based 
ontology editor with OWL Plugin: it allows ontology implementation as 
an applet on the Web. This permits multiple users to share the ontology.  
The W3C (World Wide Web Consortium) has recently finalized the OWL 
language (http://www.w3.org/2004/OWL/) as the standard format in 
which ontologies are represented online. OWL provides greater machine 
interpretability of web content than that supported by XML, RDF and 
RDF-Schema (McGuinness & Van Harmelen, 2003). With OWL we can 
implement a semantic description of a tourism/travel domain by 
specifying its concepts and the relationships between the concepts.  
 
An example scenario of semantic web  
 

Soon, providers of travel-related services such as accommodation and 
holiday activities will advertise their services on the semantic web, so that 
intelligent software agents can find them dynamically. These software 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 1, Number 2, Autumn 2006, pp. 75-91 

 79

agents could then make suggestions on vacation planning and make travel 
arrangements in consideration of user preferences. For these agents, the 
semantic web infrastructure would be based on two core ontologies as 
illustrated in Figure 1. Both ontologies would be published on fixed 
URI’s (Universal Resource Indicators) as OWL files. The travel ontology 
would allow providers to publish metadata about their travel services and 
contact information. Providers would instantiate the classes from the 
ontology and publish the resulting individuals as OWL files on their web 
sites. Then, a semantic web service specialized in vacation planning could 
send out a crawler agent to collect the available activities. If a user then 
asks for an exciting adventure destination, the agent could exploit the 
categorization of the ontology hierarchy to find suitable matches, and call 
auxiliary web services via the links into the geography ontology. 
Providers of activities cannot only publish their metadata dynamically, 
but they can also define their own specializations of the default classes. 
For example, an ontology module could define HeliBungeeJumping as a 
subclass of BungeeJumping, and put semantic restrictions on this class to 
describe its characteristics. Then, if a software agent searches for bungee 
jumping facilities it would also find the instances of the subtypes, and 
also learn that jumps from a helicopter are traditionally more expensive 
than conventional jumps, that they involve aerial sightseeing, etc. 
 

Figure 1. Ontologies in a scenario 
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APPLICATIONS OF TOURISM ONTOLOGIES 
 

“Harmonise is an ontology-based mediation and harmonisation tool” 
(Dell’Erba, 2004), that, in conjunction with other initiatives 
(EnjoyEurope, Fetish: http://www.fetish.t-6.it/) and with the involvement 
of international tourism organizations (ETC, IFITT, NTOs, and so on), 
establishes the bridges between existing and emerging online 
marketplaces. The Harmonise project allows participating tourism 
organizations to keep their proprietary data format and use ontology 
mediation while exchanging information (Missikoff et al., 2003; 
Dell’Erba, 2004). 

The Satine project developed a secure semantics-based 
interoperability framework for exploiting web service platforms in 
conjunction with peer-to-peer (P2P) networks in the tourist industry 
(Dogac et al., 2004). The essence of P2P computing is that nodes in the 
network directly exploit resources present at other nodes of the network 
without intervention of any central server. Maedche and Staab (2003) 
analyzed the advantages of web semantics and P2P computing for service 
interoperation and discovery in the travel domain. The EU-IST project 
SWAP (http://swap.semanticweb.org/) demonstrated that the power of 
P2P computing and the semantic web could actually be combined to share 
and find “knowledge” easily with low administration efforts. The 
LA_DMS project provided semantic-based tourism destination 
information by combining the P2P paradigm with semantic web 
technologies (Kanellopoulos & Panagopoulos, 2005). Semantic web 
methodologies and tools for intra-European sustainable tourism were 
developed in the Hi-Touch project (Hi-Touch, 2003). These tools are used 
to store and structure knowledge on customers’ expectations and tourism 
products. The top-level classes of the Hi-Touch ontology are documents, 
objects and publication. Documents refer to any kind of documentation, 
advertisement, about a tourism product. Objects refer to tourism offers 
themselves, while a publication is a document created from the results of 
a query. Machines and users can process the knowledge on customers’ 
expectations and tourism products in order to find the best matching 
between supply and demand. The Hi-Touch platform has already been 
adopted in several French regions.  
 
Tourism information semantic modeling and querying  
 

Semantic annotation is the process of inserting tags in documents in 
order to assign semantics to the text. The success of the semantic web in 
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the tourism industry will depend on the availability of suitable ontologies 
as well as the proliferation of web pages annotated with metadata 
conforming to these ontologies. Kiryakov et al. (2004) proposed various 
promising techniques for semantic annotation, indexing and retrieval of 
such web pages. However, the presentation of these techniques is out of 
the scope of this paper. Figure 2 shows a basic architecture of an 
annotation environment. The document editor/viewer visualizes the 
documents contents and supports various formats. The metadata creator 
provides new metadata easily by selecting pieces of text and aligning 
them with parts of the ontology. The annotation tool GUI also allows the 
controversial authoring of documents with the aid of the ontology 
browser. Instances already available may be dragged from a visualization 
of the content of the inference engine and dropped into the document. A 
good visualization of the ontology helps to correctly choose the most 
appropriate class for instances. The inference engine reasons on crawled 
and newly created instances and on the ontology. It is used to query 
whether and which instances already exist in the semantic web and it 
serves the ontology browser, because it allows querying for existing 
classes, instances and properties. Usually the most inference engines are 
implemented using the Racer tool (Racer Reasoner, 2004). During the 
metadata creation, subjects must be aware of which entities already exist 
in the semantic web.  
 

Figure 2. Architecture of annotation environment 
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The semantic modelling of tourism information enables intelligent 
tourism information systems to provide personalized services. An 
intelligent tourism information system includes ontology-driven subject 
domain and repository of tourism information. It is adaptive to user’s 
needs (e.g. a user requires to be informed about transportation, 
restaurants, accommodation, services, weather, events, itinerary tips, 
shopping, nightlife, daily excursion, car rental, sport activities…). 
Information management tasks are annotated in terms of subject domain 
concepts which are used as a basis for implementing intelligent system’s 
adaptive behavior. The system’s adaptive behavior to users’ needs is 
obtained by attaching semantic metadata to its information modules. For 
achieving this, tourism concepts ontologies (being used) must be also 
aligned with the ontologies defining its context and the user’s profile. The 
system’s adaptability requires the tourism information of the knowledge 
base to be modeled using multiple descriptions (viz. using various 
templates associated with the user’s needs). In the LA_DMS project, 
Kanellopoulos et al. (2005) proposed a layer-based approach for semantic 
labeling of a tourism destination information. The layers of their semantic 
labeling reflect a higher level of semantics and constitute sub-models, 
such as tourism destination model, user’s model (user’s preferences) and 
machine’s model (e.g. presentation properties). As a result, the LA_DMS 
model enables DMS to provide personalized information services for 
tourism destinations.  
 
Semantic querying for tourism information 
 

The need for searching information is one of the fundamental needs 
of a prospective tourist. Maedche and Staab (2002) presented semantic 
search scenarios for tourism information. Semantic search enhances 
current search engines with semantics: It goes beyond superficial 
keyword matching by adding semantic information, thus allowing easy 
removal of non-relevant information from the result set. Semantic search 
can be provided by semantic web tools, such as the Ontobroker system 
that provides an ontology-based crawling and answering service (Fensel 
et al., 1999). 

Semantic browsers, such as Magpie (Dzbor et al., 2003), use 
ontologies to identify important concepts in a document and provide 
access to relevant material. Semantic browsing locates metadata and 
assembles point-and-click interfaces from a combination of relevant 
information: It should be able to allow easy navigation through resources, 
since users with any level of computing knowledge may use it. 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 1, Number 2, Autumn 2006, pp. 75-91 

 83

 SEMANTIC PORTALS AND SEMANTIC WEB SERVICES 
 

Existing tourism portals on the Web have the limitation that they only 
present accommodations and tourism facilities that are in their databases. 
Furthermore, these portals rely on existing web technologies that are not 
able to perform efficient searches- really giving the users what they need. 
A tourism knowledge (semantic) portal can be seen as a web application 
providing access to tourism data in a semantically meaningful way, 
making available a variety of tourism resources for diverse target 
audiences. Differently from “dumb” web portals, semantic portals are 
“smarter” and carry out intelligent reasoning behind the scenes. They 
should offer semantic services including semantic-based browsing, 
semantic search and smart question answering. Knowledge portals 
provide views onto tourism information on the Web, thus facilitating their 
users to find relevant specific information.  

The OnTour project (Prantner, 2004) built a semantic portal that 
searches semantically annotated websites and retrieves efficient and 
optimal results using semantic web technologies. The KAON portal 
(http://km.aifb.uni-karlsruhe.de/kaon/Members/rvo/kaon_portal) is a 
simple tool for generating of ontology-based web portals. To create the 
portal, the user needs to create an ontology containing the information, 
which will be presented on the Web. Then, the KAON portal may be used 
to provide default visualization and navigation through this ontology. 
There is also the SEAL portal (SEmantic portAL) that exploits semantics 
for providing and accessing information at a portal as well as constructing 
and maintaining it (Maedche et al. 2001). 

The aim of semantic web services is to describe web services’ 
capabilities and content in a computer-interpretable language, and 
improve the quality of existing tasks, including web services discovery, 
invocation, composition, monitoring, and recovery (Sycara et al., 2003). 
They have major impact on the tourism industry as they allow the 
automatic discovery, composition, integration, orchestration, and 
execution of inter-organization tourism business logic, making the 
Internet become a global common platform (McIlraith et al., 2001). 
Tourism semantic web services can constitute: 1) the automated 
identification of tourism information, 2) the semantic discovery and 
interoperability of tourism web services, 3) the personalized tourism web 
services, and 4) the P2P-based semantic web services. Sakkopoulos et al. 
(2006) proposed techniques to facilitate semantic discovery and 
interoperability of web services that manage and deliver web media 
content. In addition Kanellopoulos et al. (2004) proposed a novel 
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management system of semantically enriched web travel plans. This 
system evaluates how on-line travel plans are consumed and identifies the 
individual differences among the users in terms of travel plan content 
usage. 
 
 
E-MARKETS AND INTELLIGENT SOFTWARE AGENTS 
EXPLOITING SEMANTICS 
 

In the tourism industry, new offers and requests typically come in by 
the minute and late vacancies of rooms, flights or lodging easily can be 
lost. Therefore, there is a need for a fast match between providers and 
requestors. In e-markets that exploit semantic descriptions, semantic-
based matching of products and requirements is made fast between 
tourism providers and requesters, while a large volume of transactions is 
executed.  

Sycara et al. (1999) described a comprehensive software agent 
framework that allows the set up of semantic-based e-markets. In 
semantic-based e-markets, intelligent software agents can exploit 
semantics on the Web. Actually, the semantic web can utilize a variety of 
traveler, hotel, museum and other software agents to enhance the tourism 
marketing and management reservation processes (Hendler, 2001). For 
example, a hotel software agent operating on the semantic web might 
undertake many of the routine administrative tasks that currently consume 
large amounts of a hotel manager’s time. Also, traveler software agents 
can assist travelers in finding sources of tourism products and services 
and in documenting and archiving them. An additional capacity of the 
semantic web is realized, when software agents extract information from 
one application and subsequently utilize the data as input for further 
applications. In this way, software agents can create greater capacity for 
large scale automated collection, processing and selective dissemination 
of tourism data. 
 
Dynamic packaging systems 
 

The Web has permanently changed the manner vacation packages 
can be created. Consumers can now acquire packages from a diversity of 
websites including online agencies and airlines. In the travel industry, one 
of the fastest-growing categories is the creation of dynamic vacation 
travel packages. The objective of dynamic packaging is to pack all the 
components chosen by a traveller to create one reservation. Regardless of 
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where the inventory originates, the package that is created is handled 
seamlessly as one transaction, and requires only one payment from the 
consumer. Dynamic packaging systems create customized tourism 
packages for the consumers. A dynamic packaging application allows 
consumers or travel agents to bundle trip components. The range of 
products and services to be bundled is too large: guider tour, 
entertainment, event/festival, shopping, activity, accommodation, 
transportation, food and beverage etc. Dynamic packages can be created 
and booked effortlessly with private and published air, car hire, hotels, 
attractions and insurance rates. It is remarkable that dynamic packaging 
platforms can be deployed, if we use only semantic web technologies 
(Cardoso, 2005). 
 
Semantic mining  
 

Semantic data mining allows precise targeting, personalization of 
tourism products, and measurability; viz. tools for effective tourism 
marketing strategies. For example, semantic mining can be very useful for 
the tourism destinations management or the travel plans management 
(Kanellopoulos et al., 2004). Semantic mining process can be applied to 
record and analyze users’ preferences concerning in specific elements of a 
tourism information module. Intelligent tourism information systems can 
generate users’ profiles by recording users’ preferences. A user profile is 
used for expressing the characteristics and features of a person. It consists 
of a static part (e.g. demographic info such as name, sex, age, country of 
origin etc) and a dynamic part (interests, filters, traces). Filters describe 
the mechanism for expressing user’s interests. For example, a filter 
expresses the fact that a user is interested in museums. Traces describe 
the interactions of users with the tourism information system and the 
mechanism for recording these actions. Future Internet marketing policies 
will be based on the usage rate of tourism semantically content items (in 
websites) and will be related to the individual differences among users 
regarding content items consumption. As the main dependent variable can 
be used the notion of “content item view” Cij={0,1}, which indicates 
whether user i (i=1…n users) clicked on a link of a content item j 
(j=1…m items) and accessed it.  
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SEMANTIC WEB SOCIOLOGICAL IMPLICATIONS FOR 
DESTINATION MANAGERS 
 

With the spread of the first computers we believed that as machines 
replace humans, we will interact with them more that with each other, 
making the world less of a social space. Paradoxically, it seems that 
nothing could be less true: we shaped our information systems to our 
form and move much of our social life in the electronic domain. In the 
area of social software, we find techniques for extracting, representing 
and aggregating social knowledge.  

In fact, destination management organizations (DMOs) or destination 
managers constitute a social network as they are connected by a set of 
social relationships, such as co-working and information exchange. Using 
social network analysis (Wasserman et al., 1994), patterns that represent 
tourism destination networks and associations between destination 
managers can be constructed automatically. Such an analysis could yield 
the main groups of destination managers and identify the subgroups, the 
key individuals (centrality) and links between groups. Network analysis 
can benefit destination managers’ communities by identifying the network 
effects on performance and helping to devise strategies for the individual 
or for the community accordingly. In terms of social network analysis, the 
use of electronic data provides a unique opportunity to observe the 
dynamics of destination managers’ community development.  

In the semantic web framework, the “Friend-of-A-Friend” project 
(FOAF: http://www.foaf-project.org) can represent social networks and 
information about people (user profiles) in a machine processable way. 
The FOAF project is highlighted by the following features: a) publishing 
personal profile with better visibility; b) enforcing unique person identity 
reference on the Web and thus supporting the merge of partial data from 
different sources; and c) representing and facilitating large scale social 
networks on the Web. 

For the extraction and analysis of online social (tourism destination) 
networks we can use the Flink system (Mika, 2005). Flink can employ 
semantic web technology for reasoning with “personal” destination 
information extracted from a number of electronic information sources 
including web pages, emails, etc. The acquired knowledge can be used for 
the purposes of social network analysis and for generating a web-based 
presentation of the tourism destination community. In addition, the Flink 
exploits FOAF documents for the purposes of social intelligence. By 
social intelligence, we mean the semantics-based integration and analysis 
of social knowledge extracted from electronic sources under diverse 
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ownership or control. Conclusively, Flink is interesting to all destination 
managers, who are planning to develop systems using semantic web 
technology for similar or different purposes.  

In the near future, two great challenges are going to emerge in the 
tourism industry: 1) creating a social ontology for destination managers 
that would allow classifying complex, social relationships along several 
dimensions; 2) finding patterns for identifying these relationships using 
electronic data. As destination managers’ lives become even more 
accurately traceable through ubiquitous computers, the opportunities for 
social science based on electronic data will only become more prominent. 
 
 
CONCLUSION 
 

Currently, the tourism industry is facing rapid changes with the 
advent of the semantic web technologies. For example, a semantic web 
application allows consumers or travel agents to create, manage and 
update itineraries. Moreover, it permits the customer to specify a set of 
preferences for a vacation and query a set of information sources to find 
components such as air fares, car rental, and leisure activities in real-time. 
Intelligent tourism information systems offer full integration, flexibility, 
specialization and personalization. 

Full Integration: Intelligent tourism information systems can 
integrate the management and marketing of the various local tourism 
products and services (Bussler, 2003). They can facilitate 
interconnectivity of Small and Medium Tourism Enterprises (SMTEs) via 
full integration in order to increase margins on the products sold. Tools 
for sales assistance, such as ‘intelligent’ software agents, can provide 
various products and services into an integrated tourism package, which is 
personalized to tourist’s needs. 

Flexibility: Intelligent tourism information systems can combine the 
individual tourism products and services. They are platform independent 
and can change their data without affecting the data representation.  

Specialization and personalization: Precise targeting, personalization, 
privacy and measurability can be achieved through web direct marketing 
that is interactive, immediate, and accurately timed. Through web direct 
marketing, tourism products and services can be personalized to the user’s 
needs (Murphy, 2003). Finally, the utilization of intelligent tourism 
information systems offers better information management and achieves 
automatic intra (or inter)-organizational communication of a higher 
quality.  
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The semantic web forms a platform for search engines, information 
brokers and ultimately the ‘intelligent’ software agents. It propagates 
interoperability, reusability and shareability, all grounded over an 
extensive expression of semantics with a standardized communication 
among intelligent tourism information systems. There is now the need for 
developing an infrastructure to manage the online tourism information 
and deliver to consumers what they want. New superior consumer 
services can be deployed such as tourism market overview and price 
comparison. Ontologies will play an important role as they promise a 
shared and common understanding of tourism and travel concepts that 
reaches across people and application systems. Semantic-based tourism 
information systems will revolutionize the tourism industry. Despite, the 
methodology of applying the semantic web in intelligent tourism 
information systems needs to mature and methods for achieving 
scalability and robustness need to be developed.  
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Since tourism is an important source of economic prosperity for Aegean islands, it 
is interesting to discover the factors affecting the preferences of Greek and 
foreign tourists to visit and stay on these islands.  Using annual data from 1985 to 
1996 for the islands of Lesvos, Samos and Chios, the present paper investigates 
empirically whether quality of services is one of these factors.  Specifically, we 
consider an econometric model drawing from the switching regime literature, to 
examine causality effects between visitor’s preferences for services’ quality, the 
number of Greek and foreign tourists arriving at the islands and the duration of 
their residence. 
 
Keywords: switching regime model, quality of services, North Aegean islands 
 
 
INTRODUCTION 
 

Indisputably, tourism is considered to be an important factor of 
economic development for almost all Aegean islands. Generally, the 
Aegean islands are classified into three categories according to their 
tourist development stage.  In the first category belong Rhodos, Kos, 
Santorini and Mykonos where tourism plays a dominant role in the 
economic base of these islands.  These islands are in the mature stage of 
their tourist development. Thus, the problem for these islands is the 
maintenance of the number of nights spent by tourists through the 
upgrading of tourist services. The second category includes the islands:  
Lesvos, Samos, Chios, Paros, Naxos etc. where tourism plays an 
important but not a dominant role in their economic base. The tourism 
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industry in these middle-sized islands is in the developing stage. These 
islands have some tourist infrastructure. Then, many authors propose that 
the best tourist-developing strategy for these islands is the enrichment of 
tourist products with new ones, like conference tourism, cultural-tourism, 
religious-tourism, archeological-tourism etc. 

Of course an increase in the number of tourist products requires the 
necessary technological and material infrastructure and human resources 
as well. 

The third category includes the islands: Milos, Lemnos, Serifos, 
Karpathos, Ios etc. where tourism has an impact in their economic base.  
However, these small-sized islands are now entering the tourism industry.  
For these islands the most appropriate strategies are mainly the 
production of authentic domestic products, the preservation of the 
traditional way of living and the exploitation of the unique natural beauty 
of their environment. 

Therefore, the tourist industry in the north Aegean islands Chios, 
Lesvos and Samos is in the developing stage. Since tourism is an 
important source of economic prosperity for north Aegean islands, it is 
interesting to discover the factors affecting preferences of Greek and 
foreign tourists to visit and stay on these islands. Using annual data from 
1985 to 1996 for the islands Chios, Lesvos and Samos, the present paper 
examines empirically whether quality of services is one of these factors.  
Specifically, an econometric model drawing from the switching regime 
literature is used to investigate causality effects between visitor’s 
preferences for services’ quality, the number of Greek and foreign tourists 
arriving at the islands and the duration of their residence. Therefore, the 
empirical results may provide a response to the question of quality vs. 
quantity of tourists products as an appropriate developing strategy for the 
tourist industry of north Aegean islands. 
 
 
DATA AND MODEL 
  

We use data from 1985 to 1996 for the islands Chios, Lesvos and 
Samos.  The variables included in the data set are: visitor’s preferences 
for quality of services (Q), visitor’s number of nights spent (X), real 
effective exchange rates (RXR), consumer price index (CPI), real gross 
domestic product index (GDP) and the interest rate (R). The variable Q is 
defined as the ratio of the number of tourists arriving at first class1 hotels 
to the total number of tourists divided by the ratio of the number of beds 
available in the first class hotels to the total number of beds. Thus, 
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variable Q is used as an indicator index of tourist’s preferences for quality 
of services since it is implicitly assumed that a tourist arriving at first 
class hotels prefers high quality of services than low ones. The theoretical 
model draws for the switching regime literature.  Specifically we estimate 
models where the regression equations depend on a particular regime. 
These regimes are determined exogenously (known sample separation). 
Therefore, we consider empirical models where the two regimes are 
specified, first according to tourists’ duration of stay (long or short) and 
second according to the type of visitor (Greek or foreigner). Then we are 
looking for the variables affecting the quality of services. The theoretical 
procedure for the switching regime model with known sample separation 
is explained below. Letting the subscript g denote the first regime under 
which the variable Y operates and ng denote the complementary regime, 
then each observation of the variable Y may be characterized as: 

Yi = '
,giZ βg + εi,g  if observation i belongs to g regime [1] 

     = '
,ngiZ βng + εi,ng otherwise   [2] 

where Z and β are appropriately and conformably dimensioned vectors of 
variables and parameters corresponding to the structural description of the 
endogenous variable Y under the two regimes. 

To obtain consistent estimates a two-stage estimation procedure is 
utilized.  The structure of the two-stage technique is characterized as: 
Yi = '

,giZ βg + εi,g  if γ΄pi ≥ei    [3] 

     = '
,ngiZ βng + εi,ng otherwise   [4] 

where γ΄pi is a stochastic criterion function of variables pi and parameters 
γ determing whether or not observation i belongs to regime g, so that an 
indicator function “Ii” may be posited such that: 
Ii = 1 if γ΄pi ≥ei  and the i belongs to g regime 
   = 0 otherwise 

The vector of the coefficients γ can be estimated up to a scale factor 
by probit methods. It is assumed that the variables εi,g, εi,ng and ei are 
normally distributed with zero mean and covariance matrix of the form: 

⎥
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It follows that E(εi,g ⏐ei ≤ γ΄pi) = ─ σg,e )γ΄p(1
)γ΄p(

i

i

F
f
−

= ─ σg,e wi,g 

and in a similar way: 

E(εi,ng ⏐ei ≥ γ΄pi) = σng,e )γ΄p(1
)γ΄p(

i

i

F
f
−

 = σng,e wi,ng 

where f(.) and F(.) are respectively the standard normal density function 
and its cumulant evaluated at its arguments [see Maddala (1983) p. 224]. 

Thus equations [3] and [4] may be written as: 
Yi = '

,giZ  βg – σg,ewi,g + ui,g for Ii=1  [5] 

     = '
,ngiZ  βng + σng,ewi,ng + ui,ng otherwise  [6] 

where the residuals u are implicitly related to the residuals ε in equations 
[3] and [4]. 

The two-stage method utilizes probit analysis in the first stage and a 
least squares procedure in the second stage. Specifically, in the first stage 
probit estimates of γ permit establishing values for wg and wng for each i 
via evaluation of the functions f and F. In the second stage, the equations 
[5] and [6] are estimated by weighted least squares since the residuals u 
are nor necessarily homoskedastic. This procedure provides consistent 
estimates of the parameters. It should be pointed out that if there is no 
correlation between e and εg, εng and the variable Y does not appear in the 
vector p, the switching process may be thought of as exogenous.  
Therefore, if the estimates of σg,e and σng,e are not significantly different 
than zero this implies that Y does not cause p and thus p may be 
interpreted as independent of Y. Consequently the individual regimes 
may be estimated as two independent regression equations provided there 
is no restrictions across equations that need to be taken into account. 
  
 
EMPIRICAL RESULTS 
 

We estimated the following empirical models related to different 
regimes: 
 
Empirical model I  
 

Trying to examine whether tourist’s preferences for quality of 
services influences the number of nights spent by a tourist, we used the 
following empirical model2. 
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Regime 1: Long duration of stay3 i.e. I = 1  
  Q = 0.03R – 0.24CPI + 1.24GDP – 0.013Wg      [7] 
        (2.55)    (1.91)        (4.78)         (0.14)  
 
Regime 2: Short duration of stay i.e. I = 0 
  Q = 2.07CPI + 0.24Wng        [8] 

(7.61) (1.01) 
 

The probit estimation of the duration of stay decision function yields: 

 I = –4.33D + 21.46RXR + 5.37CPI – 28.46GDP + 0.32R  [9] 
       (5.22)       (2.48)          (3.24)         (2.87)          (2.47) 
where D is a dummy variable which is equal to 1 for Greek tourist and 
zero for foreign tourist. The empirical results suggest that foreigners are 
more likely to stay longer in the islands. An increase in the economic 
variables RXR, CPI and R increases the probability for extended stay of 
tourists in the islands.  On the other hand GDP has a positive impact on 
the probability of short visit. 

From the empirical estimates of equation [7] and [8], we conclude 
that for those tourists who stay for a long period the variables R and GDP 
influence positively their preferences for quality of services. The opposite 
holds true for CPI. However, CPI has a positive effect on preferences for 
quality for those who stay for a short period. 

More importantly, the coefficients of Wg and Wng are statistically 
insignificant. This implies no causality effects from Q to decision to stay.  
This empirical evidence supports the opinion of those who believe that 
the main strategy for the north Aegean islands is the increase in the 
number of tourists through the increase in the variety of tourist products 
available. 
  
Empirical model II 
 

Here, we investigate whether visitor’s preferences for quality affects 
the type of tourist (i.e. Greek or foreigner) arriving at the islands. 

The two-stage estimation procedure yielded the following results: 
Regime 1: Greek tourist i.e. I = 1 
  Q = 1.88GDP – 0.6CPI + 0.14Wg           [10] 
                   (1.96)         (2.3)        (0.17) 
 
Regime 2: Foreign tourist i.e. I = 0 
  Q = 0.32CPI + 2.64Wng            [11] 

(2.96) (16.1) 
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The probit estimation of the visitor’s type function is:  
I = –0.06X        [12] 
      (3.00)    

The empirical result of equation [12] implies that a prolong stay in 
the islands is most likely to come from a foreign tourist. The empirical 
findings of equations [10] and [11] revealed that Greek tourist’s 
preferences for quality is positively affected by income and negatively by 
inflation. However, inflation has a positive impact on foreign tourist’s 
preferences for quality. 

Finally, the empirical evidence suggests that preferences for quality 
matters only for foreign tourists. This implies that it is appropriate for a 
tourist policy to target in the increase of the value added in foreign 
tourism. Of course this could be done through improvements in the 
quality of the tourist services. 
  
 
CONCLUSIONS 
  

In this paper, an empirical model drawing from the switching regime 
literature has been used to investigate, firstly, if visitor’s preferences for 
quality of services affect visitor’s duration of stay.  We found no evidence 
of causality effects. This finding supports the views suggesting an 
increase in the variety of tourist products to attract more (particularly 
Geeek) tourists. Secondly, we examined whether preferences for quality 
affect the type of tourist arriving at the islands. We found no evidence of 
causality effects for Greek tourists. However, there was an evidence that 
preferences for quality is a factor underlying foreign tourists visiting the 
islands. This implies that not only an increase in the variety of tourist 
products but also the issue of value added in (foreign) tourism must be 
taken into consideration. 

Therefore, a combination of strategies through the increase in the 
variety of tourist products to attract more (Greek) tourists and the increase 
in quality of services, will finally increase the profitability of the tourist 
sector in north Aegean islands. 
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1. First class hotels means the highest category of hotels available in the 

islands.  This includes hotels of B category from 1985 to 1990 for all islands, 
A and B category from 1991 to 1996 for Chios and Samos, Luxury and A 
and B from 1992 to 1996 for Lesvos. 

2. Values of t statistic are in parentheses. 
3. Long duration of stay means the values of X exceeding its median. 
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BOOK REVIEW 
 
 
 Indigenous Tourism: The Commodification and Management 

of Culture 1 
Chris Ryan & Michelle Aicken, editors. Elsevier Ltd., Advances in 
Tourism Research Series, UK; 319pp., £54.62 (hardback), (ISBN 

0-08-044620-5) 

 
 

Despite a perceptible geographic limitation in the editors’ treatment 
of their subject matter, this is a very good book. When a volume 
announces that it has assembled papers from a regional conference and 
complemented these with several works to represent indigenous tourism 
concerns in other parts of the globe, one might be tempted to cut and run. 
Be forewarned; anyone who yields to such temptation will miss out on a 
true didactic achievement. The editors of Indigenous Tourism: The 
Commodification and Management of Culture have accomplished the 
extraordinary task of defining, describing and analyzing the complex web 
of issues surrounding their subject matter, and performed admirably. 
Where some politicians, tourism managers and others have been quick to 
regard tourism as a panacea for treating local as well as global-level 
concerns, and others are just as quick to reject its potential, this volume 
offers a clear-minded approach. Exploring a multitude of socio-cultural, 
political and management points of view, Indigenous Tourism is a book 
that, while not providing solutions, puts indigenous tourism into much 
clearer perspective for an audience of academicians, law makers and 
tourism managers. The majority of this work consists of papers from a 
conference entitled, “Taking Tourism to the Limits,” which the University 
of Waikato’s department of tourism had hosted in 2003. Other chapters 
consist of updates of research reported in prior works, utilized to add 
Canadian, Scandinavian, and East Asian perspectives to an investigation 
of indigenous tourism issues focused primarily upon Oceania.   

The volume opens with Chris Ryan’s identification of key issues 
impacting indigenous peoples. Ignorance, prejudice, greed, geographic 
isolation, and media/public relations biases have succeeded in 
marginalizing indigenous populations worldwide. In the introduction, 
Ryan sets the tone for the book with two statements. The first is that the 
reader will be examining the dimension of media superimposed upon the 
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two primary linking systems of tourism—supply and demand. The second 
is actually a series of axioms that resurface throughout the volume: 
tourism has been a factor in creating stereotypical images of marginalized 
people, a means by which people aspire to economic and political power 
for self-advancement, and a foundation for dialogue between and within 
differing world views. Through these statements, we observe the hope and 
the hoax that is indigenous tourism’s dual legacy. The hope, for 
indigenous peoples, is the promise of access to jobs and income; 
conversely, the hoax is that it is possible to accomplish the former without 
changing the very fabric of the culture which has spawned the arts, music, 
foods, etc. that visitors crave.  Nineteen contributions (chapters) later, 
these same ideas remain to be pondered, for the editors have identified the 
important issues and posed the pertinent questions, but the volume itself 
does not answer them. It remains for us, the readers, to ensure that these 
questions are not ignored. 

The nineteen contributions are distributed among four Sections: A. 
Visitor Experiences of Indigenous Tourism; B. Who Manages Indigenous 
Cultural Product—Aspiration and Legitimization; C. Events and 
Artifacts; and, D. Conceptualization and Aspiration. Editors C. Ryan and 
M. Aicken have neatly woven these disparate, but informative 
contributions into a fabric, while smoothly transitioning the reader from 
fundamental position to fundamental position. In Section A, Visitor 
Experiences of Indigenous Tourism, the focus is on the nature of visitors’ 
experiences while being exposed to indigenous cultures that are offered as 
items to be purchased. Four essays address the expectations of the guests, 
and how these are often at odds from what the hosts are prepared to offer. 
The authors in this section discuss such essential topics as the perception 
of authenticity and the motives of the respective parties—where 
indigenous hosts attempt to convey cultural understanding, while their 
guests seek a feeling that they have interacted with their hosts, thereby 
placing another checkmark on a long list of lifetime experiences. Toward 
this end, C. Ryan and B. Trauer offer four visitor-host paradigms—
unease, allocentrics, disappointment and psychocentrics—wherein the 
relationship between the expectations of the guests and the predilections 
of the hosts define the quality of the experience. G. Ingram offers a 
phenomenological investigation  of visitors’ experiences with Australian 
indigenous culture to show the understandings and misunderstandings 
that are potential byproducts of indigenous tourism. A. McIntosh and H. 
Johnson examine the character of the Marae experience in New Zealand, 
from hosts and guests viewpoints, concluding that reticence for 
interaction undermines the achievement of the stated purpose of a “real” 
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cultural experience. Finally, C. Ryan and J. Huyton examine the interface 
between non-Aboriginal visitors and indigenous hosts. They determine 
that an interactive experience is not as important to visitors as purchasing 
arts and artifacts; thus arises the question of whether indigenous people 
who still occupy their remote homelands can compete for visitor dollars 
with brethren who have relocated to more accessible, large urban centers. 

Section B, Who Manages Indigenous Cultural Product—Aspiration 
and Legitimization, examines the issue of whether indigenous peoples, 
while occupying a place within the tourism network, are positioned to 
control the flow of information that   is crucial to proper representation of 
their cultures. C. Ryan examines the paradox between the desire to bring 
new economic opportunities into the culture area and efforts to sustain the 
very culture that faces commodification as a consequence. V. Gerberich 
assesses factors that create successful and sustainable tourism 
developments. J. Mbaiwa examines government initiatives in Botswana, 
and details the emergence of a new power elite that has been created as a 
consequence of government promotion policies. S. Nepal’s work 
examines how education can be used to inform the outside world, with the 
intention of empowering local areas economically. Finally, J. Buultjens, I. 
Waller, S. Graham and D. Carson analyze how political and resource 
constraints impact Aboriginals’ efforts to develop community-based 
tourism.   

Section C, Events and Artifacts, examines a range of perspectives of 
how commodification is reflective of the changing importance of values 
within indigenous cultures. C. Ryan voices concern about how non-
indigenous people have capitalized on growing interest in indigenous art 
and, as a result, these items and the process of creating them are 
becoming commodified. M. Erb has examined the production and 
consumption of tourism attractions on Flores, and has found an ongoing 
conflict between those who wish to preserve versus exploit the island’s 
resources. The government has complicated matters here by 
misrepresenting what the local tourism product is. T. Yamamura reports 
that Donba art in China continues to be sold by locals and outsiders 
despite the fact that the traditions which gave rise to the art form are no 
longer being practiced. He makes the point that such a practice, while 
undesirable on the surface, demonstrates how tourism can generate 
interest in preserving heritage in remote areas. D. Miller and R. Pettersson 
examine how events based upon Sami culture can provide experiences for 
both indigenous and visitor attendees, by providing two parallel, but 
separate experiences that take place simultaneously in one locale. In such 
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a setting, true cultural experiences are shared by Sami attendees, while 
events staged for visitors have a lasting educational value. 

Section D, Conceptualization and Aspiration, examines how 
indigenous peoples shape and reshape their identities through the medium 
of tourism. C. Ryan and B. Trauer reiterate the idea that indigenous 
tourism has supply and demand elements that are shaped by outside 
forces—the media, governments, and market economies. J. Edelheim 
discusses how descriptions of the “real Australia” generally ignore 
Aboriginals. In her exploration of “Otherness,” J. Cave discusses how 
indigenous peoples and other minorities have found it necessary to exploit 
their cultural distinctiveness, while others struggle against 
commodification of the culture. In this context, a cultural experience that 
both hosts and guests are willing to accept and share, is the desired 
outcome.  

For the last word, C. Ryan and M. Aicken outline the book’s 
shortcomings—its lack of attention to gender roles and the scant attention 
it pays to indigenous tourism outside of Oceania. These limitations aside, 
the editors deserve credit for producing a most valuable addition to the 
literature. They have provided us with a chronometer and a compass: the 
volume is at once a candid depiction of indigenous tourism during the 
early years of the twenty-first century, and a guide for what remains to be 
accomplished. 
 
Mark J. Okrant 
Plymouth State University 
 
 
Mark J. Okrant (mokrant@plymouth.edu) is Professor at Plymouth 
State University, Geography and Tourism Development, Plymouth, New 
Hampshire USA.  
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BOOK REVIEW 
 
 

 An International Handbook of Tourism Education1 
David Airey and John Tribe, editors (2005). Elsevier Science, 

Oxford, England 

 
 

An International Handbook of Tourism Education (2005) edited by 
two protagonists in the cause of tourism education, David Airey and John 
Tribe, is an interesting exploration of the history of the various 
approaches establishing tourism as a discipline in higher education. Much 
of the debate may be viewed as a power struggle over who determines the 
curriculum, and the educational policy, goals and standards: government, 
industry employers or educational institutions.  The book provides many 
interesting historical and international perspectives on how tourism, and 
to a lesser extent hotel and catering (hospitality), education has evolved 
through the 1960s to the present day. In providing a general text on 
tourism education the editors have gathered in one place much of the 
current work being done in tourism and in tourism educational research 
and that in itself is a good thing. So too is the comprehensiveness of the 
referencing and bibliography.   

However, An International Handbook of Tourism Education’s (2005) 
assertion that current tourism education is a success may be overly 
optimistic. Tourism educational research is neither sufficiently cumulative 
nor sufficiently practical for it to make the contribution required of it. 
There is no evidence for example, of the number of teachers, lecturers or 
educators engaged in tourism education that have a comprehensive 
training or education in the basic disciplines of the subject, nor have these 
basic disciplines been identified, rather they are described loosely as 
‘extra disciplinary’. Literature critical of tourism or tourism education is 
scarce. Although tourism educational researchers are often keen 
advocates of the notion of the ‘philosophical’ or ‘reflective practitioner’, 
critical self-analysis is not apparently among their own strong points.  

Tourism educators interested in curriculum development have long 
faced a paradox. The curriculum is manifestly a social construction. Why 
does it seem then that this social construct is treated as a timeless given in 
so many studies of tourism education? Why have tourism educators most 
of whom are well attuned to ideological and political struggles 
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underpinning social and economic life largely accepted the ‘givennesses’ 
of the curriculum? Has there been undue influence by economic interests 
(the industry) in designing the content and process in tourism education? 

The studies presented in this collection have a shared intention. They 
seek to understand the field of study through a process of evolutionary 
curriculum and research development. They offer a challenge to the 
notion that corporate speak sets the rules for tourism curriculum 
discourse. They examine how that which constitutes the contemporary 
reality we experience as tourism in higher education has been negotiated, 
constructed and reconstructed and to that extent, this is a very valuable 
contribution to the literature. 

A fundamental issue weaving its way through the book is whether 
and to what extent vocationalism drives tourism education. The text raises 
the specter of the liberal/vocational debate without actually engaging with 
it. The terms “liberal” and “vocational” are often employed to denote two 
different paradigms comprising distinct educational philosophies. The 
former values knowledge for its own sake, while the latter puts a premium 
on application or on the way knowledge is used in practice. The 
vocational/liberal topic is not a new one in general education. Proponents 
of vocationalism/industry needs claim that competency standards 
empower individuals with the choice of what to learn and how to learn it. 
The counter argument is that, such knowledge is defined narrowly in 
terms of employer needs, and rather than being a framework for learning, 
competency standards are prescriptions to which educational funding is 
tied, by which lecturers are benchmarked and assessed, and through 
which graduates’ progression and pay are determined. The contributors 
seem to avoid engaging with the philosophical principles of this debate 
and while Tribe’s acknowledgement that tourism is in a pre-paradigmatic 
state allows the hope of a drilling-down into the intellectual implications 
of this statement. However, this was not accomplished.   

Many chapters refer to the link between research, teaching and 
learning and afford the topic excellent treatment. This vital link offers a 
vehicle to move tourism education from its vocational orientation through 
professionalism to eventual scholarship. 

The chapter on Work experience and Industry Links introduces the 
concept of supervised work experience (SWE) but this needs unpacking – 
supervision by whom of what?  Greater critical reflection on the actual 
outputs of work-placement experienced by a majority of students would 
seem to be more beneficial than ‘verbatim’ commentary of an 
insignificant number of selected students. Clearly, an essential part of 
tourism education is practical preparation internally in tourism 
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departments and externally in tourism business outlets. A critical review 
on role of mentors in the students learning process is required for balance. 
The industry mentor has many functions: model instructor, source for tips 
and advice, observer of a student’s practice, provider of feedback, co-
enquirer who stimulates a student’s reflections, an evaluator, challenger 
and coach. But among the many roles the mentor has, the specific task is 
the explication of practical ‘knowledge’ rather than demonstration of task 
performance. In this case, discussion on this element has been neglected.  

The authors point to tourism’s beginnings as an add-on to hotel and 
catering, justifying its existence on grounds of vocational/industry 
relevance, a position from which many of the contributors seem unable to 
remove themselves for fear of appearing too academic. At this stage of its 
development, the dominant criterion is relevance to the needs of industry 
and of learners seeking jobs. However, in the second stage, as tourism 
progresses as a discipline the role of the universities became more 
important as the locus (loci) of argument for the subject to be viewed as a 
discipline in higher education, claiming the necessary financial and 
physical resources, and career opportunities which accrue in such 
circumstances. The final stage in Airey and Tribe’s history, comments 
upon the curriculum, the pedagogy and to a lesser extent the analysis and 
evaluation of the project.  This latter claim needs to be revisited. There is 
little by way of critical reflection or analysis on tourism education or 
research. 

Airey and Tribe (but mostly Tribe) seem to favour the alignment of 
research and curriculum subjects to national tourism policy rather than 
contributing to an argument in favour of informed, independent 
contestation of tourism policy by a research (philosophical practitioners) 
community, composed of teachers, practitioners and academics who 
together develop capacities that allow them to speak with authority 
against the many past and current misguided, mistaken and unjust global 
tourism policies. 
 
The book’s contents are organised under six broad headings, namely:  
• Introduction, comprising three chapters Introduction, Growth and 

Development, Overview of Research;   
• Curriculum comprising four chapters, Tourism, Knowledge and the 

Curriculum, Curriculum Theory and Practice: A Case in On-line 
Education; Curriculum Development and Conflict: A Case Study of 
Moldova, Work-experience and Industrial Links;   

• International Tourism Education comprising twelve chapters on, 
Australasia,  Brazil and Latin America, The Caribbean, China, East 
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Africa, Germany, India, The Netherlands, North America, Slovenia, 
South Africa, United Kingdom;  These chapters provide examples of 
tourism educational development from a variety of countries and 
perspectives; 

• Teaching, Learning and Assessment comprises nine chapters, 
Teaching, The Student Experience, Issues in Teaching and Learning. 
This chapter deals with the plight of teachers, whether researchers or 
not, whose work is becoming more and more interfered with by 
education policy makers bent on accountability (conformity) and 
improving the quality of teaching and learning, but who are silent on 
issues such as - the purposes of education beyond the drive toward 
economic competitiveness resources; and the necessary resources to 
achieve the aims. Assessments, Undergraduate Dissertation, Cultural 
Issues in Learning, e-Learning and e-Assessment, Teaching and 
Research, Community Education;  

• Resources, Progression and Quality comprises five chapters, 
Teachers – the author of this chapter has identified a tension at the 
heart of education and more particularly at the heart of tourism 
education which might be described as the tension between 
bureaucratic and instrumental policy and tourism education’s role as 
a developer of capacity for a worthwhile life. Learning Resources, 
the inclusion of this chapter makes the purchase of this book 
essential. Careers and Employment, is an extensive exploration of the 
areas of careers and employment highlighting many of the difficulties 
of definition and accounting for the variety of career options. Quality 
Assurance, is an excellent exposition of the Quality Assurance 
system in the UK and required reading for those interested in 
developing the subject; 

• Postgraduate and Ph.D Education. This chapter is a must read for all 
interested in or engaged with postgraduate and doctoral education. It 
is well presented, thoughtful and critical.  It is a pity that so little 
attention was given to the potential for Prof.D (Tourism)., as well as 
that of the PhD; 

• Postscript. comprising two chapters, Practical Issues for Design, 
Delivery, Evaluation and Resourcing of Courses, is the closest the 
text has come to actually being a handbook and Issues for the Future. 
In this latter chapter much too much attention is given to a review of 
the previous chapters already experienced by the reader. The issues 
raised are cursory and tend to avoid predicting future educational 
research needs. New subject disciplines such as tourism are always 
threatened by sets of antagonisms consisting of competing interest 
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groups and historical agents, the struggle for a tourism curriculum is 
never-ending. This struggle is a human struggle and the outcome is 
profoundly implicated in who we become through our choice of the 
alternatives available to us. Curricula are not simply discourses that 
produce subjectivities, they also serve as textual economies that 
reproduce not only our dreams and visions for a better world, but 
also, acknowledge our limitations in achieving these dreams. 
Clearly, in this text there is something here for everyone with an 

interest in tourism higher education and it is both possible and desirable 
to dip in wherever suits. This text provides an opportunity for Airey and 
Tribe to gather up base-data on tourism education that every person 
purporting to call him/herself a teacher, lecturer, educator or researcher in 
tourism or hospitality should make their own and read regularly. But be 
warned, it is not the only text that should be read by those seeking to 
become tourism teachers, lecturers, researchers or educators.  
Globally, tourism research, education and the societies of which it is part 
are confronting the most profound changes, the like of which have not 
been seen for more than a century. The forms of tourism education that 
were designed in the 1960s and 70s in an age of a dominant 
manufacturing industry are under challenge and fading as we move into a 
world of knowledge-based high technology, flexible, intelligent and 
culturally diverse workforces, downsized administrations and declining 
resources per student. What is to follow is both uncertain and unclear and 
the different directions of change in tourism education are likely to 
remain contested.  
 
Joseph Hegarty 
 
 
Joseph Hegarty (joseph.hegarty@ireland.com) is International 
Consultant in Hospitality & Tourism Education, Daars, Sallins, Co 
Kildare, Ireland.  
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CONFERENCE REPORT 
 
 

 Managing Global Trends and Challenges in a Turbulent 
Economy1 

International Conference organised by the Department of Business 
Administration, University of the Aegean, 13-15 October 2005, 

Chios Island, Greece 

 
 

The Department of Business Administration of the University of the 
Aegean in order to celebrate the 20th anniversary of its foundation 
organised an international academic conference with the theme 
‘Managing Global Trends and Challenges in a Turbulent Economy’. The 
conference was held 13th - 15th of October 2005 at the Department’s at 
the state-of-the-art amphitheatre on Chios Island. The conference was 
chaired and presided by Prof Vassilis Aggelis, one of the academic 
members who has been with the University of the Aegean and has greatly 
contributed to the development and advancement of the Department of 
Business Administration since its foundation. 

Nothing in today’s chaotic environment stays the same long 
enough… change is the only constant in today’s economy and the aim of 
this conference was to gather research studies, academic and professional 
papers that would explain the means and methods that organisations can 
use in order to better understand, manage, evaluate, address, prepare for, 
lead and survive in a dynamically turbulent economy. Change can be of a 
small or large scale, at a micro or macro level, and can have an impact on 
political, social, cultural, technological and economic environments.  

In order to address such challenges, the conference aimed and 
attracted a highly diversified and multidisciplinary academic audience 
that addressed four major issues that organisations need to address so as 
to achieve excellence and competitiveness namely; product and service 
customisation, development of customer relations, new member states 
and new economy and inter-firm networks. The content and proceedings 
of the conference were also structured around these four themes that also 
consisted of four parallel conference tracks. Furthermore, each track was 
chaired by a team of three experienced and international academics in 
order to guarantee a wide coverage of issues within their track. 
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Analytically, the conference tracks and the sub-themes addressed have 
been:  

1. Customizing and personalizing products, services and processes 
for enhancing firm flexibility and competitiveness: 

Track chairs: Peter Jones, University of Surrey, Lucas Petruzzellis, 
University of Bari, Marianna Sigala, University of the Aegean 

• Flexible operating and control systems 
• Mass customization and Supply Chain Management (SCM) 
• Mass customization and Customer Relationship 

Management (CRM) 
• Information & Communication Technology (ICT) strategies, 

mass customization and personalization 
• Economics and evaluation of mass customization-

personalization strategies 
• Marketing issues and customization-personalization, e.g. 

pricing, promotion, distribution strategies 
 
2. Developing high quality relationships as a means to 

organizational excellence: 
Track chairs: Mustafa Ozbilgin, Queen Mary, University of London, 
Laura Costanzo, University of Surrey, Olivia Kyriakidou, University 
of the Aegean  

• High quality relationships, behaviours and emotion at work 
(including construction of meaning, professional and self 
identity) 

• High quality relationships, career trajectories within and 
between organizations and diversity management 

• Organizational, professional and relational commitment 
• Interpersonal coordination in organizations 
• Relationships and human agency 
• Change management and strategic innovation 
• Knowledge-sharing culture, knowledge management and the 

learning organization 
 
3. The competitiveness of new Member-States in the enlarged EU: 

strategies and policies: 
Track chairs: Ruth Rama, National Research Council of Spain, 
George Anastassopoulos, University of Patras, Greece  

• Policies for increased competitiveness in new member-
countries 
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• FDI in new member and candidate countries 
• MNEs and domestic firms’ business strategies 
• Business development and company restructuring 
• Geographical and product diversification 

 
4. Inter-firm networks: Between competition and cooperation: 
Track chairs: Nathalie Guibert, University of Avignon, Yorgos 
Rizopoulos, University of Picardie, Leonidas Maroudas, University of the 
Aegean  

• Building Networks: institutional framework, interactions and 
entrepreneurship 

• Coordination mechanisms in networks 
• Dynamics and performance of interfirm collaborations 
• Organizational networks and governance 
• International comparisons of interfirm relations 

 
During the two days of the conference, more than 70 delegates 

representing major universities from more than eight countries in Europe, 
Middle East and Australia had the opportunity to network and exchange 
research findings and ideas. Such a diversified participation warranted 
live discussions and debates on the issues on hand. Indeed, in their 
opening speeches, the Rector of the University of the Aegean, Prof 
Sokratis Katsikas, the Vice Rector of Academic Affairs and Personnel, 
Prof Nikolaos Litinas, and the President of the Department of Business 
Administration, Associate Professor Odysseas Sakellaridis, warmly 
welcomed all delegates and expressed their contentment and 
congratulations to the whole conference organisation committee for being 
able to gather such a large international and multidisciplinary conference 
audience in a somewhat remote geographically area.  

Without doubt, this conference proved to be a big, varied and 
excellently organised and administered three days event that has offered 
delegates great opportunities for networking and exchange of ideas. The 
conference consisted of 55 presentations of academic papers followed by 
discussions as well as of two greatly delivered keynote speeches. The first 
keynote speech was given by Prof Luiz Moutinho, University of 
Glasgow, UK. In his speech titled ‘Not a heresy or heterodoxy in 
academe … but … an ideas agenda and futurecast research (without 
voyeyrism) on the enacted reality is required!’, Prof Moutinho 
(University of Glasgow, UK) provided a general overview and effectively 
explored the major challenges that economies and organisations are 
facing such as customer involvement in production, personalisation 
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issues, networks and interfirm constellations and networks, coopetition 
and supply chain management issues. The second day, Mr Emmanuel 
Gobillot (HeyGroup London, UK), gave the second keynote speech titled 
‘21st Century Leadership – How to Lead so Others Follow’. In his highly 
motivational and interactive speech, Mr Gobillot used several real life 
examples for analysing the meaning, power and role of connected 
leadership in creating and building influential leaders in today’s economy 
and environment. The conference proceedings were closed by the 
representatives of the four conference tracks who provided summaries of 
the major topics and questions addressed in their respective tracks. The 
last day of the conference included a field tour to the major sightseeing 
spots of the island of Chios, whereby conference delegates had the 
opportunity to experience and learn more about the cultural, historical and 
heritage treasures of Chios. 

For more information about the conference as well as of its 
proceedings, please contact Dr. Marianna Sigala (m.sigala@aegean.gr) or 
Dr. Olivia Kyriakidou (o.kyriakidou@aegean.gr) or visit the conference 
website www.ba.aegean.gr/20years. 
 
Marianna Sigala 
University of the Aegean 

Vassilis Aggelis 
University of the Aegean 
 
 
Marianna Sigala (m.sigala) is Lecturer at the University of the Aegean, 
Department of Business Administration, 8 Michalon Str., GR-82100, 
Chios, Greece.  

Vassilis Aggelis (vaggel@aegean.gr) is Professor at the University of the 
Aegean, Department of Business Administration, 8 Michalon Str., GR-
82100, Chios, Greece.  
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FORTHCOMING EVENTS 
 
 
ATLAS Annual Conference 2006, “The transformation of tourism 
spaces”, Lodz, Poland, September 20-22, 2006. For more information 
contact Leontine Onderwater at leontine.onderwater@atlas-euro.org or 
visit http://www.atlas-euro.org. 
 
The Fifth Asia Pacific Forum for Graduate Research in Tourism, 
“Threats and Challenges to the Tourism Industry: Reform and Perform”, 
Bangkok, Thailand, September 20-22, 2006. For more information 
contact Dr. Ilian Assenov at ilian@fsi.psu.ac.th or visit 
http://www.fsi.psu.ac.th/gradresearchconf06. 
 
International Conference on “Perspectives of Rural Tourism in the New 
Europe”, Kosice, Slovakia, October 5-7, 2006. For more information 
contact Ján Derco at jan.derco@tuke.sk or visit http://www.tuke.sk/fberg-
kgp or www.kgptour.tuke.sk. 
 
MCIS'06 “Mediterranean Conference on Information Systems”, Venice, 
Italy, 5 - 9 October, 2006. For more information contact the conference 
secretariat at Gianni Jacucci or visit http://www.mcis06.org. 
 
 2006 Annual Conference of the International Society of Travel and 
Tourism Educators (ISTTE), “Imagination, Entertainment, and Future 
Opportunities in Tourism Education”, Las Vegas, Nevada, USA, October 
12-14, 2006. For further details please contact Clark Hu at 
clark.hu@temple.edu or visit the website at http://www.istte.org. 
 
2006 TTRA Canada Conference, “Transitions in Tourism”, Château 
Montebello, QC, October 15-17, 2006. For more information contact 
Michael Conlin at michael.conlin@shaw.ca or visit 
http://www.ttracanada.ca. 
 
9th World Leisure Congress, “Leisure…Integral to social, cultural and 
economic development”, Hangzhou, China, October 15-20, 2006. For 
more information contact Holly Donohoe at h.donohoe@rogers.com or 
visit http://www.worldleisure.org. 
 
24th EuroCHRIE Congress, “In search of excellence for tomorrow's 
tourism, travel and hospitality”, Thessaloniki (Makedonia Pallas hotel), 
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Greece, October 25-28, 2006. Hosted and organised by the University of 
the Aegean, Greece. For more information contact, Ms. Chryssoula 
Hatzigeorgiou (Congress Manager) at chhatz@hol.gr or visit 
http://www.eurochrie2006.gr. 
 
2006 International Hotel & Restaurant Association (IH&RA) Human 
Resources Development Forum, “Education and Industry Partnerships 
in Hospitality Industry”, Buenos Aires, Argentina, October 27-27, 2006. 
For submission of presentation proposals, please contact Prof. Kaye Chon 
at hmkchon@polyu.edu.hk. For further information on how to register for 
the 43rd IH&RA Congress & the Forum, please visit the following 
website: www.ih-ra.com. 
 
Turk-Kazakh International Tourism Conference 2006, “New 
Perspectives and Values in World Tourism & Tourism Management in 
the Future”, Alanya, Antalya, Turkey, November 20-26, 2006. For more 
information contact Professor Ahmet Aktas at aktas@akdeniz.edu.tr or 
visit http://www.akdeniz.edu.tr/alanya. 
 
Sport and Tourism Destinations Global Network for Regional 
Development, “The Selection of a Sports Portfolio for the Development 
and Image of a Tourism Destination”, Mallorca, Spain, November 21-23, 
2006. For more information contact Susana Zaragoza at 
szaragoza@noos.es or visit http://www.illesbalearsforum.org. 
 
International Tourism and Media Conference 2006, La Trobe 
University, Melbourne Australia, November 28 - December 1, 2006. For 
more information contact Glen Croy at glen.croy@buseco.monash.edu.au 
or visit http://www.buseco.monash.edu.au/units/tru/conferences.php. 
 
ATLAS Asia-Pacific Conference 2006, “Tourism After Oil”, 
Department of Tourism, University of Otago, Dunedin, New Zealand, 
December 3-5, 2006. For more information contact Convenor at 
tourism@otago.ac.nz or visit http://www.otago.ac.nz/tourism. 
 
Third China Tourism Forum, “Tourism and Economic Development”, 
Hong Kong SAR, China, December 15-16, 2006. Please direct all your 
enquiries to Ms. Venus Leung, Executive Assistant, School of Hotel & 
Tourism Management, The Hong Kong Polytechnic University, Hung 
Hom, Kowloon, Hong Kong SAR, Telephone: (852)2766-4091, Fax: 
(852)2362-9362, Email: hmvenus@polyu.edu.hk. 
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Event Tourism, “Enhancing Destinations and the Visitor Economy”, 
Bournemouth University, UK, January 10-11, 2007. If you are interested 
in participating in this conference please forward your initial expression 
of interest to Karen Ward at kward@bournemouth.ac.uk. 
 
ENTER 2007, “Connecting Destinations: New Technologies, New 
Thinking, New Solutions”, Ljubljana, Slovenia, January 24-26, 2007. For 
more information visit http://www.ifitt.org/enter. 
 
Council for Australian University Tourism and Hospitality Education 
(CAUTHE) 2007 Conference, “Tourism - Past achievements, Future 
Challenges”, Sydney, Australia, February 11-14, 2007. Please direct all 
information and enquiries to Ian McDonnell, conference convener at 
cauthe2007@uts.edu.au, or visit www.CAUTHE2007.uts.edu.au. 
 
Third Leisure Futures Conference, “Sourcing the Future of Leisure”, 
St. Gallen, Switzerland, February 14-16, 2007. For more information 
contact Pietro Beritelli at leisure-futures@unisg.ch or visit 
http://www.leisurefutures.com 
 
Bi-Annual Symposium of Consumer Psychology of Tourism, 
Hospitality and Leisure, “Socio-Economic Drivers of Leisure-Tourism 
Destination”, Charleston SC, USA, June 4-6, 2007. For further 
information please contact John Crotts at crottsj@cofc.edu. 
 
Advances in Tourism Marketing Conference (ATMC), “Destination & 
Event Marketing: Managing Networks”, Valencia, Spain, September 10-
12, 2007. For more information contact Luisa Andreu at 
Luisa.Andreu@uv.es or visit http://www.atmc2007.org 
 
World Leisure Congress, Quebec City, Canada, October 6-10, 2008. For 
more information please visit http://www.worldleisure.org. 
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TOURISMOS 
An International Multidisciplinary Journal of Tourism 

 
 
 
AIMS & SCOPE 
  
TOURISMOS is an international, multi-disciplinary, refereed (peer-
reviewed) journal aiming to promote and enhance research in all fields of 
tourism, including travel, hospitality and leisure. The journal is published 
by the University of the Aegean (in Greece), and is intended for readers in 
the scholarly community who deal with different tourism sectors, both at 
macro and at micro level, as well as professionals in the industry. 
TOURISMOS provides a platform for debate and dissemination of 
research findings, new research areas and techniques, conceptual 
developments, and articles with practical application to any tourism 
segment. Besides research papers, the journal welcomes book reviews, 
conference reports, case studies, research notes and commentaries. 
TOURISMOS aims at: 
 

• Disseminating and promoting research, good practice and 
innovation in all aspects of tourism to its prime audience 
including educators, researchers, post-graduate students, policy 
makers, and industry practitioners.  

• Encouraging international scientific cooperation and 
understanding, and enhancing multi-disciplinary research across 
all tourism sectors. 

 
The scope of the journal is international and all papers submitted are 
subject to strict blind peer review by its Editorial Board and by other 
anonymous international reviewers. The journal features conceptual and 
empirical papers, and editorial policy is to invite the submission of 
manuscripts from academics, researchers, post-graduate students, policy-
makers and industry practitioners. The Editorial Board will be looking 
particularly for articles about new trends and developments within 
different sectors of tourism, and the application of new ideas and 
developments that are likely to affect tourism, travel, hospitality and 
leisure in the future. TOURISMOS also welcomes submission of 
manuscripts in areas that may not be directly tourism-related but cover a 
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topic that is of interest to researchers, educators, policy-makers and 
practitioners in various fields of tourism. 
  
The material published in TOURISMOS covers all scientific, conceptual 
and applied disciplines related to tourism, travel, hospitality and leisure, 
including: economics, management, planning and development, 
marketing, human resources, sociology, psychology, geography, 
information and communication technologies, transportation, service 
quality, finance, food and beverage, and education. Manuscripts published 
in TOURISMOS should not have been published previously in any 
copyright form (print or electronic/online). The general criteria for the 
acceptance of articles are: 

• Contribution to the promotion of scientific knowledge in the 
greater multi-disciplinary field of tourism. 

• Adequate and relevant literature review. 
• Scientifically valid and reliable methodology. 
• Clarity of writing. 
• Acceptable quality of English language. 

  
TOURISMOS is published twice per year (in Spring and in Autumn). 
Each issue includes the following sections: editorial, research papers, 
research notes, case studies, book reviews, conference reports, industry 
viewpoints, and forthcoming events.  
 
 
JOURNAL SECTIONS 
  
Editorial 
The Editorial addresses issues of contemporary interest and provides a 
detailed introduction and commentary to the articles in the current issue. 
The editorial may be written by the Editor, or by any other member(s) of 
the Editorial Board. When appropriate, a “Guest Editorial” may be 
presented. However, TOURISMOS does not accept unsolicited editorials. 
  
Research Papers 
For the Research Papers section, TOURISMOS invites full-length 
manuscripts (not longer than 6000 words and not shorter than 4000 
words) from a variety of disciplines; these papers may be either empirical 
or conceptual, and will be subject to strict blind peer review (by at least 
three anonymous referees). The decision for the final acceptance of the 
paper will be taken unanimously by the Editor and by the Associate 
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Editors. The manuscripts submitted should provide original and/or 
innovative ideas or approaches or findings that eventually push the 
frontiers of knowledge. Purely descriptive accounts are not considered 
suitable for this section. Each paper should have the following structure: 
a) abstract, b) introduction (including an overall presentation of the issue 
to be examined and the aims and objectives of the paper), c) main body 
(including, where appropriate, the review of literature, the development of 
hypotheses and/or models, research methodology, presentation of 
findings, and analysis and discussion), d) conclusions (including also, 
where appropriate, recommendations, practical implications, limitations, 
and suggestions for further research), e) bibliography, f) 
acknowledgements, and g) appendices. 
  
Case Studies 
Case Studies should be not longer than 3500 words and not shorter than 
2500; these articles should be focusing on the detailed and critical 
presentation/review of real-life cases from the greater tourism sector, and 
must include - where appropriate - relevant references and bibliography. 
Case Studies should aim at disseminating information and/or good 
practices, combined with critical analysis of real examples. Purely 
descriptive accounts may be considered suitable for this section, provided 
that are well-justified and of interest to the readers of TOURISMOS. Each 
article should have the following structure: a) abstract, b) introduction 
(including an overall presentation of the case to be examined and the aims 
and objectives of the article), c) main body (including, where appropriate, 
the review of literature, the presentation of the case study, the critical 
review of the case and relevant discussion), d) conclusions (including 
also, where appropriate, recommendations, practical implications, and 
suggestions for further study), e) bibliography, f) acknowledgements, and 
g) appendices. All Case Studies are subject to blind peer review (by at 
least one anonymous referee). The decision for the final acceptance of the 
article will be taken unanimously by the Editor and by the Associate 
Editor. 
  
Research Notes 
Research Notes should be not longer than 2000 words and not shorter 
than 1000; these papers may be either empirical or conceptual, and will be 
subject to blind peer review (by at least two anonymous referees). The 
decision for the final acceptance of the paper will be taken unanimously 
by the Editor and by the Associate Editors. The manuscripts submitted 
may present research-in-progress or my focus on the conceptual 
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development of models and approaches that have not been proven yet 
through primary research. In all cases, the papers should provide original 
ideas, approaches or preliminary findings that are open to discussion. 
Purely descriptive accounts may be considered suitable for this section, 
provided that are well-justified and of interest to the readers of 
TOURISMOS. Each paper should have the following structure: a) 
abstract, b) introduction (including an overall presentation of the issue to 
be examined and the aims and objectives of the paper), c) main body 
(including, where appropriate, the review of literature, the development of 
hypotheses and/or models, research methodology, presentation of 
findings, and analysis and discussion), d) conclusions (including also, 
where appropriate, recommendations, practical implications, limitations, 
and suggestions for further research), e) bibliography, f) 
acknowledgements, and g) appendices. 
   
Book Reviews 
Book Reviews should be not longer than 1500 words and not shorter than 
1000; these articles aim at presenting and critically reviewing books from 
the greater field of tourism. Most reviews should focus on new 
publications, but older books are also welcome for presentation. Book 
Reviews are not subject to blind peer review; the decision for the final 
acceptance of the article will be taken unanimously by the Editor and by 
the Book Reviews Editor. Where appropriate, these articles may include 
references and bibliography. Books to be reviewed may be assigned to 
potential authors by the Book Reviews Editor, though TOURISMOS is 
also open to unsolicited suggestions for book reviews from interested 
parties. 
  
Conference Reports 
Conference Reports should be not longer than 2000 words and not shorter 
than 1000; these articles aim at presenting and critically reviewing 
conferences from the greater field of tourism. Most reports should focus 
on recent conferences (i.e., conferences that took place not before than 
three months from the date of manuscript submission), but older 
conferences are also welcome for presentation if appropriate. Conference 
Reports are not subject to blind peer review; the decision for the final 
acceptance of the article will be taken unanimously by the Editor and by 
the Conference Reports Editor. Where appropriate, these articles may 
include references and bibliography. Conference reports may be assigned 
to potential authors by the Conference Reports Editor, though 
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TOURISMOS is also open to unsolicited suggestions for reports from 
interested parties. 
  
Industry Viewpoints 
Industry Viewpoints should be not longer than 1500 words and not 
shorter than 500; these articles may have a “commentary” form, and aim 
at presenting and discussing ideas, views and suggestions by practitioners 
(industry professionals, tourism planners, policy makers, other tourism 
stakeholders, etc.). Through these articles, TOURISMOS provides a 
platform for the exchange of ideas and for developing closer links 
between academics and practitioners. Most viewpoints should focus on 
contemporary issues, but other issues are also welcome for presentation if 
appropriate. Industry Viewpoints are not subject to blind peer review; the 
decision for the final acceptance of the article will be taken unanimously 
by the Editor and by the Associate Editors. These articles may be 
assigned to potential authors by the editor, though TOURISMOS is also 
open to unsolicited contributions from interested parties. 
  
Forthcoming Events 
Forthcoming Events should be not longer than 500 words; these articles 
may have the form of a “call of papers”, related to a forthcoming 
conference or a special issue of a journal. Alternatively, forthcoming 
events may have the form of a press release informing readers of 
TOURISMOS about an event (conference or other) related to the tourism, 
travel, hospitality or leisure sectors. These articles should not aim at 
promoting sales of any products or services. The decision for the final 
acceptance of the article will be taken by the Editor. 
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NOTES FOR CONTRIBUTORS 
  
Manuscript Submission Procedure 
 
Manuscripts should be written as understandably and concisely as 
possible with clarity and meaningfulness. Submission of a manuscript to 
TOURISMOS represents a certification on the part of the author(s) that it 
is an original work and has not been copyrighted elsewhere; manuscripts 
that are eventually published may not be reproduced in any other 
publication (print or electronic), as their copyright has been transferred to 
TOURISMOS. Submissions are accepted only in electronic form; authors 
are requested to submit one copy of each manuscript by email attachment. 
All manuscripts should be emailed to the Editor-in-Chief (Prof. Paris 
Tsartas, at ptsar@aegean.gr), and depending on the nature of the 
manuscript submissions should also be emailed as follows: 

• Conference reports should be emailed directly to the Conference 
Reports Editor (Dr. Vasiliki Galani-Moutafi), at 
v.moutafi@sa.aegean.gr.  

• Book reviews should be emailed directly to the Book Reviews 
Editor (Dr. Marianna Sigala), at m.sigala@aegean.gr.  

• Full papers and all other types of manuscripts should be emailed 
directly to the Managing Editor (Dr. Evangelos Christou), at 
e.christou@aegean.gr. 

Feedback regarding the submission of a manuscript (including the 
reviewers’ comments) will be provided to the author(s) within six weeks 
of the receipt of the manuscript. Submission of a manuscript will be held 
to imply that it contains original unpublished work not being considered 
for publication elsewhere at the same time. Each author of a manuscript 
accepted for publication will receive three complimentary copies of the 
issue, and will also have to sign a “transfer of copyright” form. If 
appropriate, author(s) can correct first proofs. Manuscripts submitted to 
TOURISMOS, accepted for publication or not, cannot be returned to the 
author(s). 
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Manuscript Length 
 
Research Papers should be not longer than 6000 words and not shorter 
than 4000. Research Notes should be not longer than 2000 words and not 
shorter than 1000. Case Studies should be not longer than 3500 words and 
not shorter than 2500. Book Reviews should be not longer than 1500 
words and not shorter than 1000. Conference Reports should be not 
longer than 2000 words and not shorter than 1000. Industry Viewpoints 
should be not longer than 1500 words and not shorter than 500. 
Forthcoming Events should be not longer than 500 words. Manuscripts 
that do not fully conform to the above word limits (according to the type 
of the article) will be automatically rejected and should not be entered 
into the reviewing process. 
  
Manuscript Style & Preparation 
 
• All submissions (research papers, research notes, case studies, book 

reviews, conference reports, industry viewpoints, and forthcoming 
events) must have a title of no more than 12 words.  

• Manuscripts should be double-line spaced, and have at least 2,5 cm 
(one-inch) margin on all four sides. Pages should be numbered 
consecutively.  

• The use of footnotes within the text is discouraged – use endnotes 
instead. Endnotes should be kept to a minimum, be used to provide 
additional comments and discussion, and should be numbered 
consecutively in the text and typed on a separate page at the end of 
the article.  

• Quotations must be taken accurately from the original source. 
Alterations to the quotations must be noted.  Quotation marks (“ ”) 
are to be used to denote direct quotes.  Inverted commas (‘ ‘) should 
denote a quote within a quotation. If the quotation is less than 3 lines, 
then it should be included in the main text enclosed in quotation 
marks.  If the quotation is more than 3 lines, then it should be 
separated from the main text and indented.  

• The name(s) of any sponsor(s) of the research contained in the 
manuscript, or any other acknowledgements, should appear at the 
very end of the manuscript.  

• Tables, figures and illustrations are to be included in the text and to 
be numbered consecutively (in Arabic numbers). Each table, figure or 
illustration must have a title.  
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• The text should be organized under appropriate section headings, 
which, ideally, should not be more than 500-700 words apart.  

• The main body of the text should be written in Times New Roman 
letters, font size 12.  

• Section headings should be written in Arial letters, font size 12, and 
should be marked as follows: primary headings should be centred and 
typed in bold capitals and underlined; secondary headings should be 
typed with italic bold capital letters; other headings should be typed 
in capital letters. Authors are urged to write as concisely as possible, 
but not at the expense of clarity.  

• The preferred software for submission is Microsoft Word.  
• Authors submitting papers for publication should specify which 

section of the journal they wish their paper to be considered for: 
research papers, research notes, case studies, book reviews, 
conference reports, industry viewpoints, and forthcoming events.  

• Author(s) are responsible for preparing manuscripts which are clearly 
written in acceptable, scholarly English, and which contain no errors 
of spelling, grammar, or punctuation. Neither the Editorial Board nor 
the Publisher is responsible for correcting errors of spelling or 
grammar.  

• Where acronyms are used, their full expression should be given 
initially.  

• Authors are asked to ensure that there are no libellous implications in 
their work. 

 
Manuscript Presentation 
 
For submission, manuscripts of research papers, research notes and case 
studies should be arranged in the following order of presentation: 
• First page: title, subtitle (if required), author’s name and surname, 

affiliation, full postal address, telephone and fax numbers, and e-mail 
address. Respective names, affiliations and addresses of co-author(s) 
should be clearly indicated. Also, include an abstract of not more 
than 150 words and up to 6 keywords that identify article content. 
Also include a short biography of the author (about 50 words); in the 
case of co-author(s), the same details should also be included. All 
correspondence will be sent to the first named author, unless 
otherwise indicated. 

• Second page: title, an abstract of not more than 150 words and up to 
6 keywords that identify article content. Do not include the author(s) 
details, affiliation(s), and biographies in this page. 
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• Subsequent pages: the paper should begin on the third page and 
should not subsequently reveal the title or authors. In these pages 
should be included the main body of text (including tables, figures 
and illustrations); list of references; appendixes; and endnotes 
(numbered consecutively). 

• The author(s) should ensure that their names cannot be identified 
anywhere in the text. 

  
Referencing Style 
 
In the text, references should be cited with parentheses using the “author, 
date” style - for example for single citations (Ford, 2004), or for multiple 
citations (Isaac, 1998; Jackson, 2003). Page numbers for specific points or 
direct quotations must be given (i.e., Ford, 2004: 312-313). The 
Reference list, placed at the end of the manuscript, must be typed in 
alphabetical order of authors. The specific format is: 
• For journal papers: Tribe, J. (2002). The philosophic practitioner. 

Annals of Tourism Research, Vol.29, No.2, pp.338-357. 
• For books and monographs: Teare, R. & Ingram, H. (1993). 

Strategic Management: A Resource-Based Approach for the 
Hospitality and Tourism Industries. London, Cassell. 

• For chapters in edited books: Sigala, M. and Christou, E. (2002). Use 
of Internet for enhancing tourism and hospitality education: lessons 
from Europe. In K.W. Wober, A.J. Frew and M. Hitz (Eds.) 
Information and Communication Technologies in Tourism, Wien: 
Springer-Verlag. 

• For papers presented in conferences: Ford, B. (2004). Adoption of 
innovations on hospitality. Paper presented at the 22nd EuroCHRIE 
Conference. Bilkent University, Ankara, Turkey: 3-7 November 
2004. 

• For unpublished works: Gregoriades, M. (2004). The impact of trust 
in brand loyalty, Unpublished PhD Tourismos. Chios, Greece: 
University of the Aegean. 

• For Internet sources (if you know the author): Johns, D. (2003) The 
power of branding in tourism. 
Ηttp://www.tourismabstracts.org/marketing/papers-authors/id3456. 
Accessed the 12th of January 2005, at 14:55. (note: always state 
clearly the full URL of your source). 

• For Internet sources (if you do not know the author): Tourism supply 
and demand. Ηttp://www.tourismabstracts.org/marketing/papers-
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authors/id3456. Accessed the 30th of January 2004, at 12:35. (note: 
always state clearly the full URL of your source). 

• For reports: Edelstein, L. G. & Benini, C. (1994). Meetings and 
Conventions. Meetings market report (August), 60-82. 

  
 


