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EDITORIAL1
This is the third issue of TOURISMOS, which now enters into its second
year of publication (volume two). In the previous year, our new
multidisciplinary journal aimed at justifying the rationale behind introducing
yet another journal in tourism academic studies. Capitalising on this effort,
we now focus on furthering our scope and consolidating our position in both
conceptual developments and practical applications in tourism.
In this context, the present issue contains four research papers, two case
studies and two research notes most of them with a Mediterranean flavour.
The papers address a number of topics namely branding, managerial
motivations, environmental sustainability and service quality. In particular,
Hélène de Burgh-Woodman & Jan Brace-Govan produced a very interesting
contribution on branding with reference to the niche tourism markets of
surfing and snow-port. The paper performs a comparative analysis to
highlight brand personality issues and their importance for marketers
wishing to attract diverse sub-cultural groups. The second paper by
Anastasios Zopiatis & Panikkos Constanti is thought-provoking and
challenges the conventional wisdom that monetary remuneration is the
principal motivator for hospitality managers. Based on surveys undertaken
in Cyprus, the paper identifies other motivational factors including
appreciation, career opportunities and working conditions. The third paper
by Tullio Romita thoroughly discusses the environmental impacts of nonorganised tourism in the form of “undetected” and informal relations
between tourists and local communities. As stated very validly by the
author, “undetected” tourism has important implications for sustainable
development; hence the need for corrective action, which is proposed by the
paper in the context of Southern Italy. Last but not least, Ghada Abd-Alla
Mohamed carefully examines quality of service delivered by travel agents in
Egypt from a customer satisfaction perspective. Using rigorous statistical
methods (factor and regression analysis), the paper concludes that resource
and corporate image are of primary importance in effective and successful
differentiation among travel agencies.
With respect to the case studies, Evangelos Asprogerakas constructively
uses Porter’s competitive advantage paradigm to raise issues of city
competition and urban marketing in Athens, Greece. The city should
primarily aim at capitalising on the success of the 2004 Olympic Games to
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418
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strengthen its tourism image and effectively address any emerging
problems. Laurent Botti, Nicolas Peypoch, Rado Randriamboarison &
Bernardin Solonandrasana build an interesting econometric model for
France to explain tourism demand patterns between 1975 and 2003. The
study concludes that tourism expenditure is positively related to GDP and
negatively to relative prices.
Finally, the first research note deals with tourism education and examines
the impact of effective communication in teaching based on pleasing
students. Dina Mostafa Weheba & Maher Abd El Kader apply their
innovative approach among students at the University of Alexandria to
develop a participatory education process for the future. The second
research note is produced by Elena Spanou who carefully assesses tourism
impacts on the socio-cultural structure of Cyprus. The author expresses the
interesting view that the cost-benefit balance is vague and unclear due to the
lack of appropriate empirical data.
Based on the previous analysis, I trust that you will enjoy reading the
contributions made in this third issue of TOURISMOS; we are all looking
forward to our next issue in autumn 2007!
Paris Tsartas
Editor-in-Chief
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WHAT’S IN A NAME? A COMPARATIVE ANALYSIS
OF SURF AND SNOW BRAND PERSONALITIES
Hélène de Burgh-Woodman1
Monash University
Jan Brace-Govan
Monash University

This paper performs a comparative analysis of niche brands. Within surfing and
snowsport markets, key companies, with distinctive brand names, market
specifically to their respective subcultures. Each brand embodies an individuated
personality, markets according to unique criteria and evolves through a variety of
methods including advertising, event sponsorship, film production and concept
stores. This paper investigates the manner in which brand names are
apprehended by participants, what difficulties may arise in managing brands and
suggest how marketers may cultivate brand image more perceptively since the
represented brand personality affects company status in or appeal to these highly
discriminating subcultural groups.
Keywords:

subculture, brand personality, brand image, consumer behaviour

INTRODUCTION
The issue of brand personality is central to the planning for any
successful company and forms the backbone for much marketing and
related areas of research. In this paper, the complexities of managing
brand personality are considered, including the difficulties associated with
marketing to the fickle subcultural consumer and the pressure to meet the
needs of a highly selective market. Using the comparative case studies of
two companies who market to the snow and surf communities, this paper
examines some challenges faced by major companies in attempting to
relate to a subcultural base and how their errors may shed light on how to
better manage brand personality issues.
Within the surf and snow markets, key companies with distinctive
brand names market specifically to their respective subcultures. Each
brand embodies a particular personality and markets according to
different criteria. For instance, Rip Curl communicates their brand as
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418
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being one driven by quality and a long-standing commitment to the surf
culture. Established in 1969, Rip Curl's brand trades on its longevity and
ongoing commitment to "real" surfers. Conversely, brands like
Quiksilver/Roxy represent a different personality, promoting a “cutting
edge” personality that attracts more than just the surfing community.
Their brand seeks to trade on a sense of fashion appeal and image as well
as seeking to maintain an appeal to the genuine surfing consumer base.
This divide between capturing a broad non-surfing market and still
remaining in touch with the genuine surfing culture has proven to be a
challenge to this brand (see Beverland & Ewing, 2005) since the brand
personality must yield to two different purposes. Similarly, given that
these brands also market to the snow culture, Rip Curl and
Quiksilver/Roxy seek to communicate a distinctive brand personality to
the ski/snowboard community. Rip Curl, again, seeks to characterise their
brand as authentic and quality-based. Quiksilver/Roxy conveys a more
hard-edged image driven personality while still wishing to convey a sense
of quality.

AN OVERVIEW OF BRANDING AND ITS ROLE IN CONSUMER
PERCEPTION
This research engages with current branding theory in the leisure
marketing arena. Within the paradigm of research on branding, several
themes have been investigated at length. These include issues of brand
equity (Aaker, 1991; Aaker & Joachimasthaler, 2000; Kapferer 1997;
Keller, 1993; Eppler & Will, 2001; Moore, Wilkie & Lutz, 2002; Davis,
2002), brand loyalty (Holt, 2002; Fournier, 1998; Herbig & Milewicz,
1995; Lane & Jacobson, 1995) and brand personality (Aaker, Fournier &
Brunel, 2004; Fournier, 1998; Brown, Kozinets & Sherry, 2003; Davies
& Chun, 2003; Keller, 2003; Suvatjis & de Chernatony, 2004; Erdem &
Swait, 2004). Equally, the more unconscious aspects of brandings have
also been interrogated such as brand awareness for repeat-purchasing
(Hoyer & Brown, 1990), reflexive effects of brand name (Bargh, 2002)
and the phonetic effects of brand name on consumers (Meyers-Levy,
1989; Yorkston & Menon, 2004). Each of these areas have been widely
considered by marketing scholars and find resonance in this research.
Thus the following aspects of branding play particular roles in
marketing to surf and snow consumers and form the central points for
analysis in this paper:
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•
•
•
•
•
•
•
•

brand names convey a series of meanings to consumers regarding
issues of quality, authenticity and commitment to the subcultural
activity itself;
in certain cases, brand names also convey a series of meanings to a
broader consumptive audience known as “adopters” who do not
necessarily participate in the activity itself;
brands seek to evolve through a variety of methods including
advertising, event sponsorship, film production and concept stores;
some brands evolve more readily and appear to gain competitive
advantage;
brand personality and authenticity directly affects brand status in or
appeal to subcultural groups;
brand personality is typically conveyed through perceived
participation in and communication with subcultural groups by the
relevant company;
the sound of brand names, and the feelings that such sounds evoke,
impacts upon subcultural consumer appeal;
the integration or adoption of brands (over and above advertising
strategies) into subcultural discourse also impacts upon consumer
appeal and therefore maximises competitive advantage.

AN OVERVIEW OF SUBCULTURES AND THEIR RELEVANCE
TO MARKETING
Before we can understand how brand personalities are perceived in
the arenas of surf and snow, we must first understand the nature of the
subcultural communities to whom they must market their brand. Figure 1
outlines some of the key factors associated with marketing to subcultures.
The function of specific subcultures is not widely researched in
marketing discourse to date. Typically, marketing research has focussed
on groups of consumers as being united by common consumptive
practices or brand, known as brand communities. Muniz and O'Guinn
define a brand community as a
…specialized, non-geographically bound community, based on
a structured set of social relationships among admirers of a
brand. It is specialized because at its center is a branded good
or service (Muniz and O'Guinn, 2001:412)
The emphasis is on the role goods have to play in people's lives and the
social connections that stem from a sense of sharing the advantages or
effects of owning a particular branded item.
13
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Figure 1. Key factors in marketing to subcultures

However, this paper proposes an alternate view, arguing that actual
subcultures are quite different from brand communities and that these
subcultures should hold just as much interest for marketers. While the
subcultures discussed here are formed through common activities,
lifestyle and aspirations which flow through to a commonality of
experience, outlook and discourse, these groups nonetheless require a
consumption habit in order to exist. More importantly for marketers, this
research suggests that in order to gain competitive advantage, marketers
need to understand how these groups function, how they remain cohesive
and then integrate their products into a larger lifestyle-based context (see
Sherry, 1990). This paper suggests that unlike brand communities where
the product is the focal point of the community and the relationship
between consumer and product is the antecedent to brand community,
marketing discourse must conceive of and re-act differently to subcultural
consumption. This is not to suggest that the relationship between
subcultural consumer and marketer need be a confrontational one. Indeed,
as Schouten and McAlexander point out, the relationship between
marketer and subcultural communities can be potentially "symbiotic" and
mutually beneficial (1995:57). The relationship between consumer and
product is not consolidated or emphasised in the same way as in a brand
community and the steps the marketer must take in order to gain
advantage when marketing to subcultures must be, it is argued here,
highly specific. Marketing to subcultures requires a greater level of
knowledge about the consumer and their context in order to be successful.
We must turn our attention to the definition and role of niche groups
or "subcultures" as they are typically termed in scholarly discourse
14
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(Hebdige, 1979; Schouten & McAlexander, 1995; Muniz & O'Guinn,
2001; Kozinets, 2002; Brumbargh, 2002; Kates, 2002; Solomon, 2004).
The term "subculture" finds resonance in various fields of study. In
contemporary scholarship, the term has come to refer to a manifold scope
of social groups and practices, leading to an interchangeability with other
labels such as cult or sect (Kaplan & Löow, 2002). Typically, though, the
study of subculture has emanated from the field of sociology (Durkheim,
1951; Parsons, 1959). However with the advent of cultural studies,
subculture has been invoked as a way of describing counter-resistance and
social fragmentation as well as marginalisation (Cohen, 1972; Hall, 1981;
Thornton, 1995; Gelder, 1997; Jenks 2005). As Diane Crane points out in
her discussion of the British Centre for Contemporary Cultural Studies
group (CCCS), famed in the 1970's, it is useful to suppose that
…to understand a subculture or a counterculture it is
necessary to understand its relationship to both the dominant
culture and to the social class within which the subculture or
counterculture is emerging." (Crane, 1992:89)
Subcultures have come under a degree of scrutiny by marketing
scholars for their individualistic and cohesive cultural practices (Arnould,
Price & Otnes, 1999; Belk, & Costa, 1998; Celci, Rose & Leigh, 1993;
Kozinets, 2002; McCracken, 1986; Muniz & O'Guinn, 2001; Schouten &
McAlexander, 1995). Yet there is no general definition to date in
marketing discourse that fully apprehends their structure and which
demarcates them from the brand communities. At first glance, the term
itself "Subculture" with its opening prefix of "Sub" gives us an intimation
as to the fundamental condition of these groups. They operate beneath
culture, eluding dominant cultural narratives and the surface world of
mainstream society. Some argue that
Subcultures emerged in resistance to dominant culture,
reacting against blocked economic opportunities, lack of
social mobility, alienation, adult authority and the 'banality of
suburban life' (Haenfler, 2004:406)
which applies in part to the specific cultures of surfing and snowboarding.
Crane's (1992) discussion on subcultures echoes this re-actionary aspect
of subcultures, viewing them in line with the CCCS model of subcultures
as engaged with but resistant to the dominant culture.
It might be argued that this break with classical theories of subculture
as representative of a disenfranchised, deviant subset gives way even
further to contemporary syntheses of subculture. In legitimating
subculture as a politically auspicious counter-culture of resistance, this repositions subculture back into a culturally and socially relevant
15
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framework. Although subculture preserves its 'marginal' status, this
assignation of subversive social power opens up greater possibilities. In a
sense, this fresh potential reaches its apotheosis in the work of current
marketing and cultural studies where the term subculture has been
designated a new meaning. In the context of consumption, for instance,
Michael Solomon comments that:
Consumers' lifestyles are affected by group memberships
within the society-at-large. These
groups are known as
subcultures, whose members share beliefs and common
experiences that set them apart from others. Every consumer
belongs to many subcultures. These memberships can be
based on similarities in age, race or ethnic background, place
of residence, or even a strong identification with an activity or
an art form. Whether "Dead Heads," "Netizens," or skinheads,
each group exhibits its own unique set of norms, vocabulary,
and product insignia (such as the skulls and roses that signify
then Grateful Dead). (Solomon, 2004:472-3)
Solomon's definition signals several critical breaks with traditional
discourses of subculture. Firstly, his inclusive statement of subculture as
existing "within" society, rather than at its margins as classical discourse
would have it, substantiates the work of both Cohen and Crane.
Subculture, then, is simply a portion of society, a visible fragment of the
greater whole. Further, Solomon suggests that everyone is part of
subculture, thus undermining the concept of the organic whole in the first
instance. For, if we are all subculturally allocated by virtue of our
intrinsic features (such as age, ethnicity etc.), then there can be no
dominant or normative whole around which subcultures tangentially orbit.
Further, Solomon's work propounds that subculture requires no marginal,
political or subversive agenda to legitimate its existence. Subculture
exists by virtue of individual identity and activity or indeed by the act of
consumption. Held together by shared experience, language (a point to
which we shall return in much greater detail) and habits, subcultures draw
on these facets to proliferate (see also Thornton, 1995). Thus, at the end
of the twentieth century, the role, function and social positioning of
subculture has altered dramatically. Relinquished from its metaphoric
signifier of marginality, subculture now describes a relatively normalised
cultural pre-occupation with fragmented, individuated habits and praxis.
This definitional transference has perhaps been aided by the sublimation
of subculture into disciplines such as marketing and cultural studies,
rather than leaving subculture suspended in the net of sociological study.
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Within marketing, the concept of subculture has evolved to collide
with the idea of selective consumption. This re-appraisal of subculture
and its connection with consumption, shared habits and experiences gives
rise to the kind of definition such as offered here:
a distinctive subgroup of society that self-selects on the basis
of a shared commitment to a particular product class, brand
or consumption activity. Other characteristics of a subculture
of consumption include an identifiable, hierarchical social
structure, a unique ethos, or set of shared beliefs and values;
and unique jargons, rituals and modes of symbolic expression.
(Schouten & McAlexander, 1995:43)
While the first part of this definition solely emphasises the commercial or
consumptive practices of subcultures (returning them to the status of
brand communities), it is perhaps the second part of this definition that
better encapsulates the actual contemporary structure of subcultures as
they are now regarded in cultural studies and marketing discourses.
This paper offers another definition of subcultures that, extrapolating
from Schouten and McAlexander's (1995) characterisation, attempts to
incorporate both their internal traits and cultural power. A subculture, as
the term is used in this research, is
a social subset of individuals bound together by a common
activity, unique philosophy and outlook which finds its origins
in cultural, historical and social influences. This commonality
is practiced through specific language, formation of
discourses that drive values and mores, commodity use,
appearance and social organisation. While internal
hierarchies may emerge, for the large part subcultures possess
the philosophical capacity to re-appropriate external barriers
such as class, race and gender.
While subcultures may, as part of their philosophy, seek to re-act against
perceived authority institutions, alienation and lack of social mobility,
they are internally content and concerned principally with the praxis of
their own activities and agendas. Subcultures are pro-active. It is
significant to emphasise the active nature of surf, snow and sail
subcultures, rather than viewing them as marginal or passive groups who
participate in a past-time activity. This definition is tailored somewhat to
the three activity-based subcultures of surf, snow and sail, although many
of the qualities cited here apply to other subcultural groups such as techno
(rave), gothic, and art and punk communities.
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METHODOLOGICAL AVENUES FOR UNDERSTANDING
SUBCULTURAL DISCOURSES
Within the heterogeneous web of private, social and commercial
interests, it is argued that language plays a fundamental role in
guaranteeing the basic ongoing cohesion of subcultural groups. Language
is used in a multitude of ways by the participants, consumers and
marketers of surf and snow with varying degrees of impact and
importance. Participants use language as a mode of inclusion (and
exclusion); a means of generating internal meaning and cohesion among
them (Solomon, 2004). As consumers, participants (and any aspirational
marginal consumers) use language to define their consumptive needs or
desires and to consolidate their affinity with the culture. Marketers also
employ language to consolidate their affinity with the (sub)culture and
obviously to elevate their competitive advantage on the basis of
authenticity and perceived engagement with its consumer base. These
three positions of participant, consumer and marketer are not necessarily
mutually exclusive, nor do they have to occupy hierarchicised positions.
Rather, they are identified as the collectively intertwined groups that exist
within the surf and snow communities. It is argued here that language
binds them together and creates a foundation of discursive sympatico that
ensures sustained yet ever evolving unity.
In order to study these niche (and sometimes inaccessible) groups,
marketers have adopted from various disciplines to undertake diverse
forms of qualitative research (case study, ethnographic field work,
cultural anthropological, interpretivist, phenomenological) aimed at
investigating the complicated layers that bind these groups internally
(Arnould, Price & Otnes, 1999; Belk, & Costa, 1998; Celci, Rose &
Leigh, 1993; Kozinets, 2002; McCracken, 1986; Muniz & O'Guinn, 2001;
Schouten & McAlexander, 1995). As Kates notes, the dominant
theoretical aspects around which subcultures are investigated are
structure, ethos and boundaries (Kates, 2002). The use of language
(including jargon) among subcultural groups is one critical component of
their internal cohesion which has been identified as central to the
expression of these theoretical concerns. Much research has been
conducted into structural devices of language such as rhetoric, tropes
word frequency and schemes and their link to persuasion in advertising
(McQuire, 2000; McQuarrie & Mick, 1996; Meyers-Levy, 1989; Scott,
1994). However the actual use of language itself by consumers and the
ways in which meanings are attributed, adapted and assigned by
subcultural consumers has not been substantially investigated.
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This paper suggests that the evolution of brand personality which in
turn affects consumer perceptions of the brand and their potential loyalty
to that brand can be both generated and monitored by study of subcultural
language formation. To this extent, marketing discourse which seeks to
understand and refine brand personality would benefit from the insights
generated by theories such as poststructuralism, deconstruction and
semiotics. While marketing scholars have identified the positive effects
that structuralist/poststructuralist and de-construction theory may
potentially render upon the discipline, there nonetheless appears to be a
reluctance to fully interrogate these potential effects and promulgate
effective methodological practices based on said theories. Stephen Brown
even suggests that while certain marketing scholars exploit the term
'postmodern' to describe their work and espouse these theoretical
sentiments, there might also be a misapprehension of what both the term
postmodern and what these theoretical positions in fact connote (Brown,
1995:153). Scholarship to date has referred warmly to these theories and
has, at times, invoked their tenets in some aspects of methodological
design. However, thus far, these theories have essentially remained at the
periphery of marketing discourse and their adoption might be best
characterised as occasional, limited (Stern 1996) and superficial. By
understanding that language can have more than one intended meaning
and that meaning is ascribed by the subcultural consumer, marketers can
"go in search" of the kinds of meanings ascribed by subcultural
consumers and thus gain further insight into the discourse into which they
must integrate. Equally, if the language and discourses generated by
subcultural groups is better understood, then companies are able to
accurately gauge the reception and status of their brand.
Further, by understanding the way in which language is used
specifically by subcultural groups, this also enables marketers to use this
codified language - "jargon" - to reduce the risk of having their message
misunderstood or read negatively.
In being able to better select language, this enables marketers to
better research and monitor the degree of success in their communication
with consumers by "speaking the language" of the consumer. In the case
of marketers wishing to market products to a specific consumer audience,
such as the snow, sail and surf markets, the ability to speak with the
consumer in their own language is vital in order to gain status within that
market and maintain a competitive advantage over companies who do not
connect as effectively with their consumers.
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SOME COMPARISONS BETWEEN BRANDS – THE DIFFERENT
KINDS OF SURF/SNOW IMAGES AND CONSUMER
EXPECTATIONS
Why, out of a variety of choices, do participants choose the brands
that they do and how do they see the companies involved connecting with
their activities and community? Contemporary marketing scholarship has
investigated these themes at some length (see Celsi, Rose & Leigh, 1993;
Schouten & McAlexander, 1995; Holt, 2002; Thompson, 2004) and the
questions of brand loyalty, communication and authenticity will be
explored in the specific context proposed here. The following breakdown
shows some anticipated trends within the two subcultures as to the issues
surrounding on what criteria products may be regarded. This breakdown
shows how different factors affect the perception by subcultural groups
regarding how they choose products and why certain companies appeal
over others. Companies who engage with these concerns better than
others would presumably gain a competitive advantage:
Figure 2. Consumer Expectations in the Surf Subculture

In the instance of surf, the division between those who surf and those
who do not surf but still wear surfing clothing, see surfing films and
participate in the general culture is reflected in the anticipated division
between quality of product (such as quality surfboards and wetsuits) and
image of brand name where key companies are perceived as desirable.
In the snow culture, it is anticipated that like the surf and sail
cultures, quality of product plays a significant role in purchase choices.
As with surf and sail, the importance of good equipment that does not fail
readily is expected to be a significant factor relayed by consumers.
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However, by contrast with the surf culture, it is predicted that while there
may be a pool of brands who cater to the snow culture it is the individual's
image, not the brand image, that is seen as important.
Figure 3. Consumer Expectations in the Snow Subculture

Two Examples of Surf and Snow Brands – a comparative
analysis
Rip Curl
The brand Rip Curl was established in Victoria Australia in 1969.
Located in Torquay, home to one of the most famous surf beaches in the
world - Bells Beach- the brand Rip Curl was founded on the bedrock of
an authentic relationship with surfers, consolidated by its geographical
and emotional proximity to Bells Beach and the orbital surf community.
The brand began by manufacturing good quality surf boards by hand in
the back shed of one of its founders and enjoyed immediate success
among local surfers. The reputation of the boards quickly extended to
other surf communities and by the 70s, Rip Curl was a famous company.
Today Rip Curl still manufactures boards (which continue to be
acknowledged as excellent) and has developed all of the commercial
accoutrements such as clothing, wet suits, bags, accessories and a ladies
range and have concept stores (along with retail distribution) all over the
world. When we compare Rip Curl to its humble beginnings, the brand
has certainly evolved into an international enterprise, hosting surf and
snow events on every continent. However, the essence of the Rip Curl
brand, for all of its commercial growth, has remained largely the same.
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Certain changes in brand logo and image over the years have attracted
criticism from hard-core surfing communities but nonetheless the brand
has continued to be the choice for serious surfers. Their recent marketing
slogan "The Search: it's closer than you think" again captured the core
surfing ideal of searching for the perfect wave, thus re-iterating the Rip
Curl commitment to the spirit of surf. The launch of the slogan was
accompanied by a Rip Curl documentary showing the staff of Rip Curl
(all of whom surf) on a boat in Indonesia and Fiji roaming about looking
for great swell - the message being that "The Search" was a bona fide
quest not only preached but practiced by Rip Curl itself.
Thus, the status and brand personality of Rip Curl could be described
as one based upon a visible solidarity with "real" surfers, a company run
and managed by surfers and therefore characterised by authenticity. On
the one hand, this has proven to be a driving factor behind the brand's
longevity since the brand represents an image of surfing connected
temporally and spiritually to a romantic, almost nostalgic by-gone era of
lazy days in the swell. As Brown, Kozinets and Sherry indicate, this form
of nostalgic authenticity can work effectively because of the personal and
social meaning generated for consumers
Personal and communal nostalgia are closely intertwined,
nowhere more so than in marketing. Long-established brands
evoke not only former epochs but also former selves. Old
brands serve to bind consumers to their pasts and to the
communities that shared those brands… Indeed, old brands
may link people together even more powerfully, because they
strongly evoke a sense of a utopian past and because of the
close knit "caring and sharing" communities that are
associated with it. (Brown, Kozinets and Sherry, 2003:20)
On the other hand, this effort to locate the brand at the inner-circle of
the surfing culture has posed its own limitations with which Rip Curl has
struggled to cope, both financially and in terms of image. These
shortcomings have included a perception of the brand as masculine,
thereby alienating women surfers. The auxiliary brand "Rip Curl Girl"
failed to strike a chord with women and was perceived as an
unsatisfactory adjunct or tack-on to the main brand. Further, in its efforts
to repeatedly articulate brand authenticity, Rip Curl eternally utilised
images of men on waves without generating a discourse of solidarity to
compliment the visual image. This resulted in a stale image with no
supporting discourse to connect it with the subcultural base. These issues
were identified in 2003 when Rip Curl decided, for the first time, to
consult an external advertising and marketing consultancy called The
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Nest. The weaknesses associated with an "authentic" brand were quickly
pinpointed and as The Nest director Freddie Baveystock suggested
In the past [the brand] has thrived on visual communication
and endless action shots of heroic surfers. We've brought
words into the picture. (Baveystock, 2003:5)
Further the question of Rip Curl Girl as a viable brand was addressed
and the decision was made to abandon the failed brand extension.
However the question of female surfers and their significant presence in
the surfing subculture was not ignored, thus forcing Rip Curl into a new
strategy of inclusion. As Baveystock points out
It's a big change for the brand, which has had a very
masculine focus. Rip Curl Girl felt like the brand's little sister.
This generation of female surfers are very skilful and we want
to give them due respect (Baveystock, 2003:1).
As a result of Rip Curl Girl's failure, the women's range was re-integrated
under the banner of Rip Curl and synthesised into the general brand,
making it more of a unisex brand in the genre of other surf brands such as
Billabong and Cult. The fact that Rip Curl identified the need for these
changes and a re-appraisal of the surf market demonstrated two important
factors: 1) that Rip Curl had remained unwavering in its devotion to an
authentic, if not outmoded, surf culture 2) that its devotion to this
subculture ultimately limited its ability to grow and develop as a brand.
The failure to apprehend an emergent female surfing community that
stood on equal footing with men's surfing or the need for a fresh discourse
with the subculture significantly hampered the brand.
Quiksilver/Roxy
By contrast, the Quiksilver/Roxy juggernaut tells a very different
story of commercial success in the surfing and snow arena. Established 34
years ago, Quiksilver is now based in America and represents the largest
surf/snow company in the world. Their expansion has been rapid and allconsuming, buying up brands such as DC Shoe Company, Rossignol and
Hawk alongside its Quiksilver and Roxy brands. Quiksilver/Roxy has
also developed a major media and promotional wing, involving
themselves in projects for Fox Sports Net, MTV and Boost Mobile phone
(where they developed the Roxy phone which played “California
Dreamin'” as its ring tone). In 2004, the documentary "Riding Giants"
opened the Sundance Film Festival thanks to the partial funding of
Quiksilver/Roxy. As Jonah Bloom points out "the apparel giant has
stumbled on a branding model that is based on offering the consumer
entertainment rather than interruption" (Bloom, 2004:17). These media
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interests sit alongside event and athlete sponsorship which accompany
their surf and snow events throughout the world. In 2002,
Quiksilver/Roxy opened its flagship store in Times Square, New York
which has in turn spawned several other concept stores around the world.
It is fair to say that Quiksilver/Roxy is a commercial monster, posting
sales of $705 million in 2002 (Cuneo, 2003:18), a 44% increase in sales
in 2003 and a hallmark $1billion profit in 2004.
Quiksilver/Roxy tells a different story from Rip Curl (certainly in
terms of profit and market share if nothing else). As a result, the
challenges that Quiksilver/Roxy as a brand faces are different from those
of Rip Curl and smaller more "authentic" surf and snow companies.
Randy Hild aptly isolated the problem in that
the brand walks a thin line between holding onto an authentic
grassroots surfing community (with its underground
mentality) and going too mainstream and ending up an
uncool sellout. (Cuneo, 2003:18)
As much as Entertainment President Danny Kwock, an ex-surfer,
may assess each decision the company makes against "criteria of what is
the core [surfer community] going to think of this? Is this going to take us
down?" (Cuneo, 2003:18), this awareness of the need for perceived
authenticity has not stayed the company's hand in adopting mainstream
mass marketing tactics which in the short term have paid off since a
significant non-surfing consumer base wear Quiksilver/Roxy. This has led
to some speculation that the Quiksilver/Roxy brand will become the next
Nike with the capacity to saturate all avenues of the marketplace. But as
Aaker notes, the question of loyalty is central to a brand's equity which in
turn affects its longevity. He comments that
Loyalty is a core dimension of brand equity. You usually
offend your core first because they are connected to the brand
and they care. Therefore brand blunders that go to the heart
of the customer relationship should affect loyalty. (Aaker,
1996:105-6)
In the instance of subcultural consumption, the issue of loyalty is
augmented by the notion of authenticity where consumers expect a level
of genuine participation by brands in their activities. The possibility of
being betrayed by large-scale commercial interests such as those
envisaged by the Quiksilver/Roxy empire ultimately places pressure on
the brand's relationship with the core surfing community of the world.
Equally, as Beverland and Ewing identify in their study of adoption
and diffusion process to enhance brand re-positioning, a rapid and
saturated marketing strategy does not always produce sustained effects.
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The short term gain can often give way to long term brand failure. In the
instance of Dunlop Volley in Australia, the brand was adopted by a select
group of rave party goers who made the brand "cool." The moment that
the brand was taken on by a larger circle of 'adopter' consumers, the
original consumer abandoned the brand, taking with them the essence of
cool. Beverland and Ewing identify the need for authenticity as a critical
component of subcultural marketing and brand personality (Beverland &
Ewing, 2005:389). In the instance of Quiksilver/Roxy, authenticity has
given way to consumer pleasure, evidenced in decisions such the one to
release the Roxy Life line of clothing for women. The line was pitched as
an office-formal wear style of clothing using luxurious fabrics such as
wool and silk instead of the conventional cotton and acrylic used for
surfwear. The price tag for this line did not come cheap either with many
items priced into the several hundred dollars bracket. This line was
certainly not aimed at the sun-kissed goddesses of the beach, content in
their sarongs, rashies and bikinis with a board under their arm. This range
was for young urban business women who wanted a slightly more relaxed
corporate look.
Rip Curl and Quiksilver/Roxy – a discussion of the challenges facing
brand personality
These two major surf and snow brands offer two different insights
into how companies who must market their products to a highly selective,
subcultural consumptive audience have dealt with the pressure of brand
personality and evolution. These two companies have faced a divergent
range of issues in the evolution of their brand personality and while Rip
Curl has undeniably held onto the "real" surfing community it remains to
be seen whether or not Quiksilver/Roxy will be punished by the inner
surfing core for its ambitious commercial development into the
mainstream marketplace. Essentially, the conclusion to be reached when
we compare the two brands is that Rip Curl attempted to remain too
authentic, thus ignoring the evolution of women’s surfing and the new
world of glamour surfing. Bu contrast, Quiksilver/Roxy has not remained
authentic enough, moving away from the hard-core surfing community
into a global empire. It remains to be seen whether this step away from
the subcultural base will ultimately harm the status and thus financial
power of the company, although marketing research would indicate that
an alienated core frequently results in long-term damage. The two case
studies of brand evolution in the subcultural context offered here raise
several issues in respect of developing a brand identity and then
monitoring the elaboration of that brand. Firstly, the question of brand
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personality itself and the characteristic attributed to a particular brand
must be understood where the strength and weaknesses of those attributes
can be managed. These characteristics may in part be manufactured by the
company but the ultimate architect of a brand's identity is the consumer
for they must read and assign meaning (and therefore personality
attributes) to the brand. Thus is particularly so in the case of highly
selective subcultural consumers. Secondly, the evolution of a brand
personality is governed by ongoing brand perception but also by company
awareness both of its own brand status and of the shifts in the subcultural
context. One might argue that Quiksilver/Roxy has responded too
strongly to these changes with commercial overkill and that Rip Curl has
not re-acted enough in failing to identify earlier that their image was tired
and that their female base was alienated.

CONCLUSION
While the challenges facing these companies in their management of
their brand personality vary according to their origin and market position,
one thing is clear from both of these cases. Marketers, in managing brand
personality, need effective tools to gauge their consumer base, their tastes
and shifting predilections, and find ways to re-invent themselves
according to the needs of their consumers. This paper suggests, through
its discussion of subcultural formation and cohesion, that language
provides a vital link both within subcultures and to relevant companies. In
marketing, much attention is given to the internally referential
development of campaigns, advertising and promotion, yet this method
can, at times, miss the mark and fail to apprehend the real perception of
brand. Rip Curl and Quiksilver/Roxy have both in their own ways opened
themselves up to a major crisis of brand identity by making decisions that
failed to take account of how their brand was perceived by the snow and
surf subcultures. This could have been mitigated and better managed by
marketing tactics that listened to what the consumer was saying about
their brand and responded accordingly.
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MISSION IMPOSSIBLE? MOTIVATING
HOSPITALITY MANAGERS IN CYPRUS
Anastasios Zopiatis1
Cyprus University of Technology
Panikkos Constanti
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The hospitality industry is renowned for its ‘pressure cooker’ environment of long
hours and high turnover, particularly among front line staff. However, there have
been relatively few investigations into the life of supervisors and managers in the
industry. Utilizing surveys, the study set out to identify the motivational factors
that directly impact on this category of employees. Factors such as appreciation,
interesting job, good working conditions, career opportunities and loyalty by the
organization were ranked as the top five motivators. The findings challenge a
long-standing perception of Cypriot hospitality stakeholders who suggest that
money is the major motivator. It was also found that the motivators are the same
irrespective of gender, and age. However, these are likely to change as one moves
within the management hierarchy. The findings are primarily intended for
companies within a Cyprus framework, and therefore the research is focused on
the needs for these organizations. However, there are likely to be parallels for
hospitality organizations outside Cyprus.
Keywords:

motivation, motivational factors,
motivational working environment

hospitality

managers,

INTRODUCTION
Give employees a voice and they do not talk about
‘performance’ or ‘best practice HRM’. Instead they will tell
you how the three R’s of respect and recognition from
managers, and good relationships at work, can affect their
motivation and generate long-term commitment. (Pass,
2005:38)
Motivation is a topic that has captured the attention of hospitality
stakeholders over the last 40 years. Just like learning, motivation (the
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418
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strength of a drive towards an action) is a very personal phenomenon.
Robbins (1989: 121) defines motivation as “a willingness to exert high
levels of effort toward organization goals, conditioned by the effort’s
ability to satisfy some individual needs.” It is essential for every employer
to be aware of the factors that motivate their employees in order to
develop such an organizational environment in which individuals are
driven in order to achieve organizational objectives.
The purpose of this study is to investigate the factors that motivate
hospitality managers in Cyprus. The research attempts to provide answers
to the following:
• What are the work factors that motivate hospitality managers in
Cyprus?
• Are there any age and gender differences between hospitality
managers in Cyprus?
• Are there any motivational differences according to managerial
level?

LITERATURE REVIEW
The motors are switched on, waiting. Employees have three
action choices – drive, neutral or reverse. Managers are
paying for the fuel and all running costs. (Rabey, 2001: 28)
Organizations seek to find and then implement effective motivational
strategies in order to improve productivity and achieve customer
satisfaction. Hollyforde and Whiddett (2002) inform us that motivation
cannot be seen because it comes from the individual, adding that people
cannot be motivated to do something if there is nothing in it for them.
Many authors have attempted to classify motivation theories in a number
of ways; Achievement Theory (McClelland, 1951; Atkinson, 1964) and
Expectancy Theory (Vroom, 1964) which focus on cognitive processes
involved in decision making; Existence-Relatedness-Growth and
Hierarchy of Needs Theories (Maslow, 1954; Alderfer, 1969) emphasize
the role of personality and values; Goal-Setting Theory (Locke, 1968)
which focuses on the motivational processes underlying goal-directed
behaviours; Drive Theory and Equity Theory (Hull, 1943; Adams, 1963)
attempt to answer the question of how behaviour is energized, channeled
and continued; Herzberg and his colleagues (1959) developed their
Hygiene Theory which challenges the definition that ‘job satisfaction’ is
not the opposite of ‘job dissatisfaction.’
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Tietjen and Myers, in their critique of Locke, Maslow and Herzberg
conclude that:
Enhanced, sustained performance on the job results not so
much from the fully furnished office or the temperature of the
environment, but the basic duty assigned in the job description
and all those intrinsic feelings that produce positive attitudes
about that duty. (Tietjen and Myers, 1998:231)
In essence what they are saying is that those charged with managing
people should be focusing on the intrinsic aspects of the job and ensuring
that their people are achieving a sense of satisfaction from what they are
doing. Providing perks and benefits will not motivate without the
previous proviso. Simons and Enz inform us that:
When trying to motivate workers, managers often forget that
the desire to do the job must come from within the employee
and not from the supervisor… if you really want to facilitate
the motivation of a particular individual, we recommend that
you ask them what they want, and then set up a path for them
to satisfy that desire. (Simons and Enz, 1995:27)
In their study of Caribbean hotel employees, Charles and Marshall
(1992) found that even though monetary rewards were considered the
prime motivator, good working conditions, appreciation for work done
and doing interesting work were the next three most important items for
this particular group of employees. Employee motivation should effect
employee behaviours and thus provide quality customer service; customer
service is every organization’s ‘raison d’étre,’ without which there can be
no organization, as Reis and Peńa put it:
Dissatisfied teachers cannot satisfy their students.
Dissatisfied flight attendants cannot satisfy their passengers.
Dissatisfied parents cannot satisfy their children…conviction
comes from within… understanding is the only thing holding
an organization together when line control is taken away. It is
understanding, not training, or coaching or teaching.
Managers need to try to understand the people they work with
and vice versa. (Reis and Peńa, 2001:674)
Even though the paper presents the findings of how supervisors are
motivated it is significant to mention that the hotel industry is primarily
staffed by what are termed hourly workers (Weaver, 1988), and
consequently have different motivational needs, an observation which
echoes the views of authors mentioned previously who warn against the
introduction of one motivational programme in the hope that it will suit
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all employees. According to Weaver’s Theory ‘M’ (1988) hourly workers
are motivated by monetary rewards and he advises managers to take this
into account when tackling the issue of motivation for this sector of the
hotel’s employees. Furthermore, he is adamant that the programme should
be properly structured and not ‘ad-hoc’ and to ensure that hourly workers’
wages are closely tied to their level of output (Weaver, 1988).
Motivation efforts will only work if feedback about performance is
received in a timely manner (McConnell, 2005). Carolyn Wiley’s seminal
work ‘What motivates employees according to over 40 years of
motivation surveys’ provides invaluable insight for those seeking
enlightenment about motivation. According to Wiley (1995: 266),
“exploring the attitudes that employees hold concerning factors that
motivate them at work is important to creating an environment that fosters
employee motivation.” In other words if wish to discover what motivates
our employees we should ask them.
She adds that the responses to the surveys are particularly applicable
to the content motivation theories (McClelland, 1951; Maslow, 1954;
Atkinson, 1964; Rotter, 1966), whose focus is on what it is about the
individual and/or about his environment that attracts his attention; what
incites and sustains his behaviour (Hollyforde and Whiddett, 2002).
According to Wiley’s analysis, what motivates people today may not
motivate them tomorrow, and, in addition, different demographic traits
exhibit different motivational needs. Table 1 below indicates the most and
least important motivational factors according to the surveys for 19461992.
Table 1. Most and least important motivational factors
Motivational Factors
Year

Most Important

Least Important

1946
1980
1986
1992

Appreciation
Interesting work
Interesting work
Good wages

(Tactful) Discipline
(Tactful) Discipline
(Sympathetic help with) Personal problems
(Sympathetic help with) Personal problems

Source: Wiley, 1995:267

The economic circumstances of the early nineties were an influencing
factor, especially in the most important category where concern about the
recession was a driver in the population’s choice of good wages as the
number one item (Wiley, 1995). However, employees place a great value
on the appreciation of work which is well done, as well as having to
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perform interesting work. According to the 1992 survey (Wiley, 1995:
276) the five most important motivators were:
1. Good wages
2. Full appreciation for work done
3. Job security
4. Promotion and growth in the organization
5. Interesting work
Motivation research in what might be termed ‘non-western’ cultures,
such as the study of managers in Romania affirmed that the major
motivators for this particular group of employees included responsibility;
nature of the job; appreciation; recognition; and the need for achievement
(Analoui, 2000). This was reaffirmed by the work of Umashankar and
Kulkarni (2002) in India.
Rabey informs us that there are self-starters in organizations who are
able to motivate themselves without any need for their boss or supervisor
to motivate them directly:
The highly motivated self-starters who stand out will succeed
anyway – but they are few in number. Their drive and
determination will ensure that they will ensure this and they
will carve their paths toward their higher goals…you
probably will not hold them and the quest for potential leaders
must be maintained… (Rabey, 2001: 28)
Consequently, organizations adopt a ‘laissez faire’ attitude to
motivation of employees due to this influence, i.e. the existence of these
self-starters with potential harmful outcomes for the organization in the
long run:
The cement which holds, or fails to hold, an organization
together lies in the trust and cooperation which exists and is
demonstrated between employees and their immediate
managers – at all levels, sharing information, seeking
improvement. If this linkage is not strong the weakness here
will inevitably inhibit and reduce performance and
effectiveness. (Rabey, 2001: 28)
In essence motivation is more than just the provision of tangible
rewards which are usually manifested in financial terms. It goes far
deeper, is more complex, and requires sound policies which are valued by
those to whom the motivation strategies are aimed, and which in turn can
have a profound impact on morale and productivity. Rabey is insistent
that those charged with motivating others must also be motivated if their
task is to be effective, or as he so eloquently espouses, “morale is the
aggregation of individual motivations – and can be stimulated by the
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initiative of managers who themselves must be motivated from the top.”
(Rabey, 2001: 28)
In summary, the plethora of literature surrounding the issue of
motivation in the workplace suggests that employees are motivated
primarily from the intrinsic aspects of their work; provides them with a
sense of achievement, and is enhanced by the explicit recognition extolled
on them by their managers and supervisors. And, whereas the extrinsic
motivator of financial reward is also considered important, a comparison
of studies indicates that the factors that motivate employees are not stable,
having a tendency to change as circumstances also change.
Within the Cypriot Hospitality Industry, to our knowledge at least,
there has not been a comprehensive study of what motivates line
managers. A major aim of this paper was to bridge that research gap and
what follows is an overview of the methodology adopted for this purpose.

RESEARCH METHODOLOGY
Our sample consisted of the 200 hotels of 5, 4, and 3 star categories,
currently operating in Cyprus. Consequently, our study involved 200
individuals currently holding managerial level positions within those
establishments. A quantitative questionnaire was developed and mail
distributed to each one, and contained three sections; one of which
included items investigating the factors that motivate hospitality
managers in Cyprus. Utilizing the Statistical Package for Social Sciences
(SPSS), we analyzed the collected data using both descriptive and
inferential statistics. In addition, by analyzing the demographic data
gathered the authors were able to:
• Investigate age and gender differences between hospitality
managers in Cyprus in regards to the factors that motivate them;
• investigate probable differences between hospitality managers
according to their managerial level.
Hospitality managers were asked to rank ten work-related factors
according to their perceived importance and role in their motivation. The
ten factors were good wages, tactful discipline, job security, interesting
work, feelings of being ‘in on things’, sympathetic help with personal
problems, opportunities for advancement and development, good working
conditions, personal loyalty to employees, and appreciation for
accomplishments. These factors were used in a number of related studies
since the year 1946 (Kovach, 1987; Charles and Marshall, 1992). Before
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administering the survey instrument it was tested for reliability and
validity by using the test re-test method and a panel of experts.

RESEARCH FINDINGS
The questionnaires were mail-distributed to 200 hospitality
professionals currently working in managerial positions in Cyprus.
Seventy-five were completed and returned to the researchers. Of these,
two survey questionnaires were incomplete, and thus excluded from the
study, reducing the number of usable surveys to seventy-three. The
overall response rate of 36.5% was viewed as satisfactory considering the
low response rates experienced by the many other hospitality studies.
Table 2 displays the demographic profile of the participants in
relation to four different variables: sex, age, current employer and
managerial level. It is important to note the high number of upper level
managers participating, as well as the participation of female managers,
bearing in mind the smaller proportion of female managers in Cyprus.
Table 2. Demographic and professional profile of the respondents
(N=73)

Sex
Male
Female
Age
20 – 30
31 – 40
41 – 50
Over 50
Current employer
Hotel – 5 Star
Hotel – 4 Star
Hotel – 3 Star
Managerial Level
Entry level – Supervisory
Mid-Level
Upper Level

Frequency

Valid
Percentage

53
20

72.6
27.4

20
34
16
3

27.4
46.6
21.9
4.1

30
27
16

41.1
37.0
21.9

10
31
32

13.7
42.5
43.8

The primary objective of the study was to identify the most important
factors that motivate managerial level employees in their workplace
environment. Appreciation, interesting job, good working conditions,
career opportunities, and loyalty by the organization were ranked by
respondents as the top five motivators. Interestingly, good wages was
ranked eighth out of the ten factors. The findings challenge a long37
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standing perception of Cypriot hospitality stakeholders who suggest that
money is the top motivator in the Hospitality Industry. Work factors such
as tactful discipline and sympathetic personal help were ranked low by
the respondents. Overall, the findings suggest that Cypriot hospitality
managers would like to work in an organizational environment that
fosters appreciation, characterized by good working conditions, and
career advancement opportunities while doing an interesting job. The
findings reinforce the perception shared by many motivational experts
that in positive organizational environments money is not the most
important motivator for employees. The following Table 3 exhibits the
ranking of motivational work factors of hospitality managers in Cyprus.
Table 3. Motivational work factors ranked by hospitality managers
Work Factor
Appreciation
Interesting Job
Good Working Conditions
Career Opportunities
Loyalty by the organization
Job Security
Feeling of being in on things (participation)
Good Wages
Tactful discipline (The manner in which I am disciplined)
Sympathetic Personal Help

Standard
Deviation
.684
.726
.691
.729
.707
.837
.765
1.041
.933
.998

Mean

Ranking

4.59
4.56
4.53
4.52
4.44
4.34
4.33
4.16
4.06
3.82

1
2
3
4
5
6
7
8
9
10

(N= 73) Scale: 1 = Least Important - 3 = No Opinion - 5 = Most Important

When reviewing the findings according to different age groups we
can safely argue that hospitality managers below 30 years of age share
the same motivators as their older counterparts. The only work factor
with significant statistical difference (Pearson Chi-Square = .019)
between the two groups is job security. It seems that hospitality managers
over 30 years of age consider job security as much more important than
their younger colleagues. This finding was expected since as people grow
older job security is important not only for them but mostly for their
families. Job security becomes important when the individual gains more
financial and social responsibilities. It is also likely that above a certain
age (over 50), it is very difficult to either change employers or industries,
especially in the Cyprus business environment. Table 4 displays the
ranking of work factors according to age and the statistical difference
analysis (Pearson Chi-Square) between the two groups.
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Table 4. Work factors ranked by different age groups
Work Factor

Ranking
Hospitality
Professionals
< 30
30 +

Appreciation
Interesting Job
Good Working Conditions
Career Opportunities
Loyalty by the organization
Job Security
Feeling of being in on things
Good Wages
Tactful discipline (The manner in which I am disciplined)
Sympathetic Personal Help

1
2
4
3
6
9
5
8
7
10

3
1
2
4
5
6
7
8
9
10

Pearson ChiSquare
.404
.928
.158
.747
.091
.019
.665
.362
.728
.989

(N= 73) (N (< 30) = 20; N (30 +) = 53); Scale: 1 = Least Important - 3 = No
Opinion - 5 = Most Important. Significance Level .05; (p<.05)

Motivation by Gender
Are men and women motivated differently? According to the
findings of the research study there are no significant statistical
differences in the motivational profile of male and female hospitality
managers. For male hospitality professionals, appreciation is considered
the most important work factor, followed by interesting job, career
opportunities and good working conditions.
Table 5. Motivation of hospitality managers by gender
Work Factor

Ranking
Hospitality Professionals
Men
Women

Appreciation
Interesting Job
Good Working Conditions
Career Opportunities
Loyalty by the organization
Job Security
Feeling of being in on things (participation)
Good Wages
Tactful discipline (The manner in which I am disciplined)
Sympathetic Personal Help

1
2
4
3
5
6
7
8
9
10

3
2
1
5
4
7
6
9
8
10

Pearson ChiSquare
.630
.426
.091
.441
.285
.738
.275
.810
.718
.413

N (Men) = 53; N (Women) = 20

The most important work factor for females is good working conditions,
followed by interesting job, appreciation and loyalty by the organization.
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It is important to note that no significant statistical difference was
revealed between the two groups in the way they ranked the 10 work
factors. The findings, similar to the Simons and Enz study (1995), suggest
that male and female hospitality managers require similar treatment for
optimal motivation. Table 5 presents the ranking of motivational work
factors according to gender and the statistical difference analysis
(Pearson Chi-Square) between the two groups.
Are there any motivational differences between individuals working
at different levels of the management ladder? Research findings suggest
that there are certain differences between low, middle and upper level
managers currently working in the Hospitality industry of Cyprus.
Analysis of Variance (ANOVA) revealed significant differences between
the three groups in the following five work factors: career opportunities,
working conditions, interesting job, feeling of being in on things, and
sympathetic personal help. It is apparent that the level of management
individual managers hold have an impact on the factors that motivate
them.
Once the existing differences among the means of the three groups
were revealed, post hoc multiple comparison tests were utilized to
determine which means differ. The Tukey Honestly Significant
Difference (HSD) test was used since it is a very conservative pair-wise
comparison test, which minimises the possibility for Type I errors.2 The
following Table 6 exhibits the results of the one-way ANOVA
comparison and the Post Hoc Multiple Comparison Tests (Tukey HSD).
Careful analysis of the multiple comparison results showed a number
of differences between the groups. In particular, for the career
opportunities variable differences exist between middle and upper level
managers. For upper level managers, career opportunities are considered
the most important motivator, maybe because they have reached a point in
their career where promotional advancement moves are limited,
especially in an environment characterized by family-owned businesses,
whereas, middle line managers, who have a lot of career opportunities to
advance to upper level positions, do not consider this as their most
important motivator.
A number of significant differences exist between entry and middle
level managers. In particular, entry-level managers give more importance
to the interest in their job compared to middle level managers. In addition,
entry-level managers view sympathetic personal help as much more
important for them compared to their middle level colleagues. It is
2

A Type I error occurs when a true null hypothesis is rejected by a statistical test.
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apparent that entry-level managers would like to have an interesting job
and sympathetic personal help since they are at the first stages of their
career. In contrast, middle line managers with more industry experience
seem to rank such work factors lower.
Table 6. Management level differences: One-way ANOVA and
Post Hoc Multiple Comparison Tests (Tukey HSD)
Source

D. F.

Sum of
squares

VAR: Good Wages
Between Groups
2
.343
Within Groups
70
77.685
Total
72
78.027
VAR: Job Security
Between Groups
2
3.145
Within Groups
70
47.294
Total
72
50.438
VAR: Career Opportunities
Between Groups
2
4.731
Within Groups
70
33.488
Total
72
38.219
VAR: Good Working Conditions
Between Groups
2
5.359
Within Groups
69
28.585
Total
71
33.944
VAR: Interesting Job
Between Groups
2
3.980
Within Groups
70
33.993
Total
72
37.973
VAR: Appreciation
Between Groups
2
1.125
Within Groups
70
32.546
Total
72
33.671
VAR: Loyalty by the Organization
Between Groups
2
1.723
Within Groups
70
34.249
Total
72
35.973
VAR: Feeling of being in on things
Between Groups
2
3.839
Within Groups
70
38.271
Total
72
42.110
VAR: Tactful Discipline
Between Groups
2
2.000
Within Groups
69
59.777
Total
71
61.778
VAR: Sympathetic Personal Help
Between Groups
2
7.543
Within Groups
69
63.110
Total
71
70.653

Mean of
squares

F
Ratio

F
Probab.
(Sig.)

Mean

.171
1.110

.154

.857

EL: 4.30
ML: 4.10
UL: 4.19

1.572
.676

2.327

.105

EL: 4.80
ML: 4.16
UL: 4.38

2.366
.478

4.945

.010

EL: 4.80
ML: 4.23
UL: 4.72

2.680
.414

6.468

.003

*
*

EL: 5.00
ML: 4.23
UL: 4.66

*

EL: 5.00
ML: 4.32
UL: 4.66

*

1.990
.486

4.098

.563
.465

1.210

.304

EL: 4.90
ML: 4.55
UL: 4.53

.862
.489

1.761

.179

EL: 4.80
ML: 4.32
UL: 4.44

1.919
.547

3.511

.035

EL: 4.60
ML: 4.06
UL: 4.50

.021

Post Hoc
Analysis
(Tukey HSD)
EL ML UL

1.000
.866

1.154

.321

EL: 4.30
ML: 3.87
UL: 4.16

3.772
.915

4.124

.020

EL: 4.40
ML: 3.48
UL: 3.97

*
*
*
*

*
*

*
*

Note: EL = Entry Level (N=10); ML = Middle Level (N=31); UL = Upper Level
(N=32)
* Indicates a significant difference between the entry, middle and upper level
managers. Post Hoc Analysis (Tukey test): Significance Level .05 (p<.05)
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The issue of good working conditions was the only variable where
significant differences existed between all three groups. Research findings
revealed that for entry-level managers good working condition is
considered more important compared to their middle or upper level
colleagues. Surprisingly, statistical difference also exists between middle
and upper level managers. Upper level managers seem to give more
importance to the nature of their working conditions compared to their
middle level colleagues.
In summary, the findings suggest that:
• Appreciation, interesting job, good working conditions, career
opportunities, and loyalty by the organization were ranked by
respondents as the top five motivators.
• Job security becomes an important motivator for the over 30’s.
• According to the findings of the research study there are no
significant statistical differences in the motivational profile of
male and female hospitality managers.
• The individual manager’s status level within the organizational
structure influences his/her motivational factors.
The next section of the paper provides a more in-depth discussion of
the findings, including the likely implications of the findings for the
major stakeholders within the Cyprus Hospitality Industry.

DISCUSSION AND IMPLICATIONS
In every healthy organization management has the responsibility to
create, develop and maintain a positive environment in which individual
employees are able to motivate themselves. Research which has been
conducted over the past 50 years has tended to focus primarily on first
line employees with little regard to what motivates the upper levels of the
organizational pyramid. The primary objective of this research activity
was to investigate the factors that motivate hospitality managers in
Cyprus and whether age, gender, and managers’ position in the hierarchy
are influencing factors.
Our findings tend to echo those revealed by Wiley (1995) which
relate to the content motivation theories (McClelland, 1951; Maslow,
1954; Atkinson, 1964; Rotter, 1966) whose focus is on what it is about
the individual, i.e. valuing appreciation for doing a good job, which is
also interesting to perform. An organization with good working
conditions and which provides career opportunities are related to the
environment that attracts the employee’s attention. These factors incite
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and sustain the employee’s behaviour to seek greater goals of success and
achievement (Hollyforde and Whiddett, 2002). Motivational factors such
as appreciation; performing an interesting job; having good working
conditions and career opportunities; and loyalty by the organization,
precede monetary rewards.
To our knowledge at least, it is probably the first time that such an
investigation of what motivates hospitality managers confirms the long
standing assumption that money is not the most important motivator,
even in an environment like Cyprus. Such an assumption has been
frequently scrutinized by a number of hospitality stakeholders who have
argued that in the “unique” environment of the hospitality industry of
Cyprus money is by far the most important motivator. And, this may
come as a surprise for many in the Cyprus Hospitality Industry; the
promise of monetary rewards did not make the top five as an important
motivational factor for this group of individuals.
Furthermore, our findings affirm earlier research which suggests that
motivational factors are likely to change as demographics change
(Weaver 1988; Wiley 1995), as was illustrated by our data which implied
that job security becomes an important motivator for the over 30’s, and
the individual’s managerial level within the organizational structure
influences his/her motivational factors. Interestingly, according to the
findings of the research study, there are no significant statistical
differences in the motivational profile of male and female hospitality
managers.
The top four motivators, revealed through this study define the
quality of the organizational environment, and, do not require a financial
outlay. Employees’ feelings of being appreciated for their contributions,
even in a fast paced, highly volatile environment was considered a crucial
factor for the individuals scrutinized here. The ability to contribute and be
involved with interesting job tasks that not only utilize skills and
capabilities but also help employees to re-discover their potential and
which also benefit the organization require no financial outlay. Good
working conditions which can be achieved with some reorganizing and
restructuring initiatives, with employee input would again require little or
no financial outlay. Opportunities for career advancement would not only
benefit the individual through the realization of his/her ambitions for
personal grow and professional excellence, but the individual’s valueadded contribution would also benefit the organization.
The organization’s personal loyalty towards the employees was the
fifth most important motivator for hospitality managers in Cyprus and is
consistent with Alderfer’s ERG (Existence-Relatedness-Growth) Theory
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(1969). The manifestation of the organization’s loyalty to its employees,
by way of sharing and mutuality of goals and needs, can influence their
motivation and subsequent loyalty to the organization. It’s no secret to
those in the hospitality industry that turnover levels are higher than in
other industries; imagining the potential benefits of having loyal
employees who align their personal goals and objectives with those of the
organization, shouldn’t be too demanding a task, even for the less
enlightened.
In summary, the findings from this study show that the major
motivators for middle managers in the Cyprus Hospitality Industry are
not financial in nature, but rather are related to the intrinsic factors of the
job. Those responsible for managing and thus motivating this group of
people can draw some conclusions from this, as we have. These are
outlined in the next section.

CONCLUSION
We set out to find out what motivates line managers within the
Cypriot Hospitality Industry. Just like learning, motivation is a very
personal phenomenon and it has very little to do with money. It’s about a
positive organizational environment that fosters fairness, trust, respect,
appreciation, career advancement opportunities and loyalty. While many
consider motivation as an expensive quest with uncertain outcomes,
research findings suggest that developing a positive organizational
environment in which the ‘right’ people can motivate themselves is not
expensive. We believe, for example, that, the organization, by showing its
appreciation towards its members or by fostering loyalty to those that
contribute towards the achievement of organizational goals, should not
incur any financial outlay.
Furthermore, because motivation is a very personal phenomenon, it
calls for diverse management strategies which take into account the
motivational needs of individuals. Organizations should take this into
account when consideration is given to the issue of motivation, so that the
emphasis is on finding out what motivates the individuals in the
organization (Wiley, 1995), and by ensuring that timely feedback is
provided to employees if the motivation initiative is to yield the desired
results (McConnell, 2005).
Motivation is a very complex process that directly impacts the
development of all members of the organization, regardless of position
and authority. As the hospitality industry becomes more sophisticated, so
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do the needs of those who work within it. Management holds the key in
developing an environment conducive to the type of motivation that will
enable both front-line employees and managers to perform to the best of
their ability. Thus all members of the organization should be exposed to
an environment that offers both meaningful intrinsic and extrinsic
incentives. In order to gain a broader perspective of motivation in the
hospitality industry, future studies should investigate the motivational
commonalities and/or differences between front-line employees and
managers.
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SUSTAINABLE TOURISM: THE ENVIRONMENTAL
IMPACT OF “UNDETECTED” TOURISM
Tullio Romita1
University of Calabria

In the next twenty years tourism will grow strongly and two thousand million
tourists will invade present and future tourist destinations. As a consequence,
tourism creates unpredictable impacts on the environment. In this context an
important role is played by “undetected tourism”. This term is referred to the
unorganized tourism, which takes places directly between tourists and local
communities, a process still little analysed by official studies and statistics. The
undetected tourism in some western areas, e.g. in Southern Italy, is socially and
economically more important than the organized one. It generates hidden
economical flows. Moreover, this kind of tourism causes serious damages to the
environment, with decay in the quality of life. The paper proposes some corrective
measures for its promotion in Southern Italy.
Keywords:

sustainable tourism,
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INTRODUCTION
The 5th Political and Action Program 1993-1997 of the EC, represents
the first document issued by an organization of international interest in
which there is a direct reference to the need of applying the principles of
sustainable development to tourism. Hence it binds the subscribing
countries to promote policies and strategies which assure tourism
development and the survival of environmental resources (cultural and
natural) on which the future of humanity depends (Montanari, 1993).
If this document had the great value to put tourism sustainability
matters on an international level, the one issued a year later has gone even
further. In 1995, on the occasion of the international conference on
tourism held at Lanzarote promoted by World Tourism Organisation
(WTO), a new document known as “Sustainable Tourism Chart” was
issued. It pointed out the main criteria according to which sustainable
tourism could be achieved:
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418
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a.

to respect social, cultural, and natural equilibrium of tourist
locations;
b. to plan tourism interventions by enhancing the partaking and
acceptance of its positive and negative effects by all the actors
who are directly or indirectly involved in it;
c. to promote the application of those methodologies, technologies
and organizational and managerial actions which have the lowest
negative impact on the environment;
d. to define tourist interventions and strategies exploiting scientific
sources deriving from the collaboration and cooperation of all
qualified tourism and environmental actors.
Tourism is nowadays part of those human activities to keep under
control because it is considered “dangerous” for the environment. This
claim is due to the pressure exerted by the rapid growth of tourism, over
the past 20 years, on the environment, since tourism is currently a social
phenomenon which moves thousands of people, driven by different
motivations towards new and highly-developed places and territories.
The purpose of applying sustainable development principles to
tourism has emphasised three issues. According to the first one, the
environmental resource is not an inexhaustible good. The inevitable
transformations caused by the exploitation of the resources for tourist
aims can lead to the modification of the quality and quantity of the same
resources. It is thus clear that tourism development depends on
environmental resources availability. However it is also obvious that the
same resources will be inevitably worn out, manipulated and transformed
without being able to assure their recovery. Therefore tourism industries
are the first ones to pay the consequences for the enduring degradation of
these environmental resources, up to the decline and impoverishment of
local communities’ social and cultural conditions.
The second issue, emphasising the discussion on sustainable tourism,
argues that environmental resources are common goods which cannot be
freely used. However, nowadays, the approach according to which the
reasons that justify the settlement of productive activities are often seen as
winning over the ones that do not recommend its realization for the strong
degradation on the environment.
The last issue takes into account the reasons underlying the
accomplishment of plans which do not respect and protect environmental
resources. Indeed, the promise of an economic wealth for those territories,
in which an implementation of actions is suggested to develop tourism is
considered a very dangerous initiative for the environment. Therefore, it
is practically impossible to support attitudes opposing previously
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suggested plans, especially in depressed areas, where it is more difficult
to achieve common wealth. It is, also, rarely possible to find solutions
which can guarantee a balanced impact on the territory and landscape
(Romita, 1999).
However, hereafter, we will depict the situation and the methods
through which, yet nowadays, circumstances of unsustainable tourism are
fulfilled:
a) local people confronted with tourism plans which have highly
negative impacts on the environment, are usually inclined to
favour the accomplishment of the plan previously presented,
since they feel that rejecting it could mean opposing economic
and social development of the community in which they live;
b) local public administrators, tend to support the realization of a
plan, even when its utility and environmental sustainability are
uncertain. They do not intend to undertake a position different
from the population’s will and from the economic forces
supporting it.
The so called “ecomostri” ("eco-monsters") are tourist buildings and
infrastructures incompatible with the surrounding landscape and above all
degenerating it.
In conclusion, focusing on the issue of sustainable development
applied to tourism, we have the feeling of finding ourselves in situations
which for many aspects are paradoxical. On one hand it seems clearly
evident that more elevated is the quality and quantity of environmental
resources, higher will be the possibility of success of the tourist sites in
which these resources are present. On the other hand we have learnt that
the more tourism develops, higher will be the possibility that tourism
itself is the cause of permanent damages on the exploited resources, and
on itself.
The way towards sustainable tourism seems to be the one able to
bring together environmental and man’s needs.

PROBLEMS LINKED TO TOURISM SUSTAINABILITY
Why tourism is considered a high-risk economic activity for the
environment?
We can say with absolute certainty that this depends on the fact that
the negative effects of tourism on nature and culture are evident in several
territories. These effects can soon overcome the positive ones (which are
still nowadays dominant) if certain factors are not held under control.
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First of all, we must consider that if on one hand there are continuous
pressures of tourism on the environment, on the other hand we must say
that these pressures will increase in the next 20 years if tourism
production will not change radically adopting sustainability principles.
According to the WTO, the number of tourism travelling around the
world could triple in the near future going from 700 million to about 2
billion a year.
It is evident that new markets, such as China or Eastern Europe, will
open their doors to tourism. Thus large masses of tourists will encourage
economic operators to create new tourist destinations, new
accommodation facilities, restaurants, harbours and airports, roads,
amusement parks, etc. This, can lead to a wrong environmental
management similar to one implemented by traditionally tourist countries.
However, it is also evident for the same reasons, that other tourist sites
will be abandoned by the great international tourist fluxes if they cannot
guarantee a competitive tourist supply towards the emerging countries. In
this case, countries which have made their living on tourism for ages, will
have to cope with a productive change over their territory. Other sites will
have to cope with quantities of tourist masses which are already higher
than the carry-capacity of the territory.
If this is the future situation of tourism, other problems will rise and
get worse, such as the spatial and temporal concentration of tourist
demand, which is the cause of many of the environmental damages. This
is primarily due to the impossibility of overcoming two types of
constraints on which the majority of tourism experience proposals are
planned, that is: the weather and the availability of tourist dwellings and
infrastructures. Most of the world tourism flux is, indeed, concentrated in
those months of the year in which the weather is warm, emphasising a
seaside sort of tourism. In order to satisfy this kind of tourist demand, tour
operators plan their catalogues sponsoring world-famous sea resorts as
their main tourist supply. It is evident that nowadays policies that able to
concentrate tourist fluxes within the carry-capacity of the territory,
environment and population are very uncommon. Thus the intensive
exploitation of the territory and its resources, and its degradation are very
frequent. In this context we should take into consideration the doubts of
those who although looking forward to the development of tourism are
also concerned with the impoverishment of the environment.
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OBSTACLES TO THE DEVELOPMENT OF SUSTAINABLE
TOURISM
This paper has so far looked at tourism as a set of activities and
relationships which evolve around an industrial modern productive
process, governed by two actors: tourists and tourist operators. The
former buy tourist products created by the latter exploiting environmental
and cultural resources, attractions, structures and infrastructures, of a
certain territory. Therefore all the variables of the productive process are
known and so can or could be kept under control.
Indeed, if the tourism system functioned as it has been described, it
would be relatively easy to point out the factors underlying the
unsatisfactory rapport existing between tourism and environment and the
balancing actions. However, although in the past years the population has
become more sensitive towards environmental problems, the main
problem of tourism is to make people accept, share and put into practice
these sustainability rules.
The question is more complicated, and many obstacles impede the
assertion of tourism sustainability, which to our concern, we have to do
with historical and cultural problems which we feel the need to
summarize briefly hereafter.
These problems date back to the initial moments of mass-tourism
development. In the 60s and 70s, under the growing demand of tourism
coming from all social classes, the people who invested in tourism were
about to experience a real social and economic growth. In this context, in
the majority of western countries, tourism developed according to
unwritten rules accepted by society: the first tourist entrepreneurs were
seen as pioneers risking at their own expenses in a field which was not yet
clear. The excessive construction of tourist buildings and infrastructures,
both private and public, were looked at favourably by the community and
local administrators, since they were essential to tourism development. In
addition mass tourists were treated with great receptiveness and gratitude.
The consequences of this situation are:
a) the inheritance of many buildings occupying any space
considered fruitful from a tourist point of view, and which have
not taken into account long term negative effects on the
environment and landscape. Moreover, it is difficult, nowadays,
to think about reconverting these tourist areas in consideration of
the environmental needs, especially if think about the economic
impact of such an initiative;
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b) the presence of a great fragmentation of the tourist economic and
productive structure in many intersection activities, which in the
majority of cases, think and act autonomously far from
predictable and controllable ways of production. Thus the
product is always different even if the actors involved are
carrying out the same task;
c) the existence of a wide, rooted and consistent “off the books”
economy, that is a tourist market which has its own “do-ityourself” strategies and is self-governed according to means and
proprieties which vary from place to place and which are only
partially assimilable to the official tourism market ones.
In such a situation the possibility to implement solutions which are
compatible with ecological issues, “eco-solutions”, is quite complex since
on one hand the range of actors to involve is too wide, and on the other
one there are too many economic interests to protect.
Another problematic issue could be the fact that tourism is seen by its
operators as an economic phenomenon and not a social one. This means
that whatever tourist intervention has in mind, it will be accomplished if it
is profitable from an entrepreneurial, economic and occupational point of
view. Thus environmental issues are set on a second or lower level of
interest, such as the attempt to reconcile environmental and human beings
interests with the entrepreneurs’ needs. It is evident that if we reverse the
approach, the discourse on the protection of the environment would
benefit from a higher attention and consideration, since its reinforcement
leads naturally to a higher quality of life, and so to a better quality of
tourist experience.
Other problems which limit or delay the application of sustainability
principles on tourism issues, are to be found in the leading productive and
marketing approaches in the tourist market. According to these
approaches the territory is seen as the product and the tourists are seen as
its consumers. The territory is not considered anymore as the place in
which tourists can achieve a life experience through the direct contact and
relationship with the environmental, cultural, leisure and natural resources
at their disposal.
In other words, in selling a tourist product, we transfer in the “buyer”
the perception that the purchased product is the tourist destination and not
the elements which constitute the territory. Thus, the criteria used to value
a tourist experience will be:1) the reaching of one’s destination; 2) the
comfort and safety; 3) the leisure facilities; 4) the natural and cultural
resources offered by the territory. This is why, in the majority of cases,
when we describe an experienced tourist stay, the things we remember are
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usually the same: the length and means of the trip, the quality and
quantity of food (rarely typical of the place), the reception and validity of
the accommodating structure; the type and quality of leisure facilities at
one’s disposal. Only after, but not always, we will consider cultural and
natural resources, demonstrating a very often superficial knowledge about
them, usually based on a guide’s description, or on the information taken
up from a brochure. In such a context a tourist will become aware of the
environmental problems, protection and preservation issues, and the
impact of tourism on the environment only if the bad conditions of these
resources disturb his “usage and consumption” of it (for example in the
case of a seaside holiday when the sea gets dirty and polluted).
The last type of problem, which this paper focuses on, is the fact that
“tourism” has always been considered as the product of official
entrepreneurial and commercial circuits, leaving aside the kind of tourism
which is self-governed and spontaneous and which has developed thanks
to social and economic strategies far from law.
This phenomenon is further developed than what is usually thought,
and has occurred in both underdeveloped areas and developed ones,
following the path of the official tourism. This kind of self-governed
tourism creates new destinations and makes pre-existing ones become
more fashionable and tourist. It usually counts more tourists than the
official one and is based on a hidden economy founded on the relationship
between local people and the “others”, and on a wide availability of
private dwellings to sleep tourists. However this is also the kind of
tourism, which eludes control, cynically and treacherously creating most
of the damages on the environment, due to the lack of specific political,
economic, and financial programmes.

UNDETECTED TOURISM
This paper will discuss the effects of unofficial tourism on the
environment. For this reason we will take Calabria, an Italian southern
region with a strong tourist tradition and relevance, as our case study.
Before entering the issue, we would like to discuss some theoretical
aspects which could impede the understanding of some points relevant to
our case. In particular, it is important to specify that hereafter the
expression “unofficial tourism” will be replaced with “undetected
tourism”, since with this term we intend a different phenomenon from the
hidden tourism created by the official tourism, mainly due to the omission
and/or non-registration of tourists by an accommodating structure.
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Moreover this term refers to a social and economic phenomenon which is
neither “invisible” nor “intangible”, that is one can see and touch it, but
which is not yet treated as an integral part of the tourist market, since it is
not analysed and explored by methodical and official studies and/or
statistics (on both a local and national level). For these reasons it is
difficult to relate this kind of tourism to the official one.
The “undetected tourism” in Italy dates back the late ‘60s, when
tourism became an essential necessity for all social classes. Thus a
growing number of individuals started pouring into those tourist places
which were able to offer accommodation to the vacationers and which
presented strong elements of tourism attraction. Tourists’ needs were not
complicated as nowadays, and in many cases a honest and quite
hospitality was enough. While in the forthcoming years in some areas of
the country a tourist development based on formal economy rules was
favoured, in other parts of Italy, especially in the southern regions,
“undetected tourism” has continued its escalation becoming the primary
form of tourism overcoming the official one.
In Calabria, “undetected tourism” arose to satisfy its own population
tourist demand. Thus many houses and apartments were built as “holiday
homes” on the most evocative and uncontaminated costal and mountain
areas. These dwellings were to be used to practice seasonal, residential
and family tourism (that is a stay which could last up to three months at
the seaside or on the mountains for the whole family).
After a couple of years and under the pressure of an increasing tourist
demand from other regions, the local people started investing their own
money on the construction of new “holiday-houses” or on the extension
of their homes. This operation presented the double advantage of
investing on real property which could also produce extra revenue if
turned into receptive dwellings. Thus at the end of the ‘70s the Calabrian
territory counted more than ten thousand dwellings which would have
been entirely used to give hospitality to tourists coming from all parts of
Italy.
Therefore, for more than thirty years, peasants, workers, teachers, etc
have taken the role of receptive operators for at least two months a year. It
is for this same reason that almost all the 800 km of the Calabrian coast
and also the most beautiful mountain areas have undergone a wild
construction phenomenon. This situation has been desired and shared by
all the actors involved (both public and private) since thought as useful
for the development and progress of an area always considered
underdeveloped from both an economic and social point of view.
Nowadays, in Calabria there are one million dwellings over a population
54

TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 2, Number 1, Spring 2007, pp. 47-62

of about 2 million inhabitants (that is one dwelling for every two
inhabitants!) at least 35% of these dwellings are empty (that is one out of
three) and about 60% of them are official registered as “holiday houses”.
It is for this reason that “undetected tourism” has taken advantage
over official tourism.

THE IMPACT OF “UNDETECTED TOURISM” OVER THE
ENVIRONMENT
The Relevance of “Undetected Tourism”
In Calabria “Undetected Tourism” can count on an objectively high
availability of beds thanks to the many holiday houses.
According to ISTAT (Italian Central Statistics Institute) the living
units for holiday purposes in Calabria are about 200 thousand, while it
counts 700 thousand rooms. This data puts Calabria at the 6th position for
the availability living units for holiday purposes and at the 2nd place for
empty houses among the 20 Italian regions. This means that considering
the average value of 1.5 people per room, the total unofficial receptive
capacity of Calabria could be around 1.050.000 beds.1
However, as previously mentioned, willing to determine the
environmental impact, we need to comprehend the quantity of the tourist
fluxes ascribable to the availability of holiday dwellings present in
Calabria. We, thus, need to know the anthropical effects due to
“undetected tourism”. This is very difficult to determine since it is a
hidden phenomenon, and so it is quite impossible to collect data and
statistics useful for this purpose.
In a research published some years ago2, some conclusions have been
traced on the basis of the outcomes of two surveys aiming at defining the
entity of those tourist fluxes generated by “undetected tourism”.
Thanks to a statistical approach, based on daily expenditure recorded
during a whole year in 8 neighbouring communes situated on the
Tyrrhenian coast of Calabria3, the daily population present in high season
has been estimated in minimum 2.7 and maximum 15.3 times superior to
the residential population. Even if the outcomes of this research
overestimated the population present on the territory, we would find
ourselves, however, in front of high figures.
A second study was conducted through a field research on a small
mountain community (about 1.500 inhabitants) in the Calabrian
hinterland.4 The objective of this research was to determine the tourist
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flux in the month of August. The calculation was easy and prompt since
after counting the empty dwellings and the number of people occupying
the houses in different days during the month of August. The research
revealed an average daily presence of 1.400 people (in 451 living units for
holiday purposes), which multiplied by minimum 20 days of stay lead to
the estimation of minimum 28.000 tourist presences in the only month of
August.5
The Physical Impact
As we have previously affirmed, “undetected tourism” counts
1.050.000 beds. This capacity is widely superior to the entire receptivity
of hotels present on the regional territory, which counts 190.000 beds,
thus 5 times inferior to the carrying capacity of private dwellings.6
However the most extraordinary data from the point of view of the
physical impact on the environment, and which should make
environmental sustainability promoters ponder on, is that while receptive
accommodations have their beds spread over 1.186 structures, the
“undetected tourism” has its beds distributed in about 200.000 living
units, they still represent a built-up area about 20 times superior to that of
the official receptive structures.
What is more important from the point of view of the impact on the
environment is the quality of this relationship between tourist structures
and environment, which in this case study gives an advantage to the
official tourism.7
The “undetected tourism” has found a fertile ground in a territory that
has registered a tourist demand higher than the real official tourist offer,
and which complies the development of invisible economic activities.
“Undetected tourism” has, indeed, gained power through typical
strategy of hidden and informal economy (i.e. unbalanced, short-term,
informal, anomic, illegal mechanisms based on individual relationships
and low entrepreneurial value) (Bagnasco, 19994; Roma, 2001; Istat,
2001). In order to be achieved, these mechanisms need the complicity and
support of public opinion, of local private and public bodies. They have
established themselves throughout the years thanks to widespread
economic benefits, which are able to generate this kind of tourism.
“Undetected tourism” gives profits not only to people who rent their
houses, but also to many other different activities. In such a context, it’s
the environment to pay the negative consequences, for at least two
reasons. Firstly, in a context driven by a hidden economy, the economic
wealth which is produced favors the private organizations, while the
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necessary costs to produce such wealth are ascribed to the public actors.
For this reason the public sector has to make its choices on which plan to
fulfil, and it is obvious that those plans with a minor negative impact on
the population, more than on the environment, will be favoured. For
example, last summer the high level of pollution of the Calabrian sea
caused a sound protest by tourists (both those lodged in private houses
and those lodged in hotels) spending their holidays on a wide stretch of
coast (over 40 km.) of the Tyrrhenian sea. Many of these tourists changed
their plans moving to other tourist places. The judicial inquiry set up has
established that many purification plants didn’t work regularly, because
broken or in order to keep the costs low. They are often underestimated
with regard to the population present on the territory during the tourist
season.
The second reason which is partially linked to the first, is that
“undetected tourism” has caused an unruly cementation, in order to fulfil
the need of public and private structures for this kind of tourism. This
explains why in each Calabrian common there are structures and
infrastructures, such as soccer fields, tennis courts, etc., which do not
have an economic or social motivation for their existence, since in the
best cases for 10 months each year they are almost never used. According
to us, this would act in opposition to the interests of “undetected tourism”.
In a context in which a hidden tourist economy prevails, it is merely
possible to offer tourists common services which are present on the
municipal area, such as those planned and accomplished by local public
administrations, but which cannot be run for their economic
unproductiveness. This reason, together with all the motivations discussed
till now, justifies the state of degradation of the majority of public
constructions and infrastructures supporting tourism.
The Pressure on the Territory
In addition to what has been stated previously, the pressure on the
environment is highly noticeable also because very often the carrying
capacity of the tourist location is exceeded.
We have already seen that there is a conspicuous lodgings capacity in
Calabria since this region counts about 1.240.000 beds, of which 84% is
provided by private dwellings that are undetectable in the official
statistics, while the remaining 16% is provided by hotels and other
official accommodating structures.
Moreover, during high season the population generated only by the
“undetected tourism”, without counting the one produced by official
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tourism, can be from 3 to 15 times larger than the resident one, which
means that it can gather values which are notably superior to the
minimum ones which scientific literature considers unacceptable
(Chambers, Simmons and Wackernagel, 2002; Beato, 1995).
These negative effects can be observed in Calabria, especially in
summer. As evident consequences, many tourists, change their holiday’s
destinations.
The Landscape Pressure
The “landscape” can be seen as a great living organism, whose
biological characters and whose perceivable forms are the result of the
dynamic overlapping of natural and cultural components. Its relationships
are recovered and balanced in time acquiring a much more autonomous
life, so that they are able to support themselves. As natural components
and actions we intend all the elements constituting the complex
ecosystem based on the laws of nature, which determine the physical form
and the equilibrium of the Earth. While for cultural components and
actions we intend all those actions caused by man, their historical
overlapping and their consequences on the territory (Oneto, 1985).
However great theoretical problems are faced when, in the attempt to
create meanings which can express universal semantic sense, we try to
define the currently used word “landscape”, which gives wide space to
interpretation. In fact, from a general point of view, “landscape” is a piece
of territory seen from a prospective and descriptive position, and with an
emotional connotation to which we can associate an artistic and aesthetic
value.
There are not a unique landscape, and within it there are more ‘sublandscapes”. The operation of defining, describing, illustrating and
specifying it cannot be univocal, since it varies according to the
experiences, knowledge, life, mood and sensibility of each of us. In other
words, the idea of landscape which we are able to express each time
comes from the image of landscape that we have and to which we refer,
that is that landscape which we think and/or wish to exist. Tourism is
made of images, that conveying feelings and sensations, stimulating our
fantasy and matching themselves with individual aspirations and
knowledge, create the idea of landscape that we would like to experience.
Tourists do not always find the landscape they expect. This happens
for three reasons:
1) Tourists often create their own image of the landscape only on
the basis of the well-constructed and inviting settings depicted
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on hotel and tourist brochures, or any other promotional means
that, attempting to attract the tourist, emphasises the tourist
element on which the supply is based, but reducing or leaving
out other features;
2) tourists who have already been to a place expect the same
landscape when the return, but during the years changes can
occur and can intensely modify its main characteristics, and
degrade its original features;
3) when the basic element presents accessible and usable problems.
In these situations, the tourist realizes that the landscape is different
from what he has expected and can value to what extent this will
compromise his future choices.
“Undetected Tourism” has not preserved the landscape, because it
has not respected the local natural and cultural vocation disregarding the
basic exploitation rules of the territory for tourist aims.
As observed elsewhere, the view seen from the train or car travelling
along the Calabrian coasts is made by constructions everywhere, by walls,
barriers and buildings that hidden the natural resourses and the
“landscape” (Scaglione, 2003).
The seascape has been more afflicted than the mountains, not because
it is more expensive to tackle nor because there is a holiday dwelling rate
inferior which has slowed down the creation of extra supporting structures
and the speculative will. In fact, we can observe the same level of
landscape alteration which may be found at the seaside, even in the
mostly developed mountain areas of Calabria.
In other words, “undetected tourism” is a phenomenon which has
radically transformed the landscape in its basic components.

CONCLUSIONS
This paper has attempted to prove how “undetected tourism” can
cause several damages to the environment which can be compared, or are
superior to those generated by the “official tourism”.
In our specific case, we have demonstrated the need to take into
consideration “undetected tourism”, since it can create many positive and
negative effects on the territory and on its environmental resources if it is
widespread. “Undetected Tourism” is a complex phenomenon. It is of
great relevance for the territory having positive implications for the
economic life of its population, but it also generates negative effects on
the environment and on tourism itself: it interferes significantly with the
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urban development of the territory and in many cases it has overcome
what we have called “official tourism”; it represents an economic and
social resource for many local communities; it is self-governed and thus
difficult to trace back towards the industrial managerial logic; its positive
aspects should be enhanced and led towards a better visibility, openness
and governability in order to reduce its negative effects.
This contribution also represents an invitation to deal with the
question of sustainability in the field of tourism remembering that this
hidden type of tourism is spread all over the world and that its negative
effects can be controlled only if supported by political and operative
choices which can make it come out and so rule it.
A theoretical and methodological approach could be suggested firstly
by distinguishing the tourist market into two categories: “self-directed”
tourism, which we have named “undetected tourism”, and “otherdirected” tourism, which has been referred to as “official tourism”;
secondly, providing the “undetected tourism” with judicial, economic,
social, and environmental rules necessary for its functioning and for its
governability; and at last granting local communities a fundamental role
in the management and evaluation of the different types of impacts of the
hidden and official tourism on the environment. This means that it is
necessary to restore the communities with a role of great responsibility in
the proposition and execution of a model of tourist development by
integrating official and undetected tourism. In this way there will be a
better administration of the territory and its resources.
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EDNOTES
1.

2.
3.

4.
5.

6.
7.

The ISTAT statistics mentioned to in this paper date back to 1991. In 2001,
in the last “Population and Inhabitations” census carried out in Italy ISTAT
did not detect the data concerning holiday houses which in the meantime has
surely increased.
This question has been specifically dealt with in a work published in 1999
(Romita, 1999).
The analysis was possible thanks to the collaboration of some business
consultants, who gave some information on the daily takings made in 1996
by some business activities throughout the year (Bartalotta, 1997).
The study has been carried out by a group of researchers coordinated by the
author of this paper.
Considering the official statistics it is difficult to include this place in a
tourist discourse, since it has only one small hotel with a limited number of
beds. In the case of “undetected tourism” instead the situation changes and
this place will join again the other tourist destinations of Calabria.
The data refers to year 2004.
We can also affirm that all the information and indicators available suggest
that this observation is true in general, and certainly in all those areas of the
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world in which the phenomenon presents a wide diffusion and a
consequential minor vocation towards the realization of industrial tourist
activities.
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SERVICE QUALITY OF TRAVEL AGENTS: THE
VIEW POINT OF TOURISTS IN EGYPT
Ghada Abd-Alla Mohamed1
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Globalization, liberalization, and the internationalization of services are difficult
challenges facing travel agents in Egypt. Thus, service quality is very important to
be in competition, it is a key factor in differentiating service products and building
a competitive advantage in tourism. The purpose of this study was to assess
customers' expectations and perceptions of service provided by travel agents, and
to discover how the service factors were related to overall satisfaction. The
results of factor analysis suggested five factors derived from 26 attributes
affecting service quality, and the result of regression analysis of these five factors
of the service quality indicated that overall customer satisfaction was highly
affected by resource and corporate image. The study concluded that customers'
expectations of service quality exceeded their perceptions, with the tangibility
dimensions having the largest gap.
Keywords:

service quality; perceptions and expectations; SERVQUAL;
customer satisfaction

INTRODUCTION
Tourism is the world's largest industry and makes a major
contribution to the economies of most developed and developing
countries (Jones & Haven-Tang, 2005). Tourism is being used as a
ubiquitous vehicle for economic development and diversification and
integral element of Economic Development Policy at a local, regional and
national levels (Sharpley, 2002). Globally, the World Travel and Tourism
Council (WTTC) estimates tourism employment at 214, 697,000 jobs or
8.1% of total employment, contributing US$ 4217.7 billion or 10.4% of
gross domestic product (GDP) in 2004 (WTTC, 2005) and predicts that
tourism employment will grow to be a quarter of a billion jobs by 2014
(WTTC, 2003).
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Sustaining tourism as a vehicle for economic development in any
destination depends on maintaining destination competitiveness (Jones &
Haven-Tang, 2005).
Kozak (2004) defines competitiveness as the degree to which a
nation can, under free market conditions, produce goods and services that
meet the taste of international markets, while simultaneously maintaining
and expanding the real income of its citizens. In this respect, Egypt
received 8.104 million tourists in 2004 and 8.6 million tourists in 2005
with a percentage increase of 6.2%. Additionally, Egypt occupied the
24th rank in the list of the biggest destinations all over the world in 2005,
while it occupied the 34th rank for many years in that list (WTO, 2006).
According to the Egyptian Travel Agents Association (2005), Egypt
has 1114 travel agents including 912 travel agents category "A" which
have been allowed - according to the Egyptian law - to organize and
receive outbound or inbound tours.
Egypt received 5.746 million tourists in 2003 (WTO, 2005)
comparing with 2.5078 million tourists in 1993 with 129 % growth
(Ministry of Tourism, 2003). This was reflected on the international
tourism receipts to Egypt which reached 4.584 US$ million in 2003 and
6.125 US$ million in 2004(WTO, 2005), whereas the receipts were 2.152
US$ million in Morocco and 826 US$ million in Jordan in 2004 (WTO,
2005).
Undoubtedly, travel agents are the engine of this tourism movement.
The services offered by travel agencies Category "A" include organizing,
sightseeing tours and package tours, providing travel information, serving
as middleman for accommodation and transportation bookings, issuing
air tickets, and arranging car rental services.
The search for competitive chances through better quality products
for tourists, and the pursuit towards excellence leading to respective
implementation constitute a great concern to both public and private
organizations that maximize the value chain of the tourist experience. In
particular, consumers are increasingly demanding a quality product that is
not always available. Such demand is now driving competitive strategies
(Soriano, 1999).
While some believe that quality is defined as "the best", "the finest",
"the greatest”, "the most expensive”, or “most superior", others correctly
define quality as "doing the right things right". In a service organization,
doing the right thing simply means balancing the three sets of
expectations in the organization: the expectations of internal
customer/associates (staff members and managers), external customers
(those who purchase the organization’s products and services), and
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financial supporters (Owners and investors-public or private) (King, and
Cichy, 2006).
The overwhelming customer demand for quality service and value
product has become clear to the management of travel agents recently.
Among all these customer demands, service has been increasingly
recognized as a critical factor for the success of any business
(Parasuraman et al., 1988; Gronoos, 1990). However, it is important to
understand customers' attitudes towards the quality of the service
provided by travel agents, before implementing any service-improvement
programs (Lam& Zhang, 1999).
In the light of the previously reviewed literature, the purpose of the
study is to assess the customers' expectations and perceptions of travel
agents' service quality and to identify the gap between these expectations
and perceptions. In this context, the targeted objectives of this research
are: First to identify customers` expectations and perceptions of the
service quality, and the gap between the expectations and perceptions;
and second, to explore the impact of factors determining service quality
on overall customer satisfaction.

SERVICE QUALITY
Quality is something that almost every person and every organization
think they have-and yet very few people can define what it means. The
problem in using superlatives in defining quality is that we tend to equate.
Accordingly, it would be impossible to run a "quality" in travel agency
that sells package tours charged average rates and sold to the average
tourists. In addition, the vast majority of tourists would be unable to reach
quality. This, of course, is not true at all. Quality is not a function of how
much something costs but, rather, how well it meets the expectations of
those who purchase it (Al-Alak and Al-Taèe, 2001).
In the service industry, definitions of service quality focus on
meeting customers' needs and requirements, and how well the service
delivered meets the customers’ expectations (Lewis and Booms, 1983).
Service quality can thus be defined as" the difference between customer
expectations of service and perceived service”. If expectations are greater
than performance, then perceived quality is less than satisfactory and
hence customer dissatisfaction occurs (Parasuraman et al., 1988; Lewis
and Mitchell, 1990). Gronoos (1984) stated that, perceived quality of
service was dependent on the comparison of expected service with
perceived service, and thus the outcome of a comparative evaluation
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process. For such a purpose, Sweeney et al. (1992) used the conjoint
analysis method to examine the trade off function in the service area, and
found that low price contributed negatively to service quality
expectations, but positively to service selection.
Parasuraman et al. (1985) defined "service quality" as " he degree
and direction of discrepancy between customers` perceptions and
expectations", and "Perceived service quality" as "the gap between
customers` expectations and perceptions, as a measurement of service
quality". So, the smaller the gap, the better the service quality provided,
and the greatest the customer satisfaction.

EXPECTATIONS, PERCEPTIONS, AND SERVICE QUALITY
Parasuraman, Zeithmal, and Berry (1988) defined “perceived service
quality" as "a global judgment, or attitude relating to the superiority of the
service. They linked the concept of service quality to the concepts of
perceptions and expectations in this way. "Perceived quality is viewed as
the degree and direction of discrepancy between consumers` perceptions
and expectations" (Heung, et al., 2000). Thus, they suggested that
customers` assessment of overall service quality is based on the gap
between their expectations and their perceptions of performance levels.
They represented that concept using this equation:
Q = P - E; or SERVQUAL Score =Perception Score – Expectation Score.
But how do buyers form their expectations? Expectations are based on the
customers' past buying experiences, the opinion of friends, and marketer
and competitor information and promises.
Edvardson, et al. (1994) defined “quality” as the right quality is
achieved when expectations are fulfilled, needs satisfied and demands met
those of the customers, staff and owners. They also pointed out that a
quality system should cover at least three aspects: customer-perceived
quality, the processes in service production, and a systematic approach to
conduct the quality project.
Miller (1977) suggested that consumers' expectations could be
differentiated into those that are ideal, those that are expected, those that
are deserved, and those that are the minimum tolerable.
Olson and Dover (1979) subsequently proposed that an expectation is
the perceived likelihood that a product possesses a certain characteristic
or attribute or will lead to a particular event or outcome.
Berry and Parasuraman (1991) offered two levels of expectations,
namely; desired and adequate. They defined the level of service the
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customer hopes to receive as "the desired level", while the level of service
that the customer finds at least acceptable they called "the adequate
service level”. According to this approach, customers carry two sets of
expectations. One set involves the level of service that they will find to be
at least adequate, while the other set involves the desired level of service.
Through total quality programs, managers strive to eliminate failures
and increase the guests' perception of product quality (Kotler et al., 2005).
Therefore, Marketers must be careful to set the right level of expectations.
If they set expectations too low, they may satisfy those who buy but fail
to attract enough buyers. In contrast, if they raise expectations too high,
buyers are likely to be disappointed (Kotler, 2005).
According to a variety of definitions of service quality proposed by
various authors, two distinct features of service quality could be
identified. First, because service cannot be produced in advance, quality
service must exceed consumers' expectations. Second, the outcome of
quality service is important as the process to deliver it (Hong Yen, 2000)
Consequently, a travel agency could face two potential service gaps.
one is the gap between the level of service that the customer actually
perceives and what that customer consider, adequate and the other is the
gap between what is perceived and what is deserved to measure the
adequacy gap, which Berry and Parasuraman called "the measure of
service adequacy" (MSA), in which one subtracts customers` rating of
adequate service from the perceived level of service. Likewise, to
measure the desired service gap, or to calculate the measure of service
superiority ("MSS", as Berry and Parasuraman called it), the formula is:
MSS= Perceived service level – desired service level.
Berry and Parasuraman (1991) went on to assess an operation's
competitive status regarding service quality based on the MSA and MSS
Scores. In this typology, an operation may fall into one of the following
three broad categories based on service quality: Competitive
disadvantage, competitive advantage, and customer franchise. A company
that has negative MSA and MSS scores is at a competitive disadvantage,
because its service falls below what customers consider being adequate,
let alone what they desire. The middle group occurs when a company's
MSA scores are positive and MSS scores are negative. That company is
said to have at least competitive advantage, because its services exceed
the minimum level of customer expectation even though they are below
the desired level of service.
One usually finds that the minimum level of expectation tends to
escalate as customers become more familiar with a firm or if the company
promises increasingly higher levels of service .Finally when a company' s
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MSA and MSS scores are both positive , Berry and Parasuraman (1991)
termed that as "having a customer franchise". By meeting or exceeding
the desired service levels (not to mention the expectations of adequate
service), the operation develops loyal customers.

THE SERVQUAL INSTRUMENT
In the service literature, a number of studies operationalise theoretical
frameworks and introduce various methodologies to measure service
quality in different tourism sectors (Saleh and Ryan, 1991; Pizam &
Milman, 1993; Getty &Thompson, 1994; Ryan & Cliff, 1997). While
there have been efforts to study service quality, there has been no general
agreement on the measurement of the concept. The majority of the work
to date has attempted to use the SERVQUAL methodology in an effort to
measure service (Parasuraman et al., 1985; 1988).
SERVQUAL instrument was developed by Parasuraman, Zeithaml,
and Berry (1985) that focuses on the notion of perceived quality.
SERVQUAL as the most often used approach for measuring service
quality has been to compare customers' expectations before a service
encounter and their perceptions of the actual service delivered (Gronoos,
1982; Lewis and Booms, 1983; Parasuraman et al., 1985) Exploratory
research conducted in 1985 showed that consumers judge service quality
by using the same general criteria, regardless of the type of service.
Parasuraman, Zeithaml, and Berry capture these criteria using a scale
composed of 22 items designed to load on five dimensions reflecting
service quality. Each item is used twice: first, to determine customers'
expectations about firms in general, within the service category being
investigated; and second, to measure perceptions of performance of a
particular firm. These evaluations are collected using a 7-point Likert
scale. According to the authors, the service quality is then the difference
between customers' perceptions and expectations.
It has five generic dimensions or factors and is stated as follows (Van
Iwaarden et al., 2003):
1. Tangibles: Physical facilities, equipment and appearance of
personnel.
2. Reliability: Ability to perform the promised service dependably
and accurately.
3. Responsiveness: Willingness to help customers and provide
prompt service.
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4.

Assurance (including competence, courtesy, credibility and
security) Knowledge and courtesy of employees and their ability
to inspire trust and confidence.
5. Empathy (including access, communication, understanding the
customer) Caring and individualized attention that the firm
provides to its customers.
Luk et al. (1993) employed SERVQUAL to investigate customers`
expectations regarding the quality of organized tour service. Le Blanc
(1992), on the other hand, carried out an exploratory study of customers'
perceptions of service quality in travel agencies in Canada. Nine
dimensions of service quality were identified similar to those identified
by Parasuraman et al. (1985, 1988) Besides, Lam and Zhang (1999) used
SERVQUAL to assess the customers` expectations and perceptions of
service quality, and to identify the gap between these expectations and
perceptions.
A number of criticisms have been made regarding the underlying
conceptualization and operationalisation of the SERVQUAL model and
scale (Cronin & Taylor, 1992; Brown et al., 1993). Babakus and Boller
(1992) identified a number of methodological problems with the
SERVQUAL scale .Carman (1990) stated that the 22 SERVQUAL items
could not be used exactly as designed unless modifications to items and
wordings are made to accommodate the new settings. Peter et al. (1993)
and Brown et al. (1993) made a compelling argument about the reliability
and discriminate validity of the SERVQUAL methodologies. Ryan and
Cliff (1997) in their study of travel agencies` service quality, found a
pattern of results that were similar to these of Brown et al. (1993). It is
notable that the correlation between perceptions and total satisfaction was
high in both studies, which raised a question about whether the
perceptions scale is almost a good measure of "satisfaction" or "quality",
and that "the perceptions" component outperforms the SERVQUAL
instrument (Callan,1994). Teas (1993) challenged the ideal point of
expectation construct that Parasuraman et al. developed.
Despite the criticism of the applicability of SERVQUAL, many
researchers have found that the instrument is useful for measuring service
quality. Fick and Ritchie (1991), studying perceived service quality in
airlines, hotel, restaurants and ski sectors, demonstrated the usefulness of
the SERVQUAL instrument to indicate the relative importance of
expectations in affecting customer satisfaction. Based on the
SERVQUAL application, Coyle and Dale (1993) identified different
determinants of service quality from the viewpoints of hotel guests and
hotel management. Martin (1995) compared the importance/ performance
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analysis technique and the SERVQUAL technique in the measurement of
service quality in the hotel industry, and discovered significant
differences between management and employee perceptions of service
quality. Bojanic and Rosen (1994) applied the SERVQUAL instrument to
a particular restaurant chain, and found that the three most important
expectations of restaurant patrons were assurance, reliability and
tangibles. Apart from these, there have been many other studies applying
the instrument and its approach to investigate customer expectations,
perceptions and satisfaction (Parasuraman et al., 1991; McCleary et al.,
1993; Knutson et al., 1995).
Table 1. Quality dimensions and attributes
The Cranfield
View

Berry’s 1985 SERVQUAL

Berry’s 1990 SERVQUAL

Specification
Conformance
Reliability
Delivery
Value

Reliability
Responsiveness
Competence
Access
Courtesy
Communication
Credibility
Security
Understanding
Tangibles

Tangibles
Reliability
Responsiveness
Assurance
Empathy

Source: Al-Alak and Al-Taèe, 2001
Within this intuitive, or explicit, exchange value framework which
customers use to make relative quality judgments across competing
offers, it has also been suggested that a series of generic attributes,
exhibited in most product or service offers, is adopted to provide a
standard reference for such purposes. Work undertaken by Cranfield
Institute has suggested that there are five dimensions of quality in this
respect. Alternatively the SERVQUAL dimensions formulated by Berry,
Zeithaml and Parasuraman (1985) extend the Cranfield view further.
Furthermore, the results of their more recent research (Berry, Zeithaml
and Parasuraman, 1990) indicate the main attributes used by customers to
judge service quality (Al-Alak and Al-Taèe, 2001). Figure (1) illustrates
the dimensions and attributes proposed by these authors.
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MODEL OF SERVICE QUALITY GAPS
There are seven major gaps in the service quality concept (Shahin,
2004), which are shown in the following figure. The model is an
extension of Parasuraman et al. (1985), Curry, 1999 and Luk and Layton,
2002.
Figure1. Model of service quality gaps
Word of mouth
communications

Personal needs

Past experience

Expected service
GAP5
GAP6
Consumer
Perceived service

Provider

GAP1

Service delivery
including pre-and
post-contacts
Employee
perceptions
of
consumer

GAP7

GAP4

External
communications to
consumers

GAP3
Translation of
perceptions into service
quality specifications
GAP2
Management perceptions
of consumer
expectations

According to the following explanation (ASI Quality Systems, 1992;
Curry, 1999; Luk and Layton, 2002), the three important gaps, which are
more associated with the external customers are Gap l, Gap 5 and Gap 6;
since they have a direct relationship with customers .
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Gap l: Customers' expectations versus management perceptions: as a
result of the lack of a marketing research orientation, inadequate upward
communication and too many layers of management.
Gap 2: Management perceptions versus service specifications: as a
result of inadequate commitment to service quality, a perception of
unfeasibility, inadequate task standardization and an absence of goal
setting.
Gap 3 : Service specifications versus service delivery: as a result of
role ambiguity and conflict , poor employee-job fit and poor technologyjob fit, inappropriate supervisory control systems, lack of perceived
control and lack of teamwork.
Gap 4: Service delivery versus external communication: as a result of
inadequate horizontal communications and propensity to over-promise.
Gap 5: The discrepancy between customer expectations and their
perceptions of the service delivered: as a result of the influences exerted
from the customer side and the shortfalls (gaps) on the part of the service
provider. In this case, customer expectations are influenced by the extent
of personal needs, word of mouth recommendation and past service
experiences.
Gap 6: The discrepancy between customer expectations and
employees' perceptions: as a result of differences in the understanding of
customer expectations by front-line service providers.
Gap 7: The discrepancy between employees’ perceptions and
management perceptions: as a result of the differences in the
understanding of customer expectations between managers and service
providers.
According to Brown and Bond (1995), "he Gap model is one of the
best received and most heuristically valuable contributions to the service
literature. The model identifies seven key discrepancies or Gaps relating
to managerial perceptions of service quality, and tasks associated with
service delivery to customers. The first six Gaps (Gap l, Gap 2, Gap 3,
Gap 4, Gap 6, and Gap 7) are identified as functions of the way in which
service is delivered, whereas Gap 5 pertains to the customer and as such is
considered to be the true measure of service quality. The Gap on which
the SERVQUAL methodology has influence is Gap 5.

CUSTOMER SATISFACTION
Thus, consumers form judgments about the value of marketing offers
and make their buying decisions based on these judgments. Customer
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satisfaction with a purchase depends on the product's performance relative
to buyer's expectations. A customer might experience various degrees of
satisfaction. If the product's performance falls short of expectations, the
customer is dissatisfied. If performance matches expectations, the
customer is satisfied. If performance exceeds expectations, the customer
is highly satisfied or delighted. (Kotler, et al., 2005). More than thirty-five
years ago, a company's first task is to "Create Customers." However,
creating a customer can be a difficult task. Customers choose the service
offering them the most value, customers are value-maximizes, they
compare value they receive in consuming the product to the value
expected; this affects their satisfaction and repurchase behavior. Customer
satisfaction with a purchase depends on the product's performance
relative, to the buyer's expectations. A customer might experience various
degrees of satisfaction.
Measuring customer satisfaction
Companies use the following methods to measure how much
customer satisfaction they are creating (Kotler, et al., 2005).
1. Complaint and Suggestion Systems:
A customer centered organization makes it easy for customers to make
suggestions or complaint such systems not only help companies to act
more quickly to resolve problems, they also provide companies with
many good ideas for improved products and services.
2. Customer satisfaction surveys:
Simply running complaint and suggestion systems may not give the
company a full picture of customer satisfaction and dissatisfaction.
Studies show that one of every four purchases results in consumer
dissatisfaction customers bother to complain-most customers simply
switch suppliers. As a result, the company loses customers needlessly.
Responsive companies take direct measures of customer satisfaction
by conducting regular surveys. They send questionnaires or make
telephone calls to a sample of recent customers to find out how they feel
about various services of the company's performance. They also ask about
the buyer's views on competitor performance.
Although the customer-centered firm seeks to deliver high customer
satisfaction relative to competitors, it does not attempt to maximize
customer satisfaction. A company can increase customer satisfaction by
lowering profits. In addition to customers, the company has to satisfy
stakeholders, including employees, dealers, suppliers, and stockholders.
The company must deliver a high level of customer satisfaction while
73

Ghada Abd-Alla Mohamed

delivering at least acceptable levels of satisfaction to the firm's other
stakeholders.
Today's winning companies track their customer’s expectations,
perceived company performance and customer satisfaction. Customer
satisfaction measures are meaningful only in a competitive context, thus
companies must monitor both their own and their competitors customer
satisfaction performance.
For customer centered companies, customer satisfaction is both a
goal and a major factor in company success. These and other companies
realize that highly satisfied customers produce several benefits for the
company. They are less price sensitive, and they remain customers for a
longer period. They buy additional products over time as the company
introduces related products or improvements and they talk favorably to
others about the company and its products (Kotler et al., 2005).

METHODOLOGY
Cross sectional survey was used and one self administrated
questionnaire was distributed to collect the data from the targeted sample.
The survey was conducted in January and February, 2006, in the peak
season of the tourism in Egypt.
The questionnaire consists of four main parts. Part one dealt with the
sociodemographic data of the respondents. Part two concentrated on the
customers' expectations of the service quality on a 7-point Likert scale,
ranging from "strongly disagree" which took score 1 to "strongly agree"
which took score 7. Part three was to assess the customers' perceptions of
the service quality on the same 7-point Likert scale .Part four was to
evaluate the customers' overall satisfactions of the service quality , on a 7pionts Likert scale ranged from "very dissatisfied" which took score 1 to
"very satisfied" which took score 7.
The questionnaire was distributed in Cairo because tours in Cairo
include many details which must be dealt carefully by travel agencies.
Additionally, in Cairo, there are many travel agents, and the tourists were
easily found.
A pilot study was conducted to assess the reliability of the attributes,
and to ensure that the wordings of the questionnaire was clear.
The sample size was 400 tourists. Only 226 responses were valid
resulting in a 56.7 % percent response rate. The population of this study
was all the current users of travel agents. The current users were defined
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by Fick and Richie (1991), as "someone who had visited one or more
travel agencies within the previous three months".
The descriptive statistical analysis was used to investigate the
sociodemograghic profile of the respondents. Paired t-tests were
conducted to assess the significance of differences between the two means
of expectations and perceptions at a significance level of p < 0.05. The
principle component analysis was conducted to reduce the 26 service
attributes into a set of simplified dimensions; these attributes were used
by Lam&Zhang, 1999 and Shahin, 2004.
Multiple regression analysis was also conducted to investigate the
impacts and the relative importance of the new dimensions, obtained from
the principle component analysis, on the dependent variable which was
the customer's overall satisfaction.

FINDINGS AND DISCUSSION
Table 2 shows that 57.5% of the respondents were male. Most
respondents were in the age range 35-44 representing 26.1% and 55-64
representing 23.9%. Regarding the occupation, the majority of the
respondents were professionals representing 33.3%, executive managers
(16.7%), and housewives (12.1%). When investigating the purpose of the
last trip, a leisure purpose dominated the sample as it represents 59.8% of
the total respondents. Visiting relatives/friends constitute 19.7%, while
business purposes constitute 10.6%. The data also illustrate that "once a
year" as an average of use of travel agency services dominated the
sample (36.4%), "twice a year" (30.3%) and "less than once a year"
13.6%.
Table2. Profile of the travel agency user respondents (n = 226)
Percentage of
the total

Variable
Gender

Male
Female

57.5
42.5

Age

18-24
25-34
35-44
45-54
55-64
More than 64

11.5
19.5
26.1
12.4
23.9
6.6
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Occupation

Executive/ manager
Professional
Student
Worker
Retired
Housewife
Others

16.7
33.3
11.4
6.1
6.1
12.1
14.4

Purpose of last trip

Business
Leisure
Visiting relatives/ friends
Others

10.6
59.8
19.7
9.8

Average use of travel agency
services

Less than once a year
Once a year
Twice a year
Three times a year
Four times a year
Five times or more a year

13.6
36.4
30.3
13.6
3.8
2.3

Expectations and perceptions of service quality and gap
values
Table 3 shows the perception means, expectation means, gap means
and t value regarding the differences between perceptions of received
service quality and expectations. The results showed that customers had
not got high expectations of travel agents as the highest mean of
expectation was for the provision of service right the first time, followed
by visually appealing promotional brochures (mean = 5.06). They look
for the best for the interests of their customers", "appealing office décor,
and sufficient resources to offer good service" (mean > 5).
As shown in table 3, customer perception scores were not high as the
highest score that reached 4.70 and registered to the Promotion strategies
to project image. One can see that all rest means of attributes were lower
than 4.41. Actually, it must be noted that all the expectation scores in
relation to the service attributes in this study were higher than the
perception scores, indicating that each service attribute suffered a service
quality shortfall. The largest gap scores were found for "the material
elements and documents that have to also with the service are visually
appealing" (gap score = -1.06, and "Employees look clean and tidy"
(mean score =-0.99). According to Kang et al., 2002, The research on
measuring service quality has focused primarily on how to meet or exceed
the external customer's expectations, and has viewed service quality as a
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measure of how the delivered service level matches consumer's
expectations. These perspectives can also be applied to the employees of a
firm and in this case, other major gaps could be closed in the service
quality gaps model). That was followed by "the physical facilities that are
visually appealing" (mean score=-0.98). The paired-sample t-test was
conducted to examine the significance of the differences between the
perception means and expectation means of all the 26 attributes. The
results showed that there were significant differences between perceptions
and expectations of all attributes. The negative signs of the gaps are
indicating that the perceptions are lower than the expectations. It is
important to confirm that the negative gap is not necessarily implying that
the customer is not satisfied. Pearce (1991) and Hughes (1991) have
argued that tourists may be satisfied even though their experiences did not
fulfill their expectations. Tourism mangers are supposed to be responsible
for guest satisfaction, but they often find little guidance on how to
determine whether they have delivered a satisfactory service experience
(Yüksel and Rimminigton, 1998).
From a managerial perspective, it would seem important to track
trends of the extent to which expectations are met over time as well as
trends in performance. The use of difference scores gives managers a
better understanding of whether increasing expectations or diminishing
performance might be responsible for declining service quality and
customer satisfaction (Hudson, et al., 2004).
Accordingly the findings should therefore be used by companies to
develop potential management and marketing strategies (Hudson, et al.,
2004).
Table3. Distribution of service quality values between consumers'
expectations and perceptions of Egypt travel agencies (n=226)
Attributes
1
2
3

4

5
6

They have modern looking
equipment and new technologies
Appealing office decor
Employees look clean and tidy
The material elements and the
documents that have to do with the
service (destination ,
lodgings,…visualization) are
visually appealing
All the promised tasks well
performed and perfected
When the customer has a problem

Perception
Mean
SD

Expectation
Mean
SD

Gap
Mean

t-value

4.02

2.04

4.84

2.02

-0.83

4.37*

4.04
3.84

2.08
1.94

5.02
4.83

1.98
1.84

-0.98
-0.99

5.35*
5.25*

4.00

2.05

5.06

1.81

-1.06

5.43*

4.05

1.95

4.90

1.84

-0.86

4.73*

4.34

2.06

4.97

1.87

-0.63

3.28*
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7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26

they show a sincere interest to
solve it
Provision of service right the first
time
They habitually perform good
service
They insist on making no mistakes
in their documents
Telling when service to be
completed
Prompt service
Employees are always willing to
help
When there is a problem , there is
always a quick response
The behavior of employees installs
confidence in their customers
You feel safe in your transactions
with the agency.
Employees are consistently
courteous with customers
Employees have sufficient
knowledge about the product
Employees follow-up each
customer individually
The working hours are flexible and
convenient
Personal attention by employees
They look for the best for the
interests of their customers
The employees understand the
specific needs of their customers
Projection of quality service image
Sufficient resources to offer good
service
Adequate capacity to satisfy
customer’s needs
Promotion strategies to project
image

4.41

2.01

5.11

1.84

-0.70

3.71*

4.09

2.11

5.00

1.87

-0.91

4.97*

4.25

2.18

4.90

1.96

-0.65

3.47*

4.12

2.12

5.00

1.87

-0.88

4.57*

4.07

2.16

4.76

1.91

-0.69

3.38*

4.19

2.21

4.92

1.94

-0.73

3.64*

4.39

2.14

4.95

1.93

-0.56

2.92*

4.33

2.12

4.75

1.85

-0.42

2.30*

4.31

1.90

4.78

1.90

-0.47

2.57*

4.27

2.00

4.95

1.80

-0.68

4.19*

4.42

2.02

4.94

1.87

-0.51

2.97*

4.30

2.02

4.84

1.93

-0.54

3.29*

4.23

2.08

4.75

1.87

-0.52

2.79*

4.18

2.07

4.95

1.82

-0.77

4.25*

4.14

2.04

5.03

1.95

-0.89

4.79*

4.16

2.00

4.86

1.86

-0.70

3.86*

4.25

1.99

4.90

1.83

-0.65

3.61*

4.17

2.13

5.01

1.82

-0.83

4.82*

4.14

2.20

4.74

1.96

-0.61

3.02*

4.70

2.23

4.94

2.05

-0.42

1.13*

Notes:
* T-test two- tail with probability<0.05.
2. A Gap mean is defined as perception mean – expectation mean
3. SD: standard deviation
4. Customers' expectations and perceptions were measured on a 7-point Likert
scale,
1= very bad
7= excellent
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DIMENSIONS OF SERVICE QUALITY
The results of factor analysis as presented in table 3 suggested five
factors, with 24 attributes out of 26; they explained 80.64% of the total
variance. The five factors were named responsiveness, reliability,
empathy, resources and corporate image, and tangibility. The composite
reliability analysis indicated that the coefficients of five factors ranged
from 0.745 to 0.935. Accordingly, the reliability coefficients for the five
factors exceeded the recommended significant level of 0.70 (Nunnally,
1967). Therefore good internal consistency among the variables within
each dimension was found.
Table 4. Results of factor analysis on 24 attributes with their five
dimensions (n =226)

Attributes

Factor
loading

1.The employees understand
the specific needs of their
customers

0.7863

2.Prompt service

0.7691

3.The behaviour of employees
in still confidence in their
customers
4.Employees are always
willing to help
5.When there is a problem ,
there is always a quick
response
6.Employees are consistently
courteous with customers
1.When the customer has a
problem they show a sincere
interest to solve it
2.They habitually perform
good service
3.Telling when service to be
completed
4.Provision of service right
the first time
5.All the promised tasks well
performed and perfected
6.The working hours are
flexible and convenient

0.7483

Eigenvalue

% of
Var.

Cum
Var %

Reli.
Coef.

9.6521

42.12

42.12

0.891

4.5129

19.15

61.27

0.935

Factor

0.7314
0.7254
0.6841
0.7983
0.7790
0.7541

Factor 2
Reliability

0.7352
0.6642
0.8462
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1.They look for the best for
the interests of their customers
2.Personal attention by
employees
3.Employees follow-up each
customer individually
4.Adequate capacity to satisfy
customer’s needs
5.Sufficient resources to offer
good service
1.Employees have sufficient
knowledge about the product
2.Promotion strategies to
project image
3.Projection of quality service
image
1.Appealing office decor
2.They have modern looking
equipment and new
technologies
3.Employees look clean and
tidy
4.The material elements and
the documents that have to do
with the service (destination,
lodgings, visualization) are
visually appealing

0.8013

2.1816

7.22

68.49

0.745

0.7246
Factor 3
Empathy

0.6835

0.7524
0.7139
0.6679
0.6572

1.3541

6.28

74.77

0.778

1.3005

5.87

80.64

0.861

0.5838

Factor 4
Resources
and
Corporate
image

0.6935
0.6851
0.6345

Factor 5
Tangibility

0.617

The five dimensions customer’s expectations and perceptions
along
Based on the results of factor analysis, table 5 presents the results of
"expectations", "perceptions", and "gap" means scores for the mentioned
five factors. The results indicate that although "reliability" has a highest
expectation score (4.996), it did not record the highest gap score (-0.796)
because the customer also perceived a relatively high reliability. This
result does not match with Lam and Zhang (1999) in their study of service
quality of travel agents in Hong Kong, in which they found that customers
had the highest expectation score for reliability, and largest gap score.
Such results were also found by Ryan and Cliff (1997) in their study of
travel agencies' service quality, in which the items with the largest gaps
were those derived from the "reliability" dimension of the original
SERVQUAL model. On the other hand, "tangibility" registered the
highest gap due to the low perception and relatively high expectation.
Indicating perhaps that most travel agents were not able to provide on
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appealing office décor, to have modern looking equipment and new
technologies, and to ensure that their employees were neat and tidy. On
the contrary, this result did not match with Lam and Zhang (1999) results;
they found that "tangibility" registered the smallest gap score in their
research.
Table 5. Comparison of consumer's perceptions and expectations
of travel agency service (n = 226)
Perceptions

Expectations
Rank

Factor
Mean

SD

Responsiveness

4.235

2.105

Reliability

4.202

Gap
Rank

Rank

Mean

SD

Mean

2

4.865

1.880

5

-0.630

2

2.050

4

4.996

1.858

1

-0.796

4

Empathy

4.213

2.053

3

4.893

1.893

4

-0.680

3

Resource and
corporate image

4.358

2.145

1

4.908

1.925

3

-0.593

1

Tangibility

3.975

2.028

5

4.938

1.913

2

-0.965

5

Notes:
1. SD: standard deviation
2. Gap means score is defined as perception mean – expectation mean.

The relative importance of the five service factors in
predicting overall satisfaction
The results of regression analysis of the five factors of the service
quality as an independent variable while overall satisfaction as a
dependent are indicated that the coefficient of determination R² is 0.568
indicated that 56.8% of the total variance occurred in overall satisfaction
was explained by the mentioned five factors and 43.2% was due to
unstudied factors. One can note that "resource and corporate image" is the
most important factor as the partial correlation coefficient r reached 0.611
followed by "responsiveness" 0.304, "reliability" 0.212, "tangibility"
0.154, and "empathy" 0.140 respectively.
The t-values of all independent variables were less than the
significant level 0.05, and the positive regression coefficients indicated
that the five independent factors positively affected the respondents'
overall satisfaction with service quality.
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Table 5. Results of regression analysis of determinants of overall
satisfaction with travel agency (n = 226)
Independent variables

r

Beta

t

Sig. t

Resource and corporate
image

0.611

0.327

11.46

0.000

Responsiveness

0.304

0.133

4.73

0.000

Reliability

0.212

0.087

3.22

0.001

Tangibility

0.154

0.068

2.32

0.022

Empathy

0.140

0.67

2.09

0.038

Constant

-

1.390

5.46

0.000

Multiple R = 0.753
R² = 0.568
Adjusted R² = 0.558
F = 196.70
Standard error = 0.728

This means that resource and corporate image were crucial to an
excellent-service travel agent. This was further supported by the findings
shown in table 4, i.e. those customers had relatively higher expectations
score for this factor than for the others. This result appeared to be the
same of le Blanc's (Oh,&Parks, 1997), in which "corporate image" was
the most significant independent regression variable in explaining
customers' overall satisfaction with services provided by travel agencies.
On the contrary, this appeared to be a different result from that of (Lam
&Zhang, 1999), who found that the most important factor in predicting
customers' overall satisfaction was "reliability", followed by
"responsiveness and assurance".
It appears that travel agents should make more efforts to improve
their service quality along this critical factor. Assuring quality in tourism
education and using employing those graduates in the Egyptian travel
agents, continuous training for employees to deliver professional service
to customers in terms of courtesy, a customer oriented attitude, sufficient
resources to offer good service, the care of the effective promotion
campaigns may help to ensure customer satisfaction.
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CONCLUSION
The main finding of the research is that there is a notable gap
between customer expectations and perceptions corresponding to the
service quality introduced by travel agents, indicating that the customers'
expectations of service quality were not met.
The results of factor analysis suggested five factors named
responsiveness, reliability, empathy, resources and corporate image, and
tangibility to be considered.
The results of regression analysis of the five factors of the service
quality indicated that resources and corporate image is the most important
factor influencing customers overall satisfactions as the partial correlation
coefficient followed by the responsiveness factor, reliability, tangibility,
and empathy respectively. It means that travel agencies must pay more
attention to improve these two important areas in terms of adequate
capacity to satisfy customer's needs, sufficient resources, to offer good
service, employees have to have sufficient knowledge about the product,
promotion strategies to project image, projection of quality service image.
These areas are the most influential to be competitive.
To reach these objectives, it could mean that travel agencies will
have to implement strategies for human resources in short and long terms
to recruit, train and develop qualified employees. Besides, tourism
faculties and academic institutes must develop their educational
programmes and courses according to market needs and requirements
accomplishing quality approach regarding international levels. In
addition, corporate image appears to be important to achieve customers
overall satisfaction. It may require additional investment in terms of
promotion campaigns and building quality service image. Consequently,
Egyptian travel agencies may have to share in the international tourism
promotion campaigns with state organizations and foreign tour operators.
Thus, this research can be followed by further research to study the
impact of corporate image on perceived service quality in Egypt to
guarantee customer's loyalty.
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CITY COMPETITION AND URBAN MARKETING:
THE CASE OF TOURISM INDUSTRY IN ATHENS
1

Evangelos Asprogerakas
University of Thessaly

This paper is concerned with the development of urban tourism in the area of
Greater Athens. Porter’s “competitive advantage” theory presents the elements
which determine the success of an industry in an interactive environment where
competition acts as the engine of growth. The paper presents the basic aspects of
the development of tourism in Greece and in the area of Athens together with the
main weaknesses of the sector. This will be followed by suggestions on the
directions the sector can seek for further improvement, exploiting the advantages
generated by the 2004 Olympic Games. As a guide, the theoretical frames and
examples of the policy applied in Barcelona will be used.
Keywords:

urban competition, tourism, urban marketing, Athens,
Olympic Games

INTRODUCTION: A THEORETICAL FRAMEWORK FOR URBAN
COMPETITION
The changes in production and economic management as well as the
liberalisation of investment potentials lead to a highly integrated global
economy when at the same time cities have been transformed from sites
of industrial production into points of services provision, such as finance
and banking, health care, education, media and tourism. (Sassen, 1991;
Coffey and Bailly, 1996; Winsted and Patterson, 1998; Harris, 2001).
Urban marketing is increasingly practised to attract footloose international
investment in order to generate economic activity (Clement, 1995; Hall,
1993), which can certify a competent position in the European urban
system overlapping hierarchies (Petrakos and Oikonomou, 1999; CEC,
1992) and ensure the income and welfare of their population.
The study of the emerging competitiveness among urban centres is a
relatively new field of research (Begg, 2002; Oatley, 1998; Jensen-Butler
et al., 1997; Kresl, 1995). Porter (1990) does provide a conceptual
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418

89

Evangelos Asprogerakas

framework, which accepts the significance of cities' role as economic
actors1. As he suggests, the bases of advantage for an internationally
successful industry are often intensely local. His "competitive advantage"
theory is about the advantages and disadvantages enjoyed by a particular
city, region or nation in relation to the others. The industry developed in
this environment bears the advantages provided by the specific location.
This theory embodies the view that competition is dynamic and evolving.
He tries to explore not only the role of fixed investment (physical capital,
human resources) but also the importance of improvement and
innovation.
The base of Porter's theory is a system of determinants, which shapes
the environment that promotes or impedes the creation of competitive
advantage for an industry. This system is known as "Porter's diamond"
(Figure 1) and is composed by four determinants (Porter, 1990):
• Factor conditions. The position of the city, region or nation in
terms of production factors, such as skilled labour, natural resources,
capital or infrastructure, necessary to compete in a given industry. For
example, the ability of Swiss people to deal with different languages and
cultures2 is an advantage in services such as banking and trading.
• Demand conditions. The nature of the demand for the industry's
products or services. Especially home demand gives a clear and early
picture of market’s needs. Moreover, it can sometimes be decisive in the
development of a specific industry. The British are famous for their
gardening skills, a fact that made Britain the world leader in garden tools.
• Related and supporting industries. The presence or absence in
the specific location of supplier or related industries and elements that
function in a supplementary to the product in question way. For instance,
one of the factors that made the Italian gold and silver jewellery industry
internationally successful is the world leadership of Italian jewellerymaking machinery firms.
• Firm strategy, structure and rivalry. The environment of the
specific location in which the industry is created, organised and managed
and the nature of domestic rivalry.
Porter's Diamond shapes the framework of competitiveness for both
manufacturing and service industries. The role of each one of the
determinants in service competition depends on the form of international
competition for the particular industry. The genesis of an industry is
usually the result of an advantage in a single determinant. Later, after the
process is started, competitors are attracted and other determinants play
an important role. When the receiver is attracted to a specific location,
factor conditions are usually important3. However, the single most
90
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significant determinant, according to Porter (1990), is the demand
conditions which are generating markets and they are driving the process
of development or reformation of the industry.
Figure 1: Porter’s Diamond
FIRM STRATEGY,
STRUCTURE AND
RIVALRY

DEMAND
CONDITIONS

FACTOR
CONDITIONS

RELATED AND
SUPPORTING
INDUSTRIES

Source: Porter, 1990

Using Porters’ theory as a base, an investigation of the features and
prospects of urban tourism in Athens is attempted. By examining the
existence of the factors described in the theory, the basic characteristics of
the mechanism forming the tourism product are described aiming at the
recognition of the weaknesses of the model and at the quest for directions
of how to formulate a competitive profile for the city. In this effort, a
comparative quotation of examples of the policy followed in the case of
Barcelona during the last decade is used, as the structural changes in the
urban landscape that the infrastructure of the 2004 Olympic Games
caused are considered to be of great significance.

URBAN TOURISM AS AN INDUSTRY. THE CONCEPT OF
URBAN TOURISM AND THE ECONOMIC IMPACT
It was not before the 90s that both tourism researchers and urban
studies specialists distinguished the field of "urban tourism" (Pearce,
2001; Page, 1995). According to Law (1994), tourism is not viewed by
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many researchers as a distinctive attribute associated with the main
function of the city but as a seasonal phenomenon without straight links
to the urban economic structure. It is true that although large cities have
always been important tourist destinations, it was only during the 1980s
that many urban centres realised the great importance of tourism industry
and tried to encourage the development of this sector. Although travel
industry functions with many peculiarities, it seems that it follows the
development practices of the post fordism industrial model (Ioannides and
Debbage, 1997).
Being a form of industry, tourism retains the idea of trade with the
objective of revenues. The products provided for tourists by a city shape
what we call “urban experience”. According to Jansen-Verbeke (1990),
this notion includes historic buildings, urban landscapes, museums and art
galleries, theatres, sports and events. Among the tourist destinations,
cities are multi-functional in nature attracting tourists with their genuine
urban characteristics such as night-life, shopping and business. According
to Pearce (1989), this is the reason why tourist market in urban areas is
less homogeneous than, for instance in coastal or ski-resorts.
Consequently, the provision of the necessary services and facilities
together with the promotion of the specific destination are more complex.
As tourism is an industry developing through competition, cities have to
respond to the demand for comfort, reliability and quality in their tourism
experience and at the same time advertise their abilities adequately.
In addition, the emergence of cultural exploitation as the main
scheme for the development of urban tourism in Europe (Engelstoft and
Jorgensen, 1997) is the alibi for the local authorities to promote projects
which combine the allocation of cultural resources with physical and
environmental renewal. For example, in many situations tourism is used
as the rational in order for historic areas in the inner-city to be preserved
(Parlett et al., 1995) and also for the revitalisation of old ports (Gospodini,
2001); projects that enhance the quality of urban life for the inhabitants.

DEMAND CONDITIONS
Development and contemporary situation of Greek tourism
industry
Europe is the most important world tourist destination accounting for
the 58.8% of the world’s total arrivals in 1997 and the 49.2% of the total
revenues in the same year. (WTO4, 1998). Simultaneously, Europe is a
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major market for tourism accounting for the 48.1% of the World’s total
departures in 1997. According to the WTO, Greece is internationally
ranked 15th among the tourist destinations countries in 2002 as far as
arrivals of foreign tourists are concerned. The major part (94.3%)
originates from Europe and a 68.9% from the EU15. Recent data
presented by EOT (2004) estimates the contribution of the sector to the
GDP as 8%.
Until 1990 the process of tourism development in Greece was faster
than in Europe and even in the rest of the world. However, during the
decade of 1990-2000 it was observed that reduction in arrivals in Greece
was bigger than the European and worldwide equivalent. Apparently,
Greece is now a mature, in terms of the product life cycle, tourist
destination which is however in danger of entering a decline period of
unknown length unless an active reaction takes place. The main countries
competing Greece in the section of tourism are Spain, Turkey, Cyprus,
Portugal and Egypt (EOT, 2004).
Hotel capacity increased from 423,660 beds in 1990 to 593,990 in
2000. Still, most of the beds added, up to 2000, were of rank B and C5. In
1990 the three areas of Sterea (Mainland), Crete and Dodecanese, offered
the 57% of the total hotel bed capacity. This number fell to 54% in 2000,
a reduction exclusively caused by the depreciation of Athens/Attica as a
tourist destination.
Development and decline of Athens tourism industry
Athens, the capital of Greece, lies in the south-east of Europe6. It has
a key position with links to Europe, Asia, Africa and the Middle East, and
it is in close proximity to the markets of the former Eastern European
countries. During its ancient time it was the main Mediterranean trade
centre. Nowadays, Athens is Greece’s leading centre in terms of
population, economy, education and culture. Athens is the only Greek
urban centre frequently included in the research of “world cities”
(Beaverstock et. al. 1999) and the only one able to form a distinctive
international role (Oikonomou, 2001).
Table 1: Foreign tourists overnight stays in Athens as a
percentage of the total number at national level
1971

1980

1990

1996

1998

1999

2000

45%

26%

13%

9.7%

9.3%

7.9%

7.0%

Source: EMP, 1998; EOT, 2004
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The area of Athens was the main tourist destination in Greece
between the 1920s and the beginning of the 1970s but in the mid-1970s
the contribution of the area to the tourism sector started to decrease
substantially. During the decade of the 1950s the arrivals at the Athens
airport accounted for the 90% to 95% of the total air arrivals in the whole
country. In 1971 the equivalent figure was 79%, in 1980 just 58% and
25% in 1999. During the same period and till the 1970s, the nights spent
in the area represented more than the 50% of the total nights spent
annually in Greece (EMP, 1998). The share of the nights spent (foreign
tourists) in the area also decreased from 45% in 1971 to 26% in 1980, to
13% in 1990 and to a mere 7% in 2000 (Table 1).
The situation is the same in the case of the domestic tourism. Most
of the prefectures in Greece have a positive development of their tourist
sector. The only exceptions are some prefectures in the west of Greece,
and the area of Athens. At national level, there is an increase of 28.4% in
the tourist movements expressed in tourist nights spent in the period
1990-2000. For the area of Athens the number of nights spent by
domestic tourists decreased 22.5% during the same period although
domestic demand is still an important part of the market accounting for
the 33.6% in 2000 (Figure 2) (EOT, 1998; 2004).
In absolute figures, the total nights spent in Attica region were 5,0
million in 1997 and declined to 4,7 million in 1999. The number can not
be satisfactory in comparison with other Mediterranean cities (Barcelona
7,8 million, Madrid 7,1 m, Rome 11,9 m., Milan 5,3 m.) (Shaw and
Williams, 2002). What can also increase is the average overnight stays
which are 2.6 for Athens, 4.5 for Rome, 3.2 for Budapest and 3.8 for
Greece as a whole (EMP, 1998). All things considered, it becomes
obvious that the area of Athens has weakened in terms of its tourism
value during the last decades.
Although Butler (1995), citing to a World Tourism Organisation
report, notes that large cities have a less seasonal pattern of tourism than,
for example, sea resorts do, the tourism industry of Athens suffers from
extreme seasonality. In 2000 the peak time period for Athens was the 3rd
quarter of the year (July-September) when 51% (Table 2) of the foreign
visitors came to the city. On the other hand, only 6% of the visitors
preferred traveling there in the period from January to March. The
situation is slightly better than in 1991. Data of that year presented by
Van den Berg (1995) illustrates the difference between the case of Athens
and other European cities with a more balanced performance7.
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Figure 2: Overnight stays of domestic tourists*
(1990-2000)
Source: EOT, 1998; 2004
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* The left Y axis refers to the date concerning Greece and the right to the data
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The problem can be faced by the development of alternative types of
tourism which have a more time spread tourist demand such as business
tourism8 (Munro, 1995; Davidson, 1993), shopping tourism (Warnaby,
1998) or by attracting visitors using sport or art events (Witt, 1998; van
Limburg, 1998; Bramwell, 1997). A critical factor for the success in
alternative tourism sector is the supply of facilities and accommodation.
It’s a great chance for Athens to take advantage of the positive publicity
developed by the 2004 Olympic Games9 promoting the image of a
Mediterranean metropolitan centre and develop its convention market.
Table 2: Arrivals of foreign tourists (2000)
Arrivals
%
quarterly
%
Arrivals
%
quarterly
%

January
198.866
1,52%

February
185.832
1,42%

July
2.439.300
18,63%

August
2.339.988
17,87%

March
343.613
2,62%

April
730.914
5,58%

May
1.465.495
11,19%

September
1.923.825
14,69%

October
1.067.110
8,15%

November
323.217
2,47%

6%

51%

June
1.815.611
13,86%

31%
December
261.774
2,00%

13%
Source: EOT, 2004
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As it has been reported by many authors (Williams and Shaw, 1998;
Richards, 1995; Leontidou, 1993), there is a general change in tourist
demand in Europe from sun and beach to cultural tourism. As Jencks
points, (quoted in Leontidou, 1993) it reflects a “thirst for tradition in old
cities”. In contrast to the general trends, Greece is still largely used as a
sun and beach destination, rather than for cultural exploration (Leontidou,
1998; EOT, 1999).

FACTOR CONDITIONS. RELATED AND SUPPORTING
INDUSTRIES
Heritage sites
Athens has much to offer visitors: from access to sandy beaches to
near-constant sunshine but its great asset is the wonders of its past. It is
rich in monuments and sites of its ancient civilisation which principally
form the successful tourism product of the 1950s. The packaged heritage
tourism introduced by Thomas Cook at the end of the 19th century,
developed steadily throughout the 20th century and rapidly in recent
years. The main reasons are the increase of the educational level and
mainly the status which is attached to this type of tourism by individuals
and society (Swarbrooke, 1995) as a type of postmodern consumption
(Richards, 1996; 1995).
Athens has many heritage sites of great importance at international
level10. It also has a number of museums with quite important ancient and
Byzantine collections11 which are important conveyors of culture and
heritage. Although their direct impact is relatively small (Law, 1994),
they create either an attraction for additional visitors or a reason for them
to stay longer (Phelps, 1995) and can be an efficient marketing instrument
for urban tourism (Jansen-Verbeke and van Rekom, 1996).
The question is if the presence of these sites is enough to sustain the
function of the area as a tourist destination. The Acropolis had 1.2 million
visitors in 1997 and the National Archaeological Museum 0.3 million
(ESYE, 1998). In other words, half of the tourists in Athens visited the
Acropolis and just a 25% visited the most well known museum of the
city. It is often alleged that Athens does not have enough spots of
attraction. This argument can be supported by a comparison of the above
numbers with data concerning sites of interest in other European cities12
(EMP, 1998). The problem in the case of Athens is that the management
and marketing of the cultural sites seems to be inadequate and unable to
96

TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 2, Number 1, Spring 2007, pp. 89-114

reach the potential visitors and revenue.
Supplementary elements
The supplementary to the tourist experience elements include
transport, hotels, shopping facilities, restaurants, clubs, pubs and other
forms of entertainment. All these are factors which cannot be the main
attraction to visitors but they can determine the level of successfulness for
a city as a tourist centre (Law, 1994). The availability and quality of these
services can be decisive for a visitor in order to choose a specific city. In
addition, these elements have a significant economic impact as their
structure and function determine the expenditure and the forms of
employment generated in the sector. According to Law (1994), in the UK,
accommodation, eating and drinking, shopping and entertainment
accounted for 83% of the total spending in 1991.
According to a research presented in EMP (1998), the services
provided by the public transport in Athens used to be cheap but of low
quality. On the contrary, the capacity of Athenian hotels was sufficient in
terms of quantity13 and its quality has improved recently in order for the
Olympic Games needs to be met. The average occupied rooms percentage
was around 55% for the years 1996 to 1999, a quite low percentage which
illustrates the importance of the problems faced by the sector (EOT,
2002).
Athens is quite famous for its nightlife and this can be used as an
additional attraction to tourism. As Leontidou (1993) argues, it is only in
Mediterranean Europe that we can find "cities that never sleep". New
York, maybe, is an exception but it is lively only in few nightspots.
Southern European urban areas are more busy and alive, sometimes until
the small hours. This attitude is not only a result of the lifestyle of their
population, but also of the mixed land use, which creates a "vivid urban
collage".

STRATEGY AND STRUCTURE OF INDUSTRY DEVELOPMENT
Existing policy
Till 2004, the main public institution responsible for the development
and promotion of tourism in Greece was an autonomous agency called
EOT. Since then, the Ministry of Tourism has become responsible for
tourism policy. On the whole, tourism policy, as a governmental aim
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began to feature form only in the early 1960s. During the 1980s there was
great concern about regional policy and an emphasis on underdeveloped
regions. Further development in Greater Athens was discouraged as it was
considered to be already congested (Leontidou, 1998). The related
legislation14 treated tourism investments in the same manner, as
manufacturing ones.
This policy changed in 1987 when the management of EOT’s
property and responsibilities gradually decentralised to the local
authorities and the EU initiatives started to have some impact on national
policy. The new programmes tended to promote more selective tourism
trying to attract higher income visitors. However, national policy is still
very weak and planning strategies remain at a relatively low level.
Competitive disadvantages in marketing and planning cause an overdependence on intermediaries for the promotion and distribution of the
product (Buhalis, 2001; Leontidou, 1998).
As far as the area of Greater Athens is concerned, the development of
tourism is mainly associated with programmes funded by the EU and
projects related to the Olympic Games of 2004. The local authorities
(municipal and regional level) lack the power to determine the
development of the sector although some efforts took place and some
responsibilities were taken up by them during the last decades15. There is
also a large number of institutions and agents that influence the policies
related to the sector16. On the whole, tourism administration in Athens (as
well as at national level) has been highly diversified and fragmented and
policy has tended to lack co-ordination among the institutions responsible
(EMP, 1998).
The private sector enterprises lack managerial competence,
aggressive marketing and co-ordination and in general, they are in inferior
position in terms of capital and other resources compared to their
European counterparts (Buhalis, 2001; EMP, 1998; Briassoulis, 1993).
This fact will diminish their market share in the future as the free
movement of businesses in EU is expected to create conditions of intense
competition between Greek and foreign tourist enterprises.
Managing tourism industry
Governments, at both local and national level, can shape or influence
the institutional structure surrounding an industry. Fainstein (quoted in
Oatley, 1998) believes that the national political responses to both
international and domestic changes determine the policies adopted by
local authorities. Oatley (1998:6) adds: "The interaction between
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government policies on urban and regional development and local
government powers and resources and the socio-institutional milieux
specific to particular places determines the differential potential for local
pro-activity." However, Porter (1990) argues that the role of local
governments is potentially as great or greater than the role of national
governments. A point which seems to be the case for the European Union
area where the economic integration creates a single economic space
increasing the competition among European cities.
Evidence presented by Williams (1998) proves that tourism cannot be
left to the action and decision making of individual capitals as they
respond only to situations able to offer private profit and, consequently,
they cannot guarantee the sustainable development of the industry. Local
authorities are the key actors in the local tourist industry and their ability
to control, coordinate and lead policy making can determine the
management of the sector (Law, 1994). The private investment usually
follows the development of major attractions and facilities publicly
operating which can ensure the initial creation of a market. Private
development and management has proved to be more efficient and
flexible in terms of adjustment to changes in travel market needs and
interests than centralised bureaucratic control. According to Sanchez
(1992), this is the case with Barcelona where the public sector is
dominant whilst the private sector appears to be dragged along by public
initiatives.
Komilis (1995) listed some of the criteria necessary for the
sustainable development of the sector. He argues that the entire resource
potential of the area should be identified and explored before making
choices and designing policies. The informal sector can be of great
significance for the development of tourism. The performance of both the
formal and informal sector, their integration within the local economy and
their capability to produce higher or lower multiplier effect should be
critically explored. Regarding the negative economic implications of the
development, the aim should be to minimise the social conflicts deriving
from particularities of capital ownership17.
The development of an Olympic city
It is accepted that large-scale events such as the Olympic Games
provide a vital stimulus for urban development (Carriere & Demaziere,
2002; Chalip, 2002; Shoval, 2002; Andranovich et al, 2001; Hiller, 2000;
Essex & Chalkley, 1998; Bramwell, 1997; Sanchez, 1997) leading to a
kind of “festivalisation of urban development policy” (Krantz & Schatzl,
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1997). The main goals cited are the infrastructure development, the
mobilisation of endogenous potential, the improvement of city’s image
and the identification of the inhabitants with their city. Through taking
advantage of this process, the city can acquire the main components of
attractiveness and competitiveness (Borja, 1996): quality of life, human
resources, accessibility, telecommunications and information systems and
the economic support infrastructures.
Figure 3: Improvement in transportation infrastructure is currently
used by the Greek National Tourism Organisation campaign

In Barcelona, a Strategic Tourism Plan developed in order to increase
the attraction of the city. The main aspects of this plan were: the
transformation of the Municipal Tourism Foundation into a mixed
Consortium for the tourist and commercial promotion of the city, the
establishment of a hotel policy with guidelines and specific assistance for
the sector, the development of a system capable of the reception of
congresses and conventions supported by the construction of a new
Convention Centre and the development of 14 large cultural facilities
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(Borja, 1996). According to estimations made by the City of Barcelona
Economic Department (CB, 1995), the marketing policy applied in the
case of Barcelona resulted in a 79% increase in the number of the visitors
over the period 1991-1995.
Following this guide, the development programmes connected with
the tourism industry applied in the area of Greater Athens since the early
1990s, were mainly related to the Olympic Games of 2004. Their
objectives were the improvement of city's infrastructure and environment
along with the improvement of the services' provision for both the
residents and the visitors.
As the transport has proved to be of critical importance for the
success of the Olympic Games, the Greater Athens region has undergone
a radical restructuring of its transportation infrastructure (Figure 3). The
city has acquired a new Metro System, a 23,7 km long tram network and
40 km of Suburban Railway reaching the new international airport whose
capacity vastly exceeds that of the old one. Of the same importance is the
extended network (over 120 km) of motorways including Attiki Odos, a
ring road, which will bring out structural changes in the lifestyle of the
area by decreasing time and cost of transportation.
During the last two decades of the 20th century, Athens has
experienced major traffic and environmental problems responsible for the
negative publicity by the international press. The main goal of
transportation projects is the reduction of the number of cars in the city
centre by 250.000, which will prove to be a catalyst for the improvement
of air quality.
Moreover, major urban gentrification projects developed in addition
to environmental and aesthetic improvement interventions, especially in
socially and culturally neglected areas. The target is similar to the policy
followed in the case of Barcelona18, though achieved through a different
mechanism. The development of the venues and the landscape
transformation sites were scattered all over the city providing, at the same
time, a net of public open spaces, enhancing social and cultural
integration.
However, there is a great number of critically important projects
concerning both everyday life and urban landscape transformation, which
target at enhancing place identity and upgrading the tourist product.
The Athens Olympic Sports Complex (OAKA) situated in Maroussi
was the centre of the Olympic Games (Figure 4). The site has been
upgraded using innovative and creative ways, including the new roof
structure for Olympic Stadium, the Wall of Nations (Figure 5) and the
Agora steel arch which covers a walkway and exhibition space.
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Figure 4: Olympic venues (Source: Athens2004.gr)

An extended archaeological park has developed by the unification
and enhancement of major archaeological sites through a pedestrian
walkway in the centre of Athens 19. The project which concerned the
ringing of the Acropolis, has transformed the historical centre into a
pedestrian zone providing a major cultural pole. In addition, the open
spaces of the area have undergone an extensive improvement intervention
through a number of projects such as the restoration and reconstruction of
main streets and plazas and the renovation of buildings, main tourist
attractions and public facilities (Athens Museum, Metro Stations, parks
etc).
The other important pole is the Faliron Coastal Zone. Since the
beginning of the last century the area has been an important tourist resort.
In the early 1970s the construction of a major coastal avenue resulted in
the isolation of the coastal front and ended in an abandoned area. Taking
the lesson from Barcelona is the main project targeting at the re102
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establishment of the natural connection between the city and the sea
providing an important competitive advantage for the tourism industry.
The main unities include the Esplanade, a green 50 metre width zone
passing over the avenues leading to the Faliro Water Plaza, an open
theatre, a new marina, a Sports Pavilion as well as recreation and cultural
areas. Not far from there, a park in the area of the old airport will be
connected to the seaside Olympic venue of Agios Cosmas developing
another important urban seaside pole. The plans of the post - Olympic use
for both sites include several sports, cultural, leisure as well as
commercial activities.
Figure 5: The Wall of Nations designed by S. Calatrava, Athens
Olympic Sports Complex (Photo by the author)

Moreover, there is much of support given to private investment such
as the quality upgrading of existing hotels together with the development
and upgrading of special tourist facilities such as marinas and also private
buildings facades in central areas. On the whole, a large amount of money
was invested on built heritage renovation but mainly on innovative design
projects upgrading the pure, fragmented design of Athens urban tissue
(Beriatos & Gospodini, 2004).
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Challenges: increasing city's competitiveness
Olympic games have the capacity to resignify Athens position as a
destination, at least - as Chalip L. (2002) pointed - in the short term. The
exploitation of the international attention created by the games needs
effective strategies and tactics. The general principles of marketing can
be applied to the promotion of a city. The services provision and
promotion must be demand oriented and the effectiveness of marketing is
increased by coordinated planning (Krantz and Schatzl, 1997). The
identification of the market needs and the principles which determine a
policy require systematic research often undertaken by local universities
(Harris, 1993). Sanchez (1992) mentions three general distinct objectives,
concerning the policy applied in order to increase the competitiveness of
the city. The internal development of the urban place, the improvement of
the links at regional level and the integration of the city in European and
international nets. The first one mainly concerns the infrastructure
development while one of the means to achieve the others is the efficient
marketing of the city.
Nowadays, marketing is a comprehensive concept referring to
strategic leadership, "it is a method of matching the demand for and
supply of local authority provision with a particular goal" (Krantz and
Schatzl, 1997:471). What is questioned is the ability of traditional
marketing principles to manage the urban promotion needs. The case of
Barcelona introduced a new way of marketing organisation. As Borja
(1996) pointed, the marketing campaigns were sectorial and mixed. That
is to say, they were based on the marketing of specific economic activities
and sectors in which the city has a competitive advantage. In addition, the
management was mixed, based on a broad and total collaboration between
the public and the private sector. The active participation of private
enterprises in the marketing effort, as a general rule, guarantees the
efficient management of the always scarce resources.
It is interesting that comparing Athens’ and Barcelona’s development
experience so far we can observe more differences than similarities20. In a
way similar to the Catalonian city, Athens acquired a net of open spaces
possessing an important role in upgrading peripheral areas and
encouraging social and cultural integration and moreover it managed to
re-establish the connection between the city and the sea.
Unlike Barcelona, the projects were not mainly developed on brown
fields or ex-industrial land and they were scattered all over the area of
Attica. The role of architects and urban planners was significant (Figure
5) but not decisive21. Priority was given to the development of public
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transport although a necessary ring road was constructed. The formation
of the Olympic village as working-class housing for low-income families
when the games were over was a socially successful project.
Garcia-Ramon (2000) believes that the “Barcelona model” worked
under unique circumstances. Athens can be promoted, in a way similar to
the one of Barcelona, but adjusted to the specific needs of the city. It is a
Euro-zone national capital, influential over a geographical macro-region,
socially balanced, with a modern standard of living and deeply rooted in
the Mediterranean culture. It has certain comparative advantages in the
European urban network and an inventive population, but as Leontidou
(1997) argues, it is constrained by a kind of inertia.
The practice of the leading public sector determining the
development initiatives is hardly adoptable by Athens. The continuity of
the infrastructure development process is currently questionable. Main
projects were publicly funded and the total budget for the Olympic Games
of 2004 sums up to the amount of € 6.2 billion22. The projects regarding
the re-development of the seaside stopped after the Olympics. There are
no specific initiatives concerning the development of the previous horse
race course (0,2 Ha) and the re-development of the old Athens airport
(5,3Ha) although there are existing studies on the latter (EMP, 1999;
2001) and the proposals of a recent architectural competition (Figure 6).
The absence of a master plan concerning the post Olympic period carries
serious threats concerning the exploitation of the very important and
expensive athletic23, cultural and amenity venues and sites. It is refuted
how some of the purely athletic venues will be connected to the local life
and even though their design is stimulating their touristic value is limited
as they are currently out of the main track. Convention market is hardly
probable to blossom shortly as the city is still lacking a major purposebuilt convention centre24.
Moreover, the challenge of confronting with the disbenefits of
Barcelona process (Balibrea, 2001; Garcia-Ramon, 2000; Marshall, 2000)
is a critical piece of policy. In Barcelona an economic recession followed
the 1992 Olympic Games and peripheral population has seen its quality of
life deteriorating since the 1980s. Over the years, environmental goals
have become less visible. Massive speculation attended the restructuring
of the city, the social fabric of small local business was deconstructed in
favour of the big shopping malls proliferation, public spaces reoriented
their function to restricted consumer locales and original neighbourhoods
were dislocated. Athens experiences a pronounced impact on the
residential market as Barcelona did one decade ago25. As future
development is supposed to become privately funded, social and
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environmental goals will be less targeted. The shift of city economy
towards consumption oriented development of culture and leisure would
be likely to cause social inequalities bearing treats to the sustainability of
the desirable tourism development model. All in all, the main undesirable
characteristic of the “Barcelona model” is the elaborated by Marshall T.
(2000:314) failure to effectively connect urban planning with strategic
and economic development planning, along “with the virtual institutional
impossibility of the city addressing the metropolitan-regional scale”.
Figure 6: The first prize of the “International Ideas Competition For
The Hellenikon Metropolitan Park And Urban Development,
Athens, Greece” acquired by DZO Architecture (Source:
http://www.degrezero.com)

On the whole, both at national and regional level, what is needed is a
holistic tourism management system, capable to implement a strategy
through funds’ allocation and monitoring, land use control and
application of the public sector, private sector and mixed practices
(Buhalis 2001). The public sector should play the role of the regulator,
coordinator, infrastructure provider and promoter of the destination when
the private sector ought to improve its managerial and labour force skills,
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apply the appropriate marketing practices to attract specific target markets
and introduce cooperation nets for synergies and economies of scale to be
developed (Buhalis, 2001; Briassoulis, 1993; SETE, 2003).

CONCLUSIONS
In a rapidly integrated global economy, cities increasingly adopt the
greatly significant role of economic growth generators as providers of the
environment necessary for the development of tertiary activities. Tourism
is one of the industries which have to function in an environment of
interurban competition. Athens, is an important tourist destination in
Europe. The area of Athens bears major advantages, able to shape the
necessary environment for the tourism industry to be developed.
Moreover, the city has a key position and numerous cultural sites of great
importance at international level. In other words, it satisfies the factor
condition, one of Porter's Diamond necessary determinants for the
efficient development of cultural tourism.
Following Porter’s theory, the cultural sites, being the main factor
condition, seemed to be responsible for the genesis of tourism industry in
Athens. In addition, the nature of the demand is in favour of the
development of the sector in the area. Europe is the main world tourist
destination and at the same time an important market for its own cities.
Furthermore, Athens can be benefited by the general trend towards an
increase in cultural tourist demand. The domestic demand which has an
important share in Athens’ market can ensure a base market as it is
pointed by Porter.
Exploiting its advantages, the city was the main tourist destination in
Greece for several years since the 1980s. During the last two decades the
touristic value of the area has increasingly weakened, although it remains
a major European destination. The reason becomes obvious by examining
the presence of the two other Porter’s determinants.
In terms of quality, the elements that the area of Athens used to
provide covered nothing more than merely the acceptable requirements of
how to support the tourist experience such as hotels, shopping facilities
and transport services, not to mention the pure quality of physical and
urban environment. Moreover, the absence of a well structured strategy
and an efficient marketing of the sector, able to create the necessary
environment as it is described by the Porter’s diamond, has been a critical
disadvantage. The weak national policy, the non-existence of policy
initiatives at local level and the weaknesses of the private sector created a
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low quality fragmented tourist administration in the area. Athens failed to
develop a diversified tourism product, able to create the necessary
conditions under which a highly competitive industry emerges.
The city exploiting the Olympic Games of 2004 has improved its
infrastructure and it has upgraded its tourist product in terms of
environmental quality and supplementary elements. However, the
restructuring process of Athens tourism industry must be based on a
holistic approach of city’s marketing, taking into consideration tourism
industry peculiarities in order for the city to exploit its competitive
advantages. The story so far is not optimistic enough as there is no clear
plan for the exploitation of the Olympic venues and other facilities
developed and a particular policy for the development of business and
cultural tourism which can be the main means against seasonality is
absent. At the same time the disbenefits of urban transformation relating
to social integration have to be confronted in order for sustainable tourism
development to be achieved.
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ENDNOTES
1

An alternative approach is the “Innovative Milieu”, provided by Coffey and
Bailly (1996)
2
There are German, French, and Italian speaking regions in Switzerland.
3
For instance, in the case of tourism, such factor conditions are climate and
geography.
4
WTO: World Tourism Organisation
5
The recently valid classification for Greek hotels includes the ranks: AA, A, B,
C, D, E, with E representing the lowest one.
6
The urban area of Greater Athens is 457 sq. Km. and it has a population of 3.073
million inhabitants. The broader Athens area, which constitutes Attica, is 3,808
sq. Km. In 2001 the total population of Attica was 3,756,607 representing 34% of
the population of the country. Data by ESYE (National Statistical Service of
Greece), 2001.
7
The most well balanced performance is the one by Milan with a fluctuation
between 20% (January-March) and 30% (October-November).
8
According to the International Congress & Convention Association, Athens
ranked 41st among the cities hosting international meetings in 1999. This position
is quite low and proves its weakness to attract business tourism. This is mainly
because of its relative lack of high standards conference facilities and international
marketing (EMP, 1998).
9
In Barcelona 54 congresses in 160 days took place in the period 1992-1993. The
fact that the construction of a new convention centre was not included in the
Olympic programme has been regarded as a great failure by a senior officer of the
city (Harris, 1993).
10
The most famous of them is the Acropolis hill, with the ruins of the Parthenon,
the Temple of Athena Nike, the Erechtheion and the monumental gateway, the
Propylea, all built in the 5th century BC. In a short distance lie the Dionysos
Theatre, the Odeon of Herod Atticus, the Roman Forum, the Areios Pagos, the
Agora (or market) with the Theseion, the Hadrian's Arch, the Temple of Olympian
Zeus and Panathinaiko Stadium (Olympic Stadium), an all-marble stadium which
was the site of the first modern Olympics in 1896. There are also several surviving
late-Byzantine churches built between the 11th and 12th centuries AD. Below the
northern slope of the Acropolis is the Plaka neighbourhood, the oldest quarter of
Athens and a major tourist attraction.
11
The most well known one is The National Archaeological Museum.
12
For example in London, during 1996, 6 million tourists visited the British
Museum, 5 million the National Gallery, 2.5 million the Tower of London and 2
million the Tate Gallery.
13
The number of the hotel spaces in the area of Athens was 30,117 in 2002.
14
Legislation Degrees (LD): 1262/1982, 1892/90, 2601/98
15
LD 2160/93
16
For example, the Ministry of the Environment influences tourism through land
policy and building controls, the Ministry of Culture is responsible for the
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maintenance of museums and monuments and the Ministry of Public Order
controls the tourism police, and co-ordinates local services.
17
For example, when investment in the sector is made by non-locals, the
enterprises increasingly use better trained foreigner labour force while the locals
are employed in low paid jobs.
18
A number of different strategies developed in order for the Barcelona peripheral
areas to be upgraded (restoration of squares, arcades, open spaces, introduction of
cultural values and symbols in the landscape (Garcia-Ramon, 2000).
19
This effort began in 1976 with proposals by architects and urban planners and
speeded up due to the Olympic Games.
20
A similar comparison is presented by Beriatos & Gospondini (2004).
21
As Garcia - Ramon (2000) mentions in Barcelona the importance given to urban
landscape and aesthetics may have become “a sort of obsession”.
22
Out of this amount: (a) € 3.67 billion are public expenses for the construction of
infrastructure projects, important for the conduct of the Games. (b) € 1.82 billion
is the budget for the Organising Committee of the Olympic Games "Athens 2004
SA" that only regards the conduct and the accomplishment of the Games. (c) €
350 million is the construction cost of the Olympic Village. This amount is
included neither in public expenses nor in the "Athens 2004" budget given that the
projects are self financed by the Workers Housing Organisation. The two budgets
(public expenses and "Athens 2004") are separate. Many of the infrastructure
projects were placed in the Third Community Supporting Fund. The total
infrastructure amount was distributed as follows: € 1.92 billion for infrastructure
projects (athletic, roadworks and transportation projects), € 1.75 billion for needed
but not obligatory Olympic games projects.
23
The revenue shortfalls of specialised infrastructure in the case of Sydney
illustrated by Searle G. (2002).
24
A major centre built in 2004 adjacent to the Athens Concert Hall.
25
In Barcelona the Games cited as the main cause of a 250-300% increase in
residential values over the period 1986-1993 (Plumb & McKay, 2001).
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This case study gives an overview of the tourism demand in France by using an
econometric model. The study covers the period between 1975 and 2003. Five
developed countries have been selected, and the choice of the countries is based
upon the fact that continuous data on all relevant variables are available only for
those countries. The results show a positive relationship between tourist
expenditures and generating country GDP, and a negative relation between
tourist expenditures and relative prices.
Keywords:

tourism demand, tourist expenditures, national income, relative
prices.

INTRODUCTION
Many authors have written about the important role played by
tourism industry in the economy in general and in development in
particular. During the second half of the twentieth century, tourism has
become one of the main economic activities that have recorded the most
important growth. As a matter of fact, in the 30-year period since the
1950s toward the end of the 1980s, total international tourist flows have
grown by a factor of six, to approximately 400 millions (Chu, 1998). Such
a rapid expansion of tourism is linked to two main reasons: (i) first the
increase of available income of wage earners in the majority of developed
countries and the decrease of the working-time, thereby an increase of the
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418
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spare-time. (ii) Second, the decrease of the transport charges between two
destinations taking into account the considerable development of means
of transport.
In 2004, France remained to be the first international destination in
terms of number of arrivals. With a number of tourists reaching up to 75,1
millions, France is far ahead compared to countries such as Spain (53,6
millions), United States of America (46,1 millions), or China (41,8
millions). The account of the balance of payments shows a positive sign
procuring to France 10,7 billions euros of receipts, representing therefore
an increase of 7,5% compared to the year 2003. In that case, the sector of
tourism constitutes a major issue for France. Forecasting tourism demand
appears to be more than necessary for the well-being of the French
economy.
Several techniques in forecasting tourism demand are currently
available. Witt and Witt (1995) and Li, Song and Witt (2005) provide
very interesting surveys in this field. Randriamboarison (2001) has
recorded 163 empirical studies on tourism demand through use of
quantitative approaches for the period starting from 1963 to 2003. The
number of arrivals, the tourist expenditures, and the tourist receipts are
utilised as dependant variables. As for explicative variables, we have the
national income, the exchange rate, the total number of population, the
price and one or more dummy variables showing a specific event in the
hosting country. Econometric problem also causes the authors to include
the trend and an others variables to the explicative variables. In most of
the cases, data are annual. Lim (1997:837) point out that to circumvent
the problem related to the unavailability of long time series of annual
data, some studies used monthly, quarterly, cross-section, and pooled
annual and cross-section data, or a combination of these.
In most of the case, the results are mostly not satisfying. Akis (1998)
gave two possible explanations: the first explanation is related to the data
used. Akis (1998, p.99) wrote that yearly time-series data do not cover
enough years. Small sample size is one factor leading to large standard
errors of the parameters estimated. The second explanation touches the
issue of the choice of variables in the model. Concerning such point, Akis
made the following assumption: instead of working with small, compact
models, most researchers use model with many explanatory variables
which generally lead to the problem of multicollinearity and thereby
unsatisfactory t-tests. Furthermore, we can reveal the problem of unit root
between variables. Actually, stationarity tests aiming at determining the
degree of integration of the series are not used in many econometric
works; therefore a false linear relation between the variables taken in the
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models is very possible. Likewise, we can talk about problem of cointegration. In order to address the problem, Smeral, Witt and Witt (1992)
and Akis (1998) are using a model with two explicative variables, such as
the national income and relative prices. The results are satisfying
according to them.
In spite of such results, tourism industry is a field within only a few
numbers of French economists are working. The aims of this study are to
bring more light on the evolution of the tourism demand in France. It
offers to examine the relationship between demand, national income and
relative prices. The approach used by Smeral, Witt and Witt (1992) and
Akis (1998) will be adopted but this time by also applying the test of
stationarity in order to ensure that there is no false linear relation in the
model. The five countries taken in the study are Germany, the United
States of America (USA), Spain, Italy and the United Kingdom (UK).
The annual data used are covering the period between 1975 and 2003.

MODELLING TOURISM DEMAND IN FRANCE
France is seen as the leading country in the area of international
tourism and this can be explained by the remarkable tourism richness of
the country: its 22 tourism regions receiving in 2003, 75,1 millions
arrivals, that is to say approximately 10% of world total of tourists. In
1998, during the year of the World Cup of football, 70 millions arrivals
were registered. According to Peyroutet (1998), the visitors are mainly
attracted first by touring the cities (31%), then the coast, the mountains
and the countryside. The most commonly chosen regions are ProvenceAlpes-Côte d’Azur (103,7 millions of overnight stay), Rhône-Alpes (92,1
millions of overnight stay) and Languedoc-Roussillon (76,8 millions of
overnight stay). France has, presently, about 13 000 edifices classified as
patrimony. All of them are considered as being the tourism offer of
France. Such a patrimony consists of historic and prehistoric sites,
religious edifices, castles, manors, and civil buildings.
Table 1. The 5 most visited monuments
Monuments
Louvre
Tour eiffel
Château de Verseille
Arc de Triomphe
Mont Saint Michel

Visitors
6 600 000
6 200 000
3 300 000
1 200 000
1 100 000
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Table 1 shows the most visited monuments in France. Besides, the
country has 7 500 protected sites and 140 natural reserves.
Concerning the accommodation: in 2004, France offers to its tourists
a range of 27 641 registered hotels from 1 to 4 luxury stars unequally
allotted in its 22 regions. Furthermore, there are 8 059 registered camping
areas from 1 to 4 stars; 813 registered holiday villages, 217 inns, and 41
957 rural as well as communal lodges and 22 053 guesthouses. The
supply of tourist stopping points is summarized in table 2.
Table 2. Offer of tourist stopping point (in 2004)
Registered hotels
Classified camping
Holiday Villages
Inn
Lodges and guesthouses

1 230 800
2 803 900
607 000
18 000
266 000

It is rather difficult to express the number of jobs created, however
official data show that the sector of tourism employ independent workers
or wage earners. The totals of the assets in tourism are 975 300 on direct
employment. Important numbers small family businesses also exist. In
France, an increase of 13% of the number of workers in tourism between
1990 and 2004 is recorded. In terms of income, as previously mentioned,
tourism has generated a total of 40,8 billions euros for the year 2004 in
France. The account balance is regularly positive since 1963 (9,8 billions
euro in 2004).
Model and data
In elaborating an econometric model, the choice of the function is
always the first step. The general international tourism demand model
typically estimated is:
DTij = f(Yj ,TCij ,RPij ,ERij ,QFi )
where:
DTij = demand for international travel services by origin j for destination i;
Yj = national income of origin j;
TCij =transportation cost between destination i and origin j;
RPij = relative prices, the ratio of prices in destination i to prices in origin j;
ERij = exchange rate, measured as units of destination i’s currency per unit of
origin j’s currency;

QFi = qualitative factor in destination country i.
According to Lim (1997), in empirical economics, computational
convenience and the ease of interpretation of parameters are typically
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paramount in the determination of a specific functional form for purposes
of estimation and testing. Two types of models are then used towards the
determination of such specificity: the linear model and the log-linear
model or double-logarithmic. Quayson and Var (1982) used the
transformation of Box-Cox to compare the linear and log-linear models.
They came to the conclusion that the log-linear specification is more
robust. In the same way, Oum (1989, p.165) have also stated some
advantages of the log-linear model: (a) the coefficients themselves are the
respective elasticities of the demand; (b) the log-linear function is capable
of modelling non-linear effects; (c) it resembles the demand function
obtainable from a Cobb-Douglas utility (production) function; and (d) it
permits the random errors in the equation to be normally distributed. As
for us, we are going to adopt the log-linear model, the model that is close
to the economic hypothesis on demand: derivability, convexity of
preferences and desirability.
The second step of the elaboration of the model is the choice of the
variables. By referring to the traditional theory, it is said that consumer’s
demand function is the function associated to a price-vector P and to an
income R, the optimal choice of the consumer (Guerrien 1989:49). In that
case, demand is linked to the price and income. In the case of
international trade, the evolution of the importation demand is linked not
only to income of the country transacting the importation, but also to the
relative price which is the international price divided by domestic price.
As far as tourism demand is concerned, such a demand depends on the
income of the generating country. Demand depends as well as on the
relative prices between the origin country and the destination country.
After considering such theory-based and practical explanations, we can
therefore draw our function on tourism demand in France as follows:
LogD ij = β 1 + β 2 LogGDP j + β 3 LogRP
where:
Dij = Tourist expenditures from country j to country i;
GDPj = Income from the origin country j;
RPij = Relative prices;

ij

+ εi

ε i =random error term which is assumed to have traditional properties.
Tourist expenditures represent the dependant variable; our choice is
based upon the existence of long-series on that variable and also because
of the fact that expenditures minimize any problem of reliability that
might affect data. Gray (1966), Artus (1972), O’Hagan and Harrison
(1984) and Smeral, Witt and Witt (1992) used the same variable in their
studies. Data were extracted from the “l’Annuaire Statistique de la
France”, 2000th edition.
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Concerning the explicative variables, we have the income of touristgenerating country. In this study such a variable is represented by the
GDP, in the constant price. The use of the available income appears to be
more relevant but data on such a variable are not available. GDP of the
EU countries were taken from the Eurostat while the ones for the USA,
UK come from the “Economie Européenne”. The problem is how to
measure relative prices. Transforming data was an inevitable necessity in
order to determine relative prices. The formula used to calculate the
relative prices of all countries taken in the sample is:
RPij =⎛⎜ IPCi ⎞⎟
⎝ IPC j *ERij ⎠
where:
IPCi = consumer price index of the destination country;
IPCj = consumer price index of the tourist generating country;
ERij = exchange rate.

For example, the relative price between France and Germany is given by
the consumer price index in France divided by the consumer price index
in Germany, multiplied by the exchange rate between French Francs and
Deutsch Mark. The series of those variables were excerpted from World
Tables and the variable exchange rate of the “Economie Européenne”.
As a first step, the order of integration of our series is determined
through the application of some stationarity tests. Those series will be
corrected by having recourse to differentiation with order of integration.
The equation is estimated by ordinary least squares (OLS). That leads us
in a second step to the following conclusion: the model is deemed to be
satisfying if it shows the real sign of the coefficient. In our case, the sign
of the coefficient borne by income should be positive. An increase of
income will lead to the increase of tourist expenditures. The real sign of
the coefficient borne by relative prices is negative, the demand being a
decreasing function of the price. In other words, we have an elasticity
price of the demand negative. There will be a decrease in expenditures
following an increase of the price. Besides, the coefficients have to be
significant different of zero following the value of the t-Student. The
Durbin-Watson (DW) is also used in decision-making. The DW indicates
the absence (or likely absence) of autocorrelation. The F statistic has to be
a high value. A low value of the F statistic suggests that the equation is
not, in general, significant. The coefficient R2 should be close to 1.
Empirical results
To determine the integrating order of the variables, the Augmented
Dickey-Fuller (ADF) procedure suggested by Dickey and Fuller (1981) is
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used to test our variables for a unit root in its level, and then in the first
difference form. Table 3 presents testing results for tourist expenditures
variable, table 4 for the GDP variable and table 5 for the relative prices.
Table 3. ADF tests on expenditures
Countries

Germany
USA
UK
Italy
Spain

Level form
With C & trend
-1.90
-1.82
-1.87
-2.69
-2.63

Tourist expenditures
First difference form
None
With C & trend
None
2.08
-2.05
-2.65 * *
1.22
-4.33 *
-6.65 * *
2.49
-3.89 *
-2.83 * *
2.12
-2.72
-2.14 *
0.85
-3.74 *
-3.81 * *

**, statistical significant at the 1 percent level
*, statistical significant at the 5 and 10 percents level

Table 4. ADF tests on GDP
Countries

Germany
USA
UK
Italy
Spain

GDP
Level form
With C & trend
-2.16
-1.97
-2.09
-4.91 *
-2.45

None
-0.57
-1.71
0.29
-1.58
1.76

First Difference Form
With C & trend
None
-2.92
-3.07 **
-2.57
-2.68 **
-3.07
-3.06 **
-6.22 **
- 5.17 **
-4.29 **
-4.49 **

**, statistical significant at the 1 percent level
*, statistical significant at the 5 and 10 percent level

Table 5. ADF tests on relative prices
Countries

Germany
USA
UK
Italy
Spain

Level Form
With C & trend
-2.16
-1.97
-2.09
-4.91*
-2.45

Relative prices
First Difference Form
None
With C & trend
None
-0.57
-2.92
-3.07**
-1.71
-2.57
-2.68**
0.29
-3.07
-3.06**
-1.58
-6.22**
-5.17**
-1.76
-4.29**
-4.49**

**, statistically significant at the 1 percent level
*, statistically significant at the 5 and 10 percent level

Based on the critical values reported by MacKinnon (1990), the
results in tables 3, 4 and 5 show that the null hypothesis of a unit root for
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all variables was not rejected in level. The null hypothesis of a unit root
for our all variables in first difference was significantly rejected at the 1
percent level, indicating that all first differenced variables are
characterized as integration 0. Mention should be made about the case of
the USA, UK and Spain for which the series by the first difference is
stationary with trend and constant. But by verifying the stationarity with
the test by Philip-Perron presents a different result.
The results from the test lead to consider the following model:
∆ LogD

ij

= β 1 + β 2 ∆ LogGDP

j

+ β 3 ∆ LogRP ij + Du i + ε i

where ∆ is the operator of difference following the order of integration of
the series.
The estimation of the model for France provided the following
results:
Table 6. Results of the estimation
Countries
Germany

β1
4.025
(30.49)

β2
0.002**
(14.43)

β3
-0.25*
(-2.37)

D.W
1.56

R²
0.96

F Stat
113.025

USA

-4.53
(15.36)

1.66**
(17.18)

-0.16
(1.75)

1.47

0.94

169.79

UK

-1.92
(-2.74)

1.55**
(16.30)

-0.16*
(-2.42)

1.45

0.95

61.86

Spain

5.34
(21.18)

0.23**
(2.99)

-0.06*
(-2.51)

1.22

0.66

20.69

Italy

-2.01
(-4.56)

0.51**
(22.5)

-0.21**
(4.56)

1.71

0.88

26.65

**, statistically significant at the 1 percent level
*, statistically significant at the 5 and 10 percent level
(.) t-Students

The results given in table show a good statistic quality. The signs of
the estimated parameters in the model are in line with prior expectations
and they are significant at the 10% level or better. We have a high R2
close to the unity except for Spain for which it is 0,66. The values of D.W
are deemed to be good statistic results. We can make the assumption
according to which there is no positive or negative autocorrelation
between the variables in the model. Therefore, the F-statistic is largely
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superior to the unity. The F value shows that the model is significant at
the 1 percent level.
The sign of the coefficient of the income (1nGDPj) is correct for all
countries taken in our study considering its positive sign. Therefore
elasticity of demand with respect to income are positive. An increase of
1% of the income will lead to an increase of 0,002% of the German
tourist expenditure. As far as American, English, Italian and Spanish
tourists, such an increase would be respectively by 1,66%, 1,55%, 0,51%
and 0,23%. Moreover, we can say that goods and services in tourism to
France may be considered as luxury goods for American and English
tourists because the elasticity being positive and superior to 1 for these
later.
The coefficients of the relative price (1nRPij) are as expected,
significantly negative at 5% level for four countries but it is not
significant for the case of USA. Elasticity of demand with respect to
relative prices is evaluated at 0,25 for Germany, 0,16 for USA, 0,16 for
UK, 0,06 for Spain and 0,21 for Italy. In that case an increase of 1% of
price in France, caeteris paribus, will lead to decrease in tourist
expenditures: 0,25% for German’s, 0,16% for American’s, 0,16% for
English’s, 0,06% for Spanish’s and 0,21% for Italian’s.
To conclude, in spite of a non-significant coefficient of the relative price
for USA, we may assume that our model provides satisfying results.

CONCLUSION
This study provided an elaborated picture of an econometric model of
tourism demand in France on the basis of the traditional theory on
demand. The analysis is only based on the selection of important
variables possibly influencing demand in the neo-classic theory. Tourism
demand depends on available income and relative prices. In our model,
tourist expenditures represent the dependent variable. We took the GDP
and relative prices as explicative variables. Generally, we have a positive
relation between tourist expenditures and GDP of the tourists’ generating
countries and a negative relation between expenditures and relative prices.
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THE IMPACT OF COMMUNICATION IN TEACHING:
A TWO-WAY COMMUNICATION APPROACH
Dina Mostafa Weheba 1
University of Alexandria
Maher Abd El Kader
University of Alexandria

Teaching is an exciting adventure in which both the teacher and the students
participate. The Teaching Philosophy includes basic communication approaches;
(a) Passion and Communication. (b) Fairness: to understand students as
individuals and students. (c) Critical thinking: as lecturers should be challenged
to try to deliver course materials in different ways and from different perspectives.
(d) Humour and fun; Pleasing students by being approachable will make them
more determined to excel in their assignments and lecturers will be inspired by
their students. Communication in the teaching process help students attach
concepts to their own lives, as students will apply what they learn in class to the
world around them. The researcher happened to apply some approaches on
random sample of Hotel-Department students, at the Faculty of Tourism and
Hotels, University of Alexandria. The importance of this study lies in the new trend
of developing the education process nowadays, which will require the
participation of students for best results.
Keywords:

quality teaching, hospitality career, methodology in education

INTRODUCTION
Learning is a core activity in higher education by bringing students
and staff together into a community of scholars engaged in active learning
and the pursuit of knowledge. Universities are committed to sustaining an
environment which fosters and supports the active learning process. It
should fulfil this role in a number of ways.
This paper describes a series of approaches that were conducted on a
sample of students in Hotel Department, within undergraduate courses.
The approaches were represented in various forms achieved by the
researcher to make a two-way communication approach (Student-
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Lecturer) to enhance student learning and motivation, allowing better
attendance, awareness and relationship accomplished.
The aim of the paper is to represent some approaches applied by the
researcher to try to reach better communication and relationship with
students, which showed that such communication and being connected
with students can be the lost link to have better students and better ways
of teaching, as both the student and the lecturer benefit from such
communication in class.

LITERATURE REVIEW
Binstead, (1982) has identified three types of learning cycles: (a)
Reflection: Which occurs when a student is gathering thoughts before
writing or perceiving a situation from different perspectives, (b)
Discovery: Is the mode that may happen when a learner is doing an active
task and receiving feedback, and (c) Reception: The mode operating when
a learner is listening to a lecture or reading.
Analoui (1995) argued that recently established teaching and learning
development units in universities should adopt more realistic approach to
promote high teaching standards. Since teaching constitutes only one
aspect of teachers', lecturers' and trainers' activities to manage learning
situations.
A paper represented by Rodrigues, (2004), covered ten business
teaching/learning techniques. The study used a survey questionnaire to
ask students to rate the importance level of each technique. The
conclusion was that the study provided a framework that can help
lecturers understand that different students and different situations require
different instructional techniques, which resembles the findings of the
present research in that not all students are the same, and the used
approach and the data collected through the introductory papers can also
help lecturers to adapt the best techniques to use in teaching. At the
University of Adelaide, Australia, there is a system called Student
Evaluation of Learning & Teaching (SELT) which is used systematically
to inform learning and teaching improvements. In order to establish this
system, the following major priorities for faculties were put:
• Developing a system for monitoring, analyzing and reporting
results at faculties.
• Establishing a mechanism for reporting SELT outcomes and
actions to students within 3 months of evaluating received
reports.
128

TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 2, Number 1, Spring 2007, pp. 127-143

•

Place strategies, practice and policies supporting student
feedback, including course SELT results on the university
website.
These strategies had a target date, as well as measuring the achieving of
each sub-strategy.
Another study by Ngware and Ndirangu in 2005, reported findings on
teaching effectiveness and feedback mechanisms in Kenyan University,
which can guide management in developing a quality control policy. The
study showed that there was no clear university policy on evaluating
teaching effectiveness despite its importance in quality control. Student
Evaluation of Teaching Effectiveness (SETE) was found to be unreliable;
as feedback form evaluation was not made available to respondents. One
academic program that used feedback forms in teaching, formed a central
aspect of quality assurance to make sure that expectations are being met
and teaching standards are being reached. For this purpose, the University
of Malta relies on feedback from external examiners and from students
study-unit feedback forms. (www.qac.org)
Another study which was conducted in the UK (Thomas & Harris,
2000) regarding a questioning of the supposed connections between
teaching quality and staff research, as result showed a negative
relationship between these activities, in terms of student experience. This
paper argues that encouraging and enabling research among academic
staff, not only enhances their job satisfaction, but it also improves the
education experience of their student. Such research can best be
accomplished by getting continuous feedback from students as suggested
in the present study in Alexandria.
As for applying ethics, a study aimed to find out the ethical beliefs of
hospitality and tourism students, was conducted in Hong Kong by
(Yeung, Wong & Chan, 2002) by using a 21-ethical-statement
questionnaire, the lowest ethical standard was found towards 1- violations
of faculty rules, followed by plagiarism and copying assignments. The
latter was one of the findings of the recent study, and could only be
noticed when all assignments are actually revised and read by the lecturer
her/himself. It was recommended that priority should be given to the
teaching of business ethics, as it impacts students' moral development ad
future career in the industry, therefore matching another finding of the
importance of using business ethics during the students' academic years.
A paper that outlined the aim of university lecturers wishing to use
the internet for teaching and learning, was presented by Fayter, (1998)
evaluated some benefits of using the internet, covering the design and
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development of the course. It also considered some important points that
lecturers should bear in mind before using the internet.
The present study covers a series of communication approaches,
applied on a sample of students in Hotel Department, (undergraduates) in
a try to discover the importance of communication in teaching, and how
communicating with students can help in knowing their styles, thus
adopting the lectures to match as much styles of students as possible.
Therefore better teaching atmosphere can be applied that serves both the
lecturer and his/her students to have smoother lectures and better
understanding and performance.

METHODOLOGY
The chosen sample for this study included some of the 4th year and
2 year students, in the Hotel Department, at the Faculty of Tourism &
Hotels, University of Alexandria.
The researcher started involving the students in such feedbacks since
2004, but the approaches were developed to be numerous within 2006.
Students were given a questionnaire form, consisting of 10 main
questions to answer. The data of the research were collected through a
questionnaire form, distributed among students and placed on the Group
(online) to be answered. About 90 questionnaires were distributed,
representing a sample size of about 45% of the total number of the
population. The respondents represented about 77% of the total
distributed questionnaires. (about 35% of the total population)
The research method used in this study is the descriptive method, and
this type of research did not have hypothesis given, as it was meant to
study the effect of the applied approaches on the students and reach
results regarding their responses, to better examine the approaches, how
they were conducted, their results, and how they actually affected the
studied sample.
nd

Presentation of the study
The study was conducted by adopting the following approaches:
1. An Introductory Paper to be filled by the students themselves, at
the beginning of the academic year. These papers included some
points such as (name, school, city, first and second foreign
language, as well as their hobbies and interests). It is very
important to be introduced to the lecturer, as this connection
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2.

3.

4.

5.

6.

7.

8.

9.

increases the chances of better relationship, respect and loyalty,
which in turn is the basic factor in the success of the lecture.
A Feedback Form given to students to "honestly" evaluate the
courses' contents, lectures' methods and tools as well as the
lecturer.
Setting "Codes of Ethics" in which the students themselves
shared in putting and suggesting its codes, to have order in class,
among other points. Codes of ethics is very important because it
helped the students know their rights and their responsibilities,
giving a mutual basis in communication between the student and
the lecturer, which allowed smoother, easier understanding of
lectures, as well as more respectable communication.
Starting an Online Group, only for the Hotel Department
Students, where they shared ideas, either by exchanging
messages or through live discussions. Students could also have
their lectures found in the group for any future use or downloads.
The researcher was available online for chats and discussions,
for all group members, as well as for all students who just
wanted to discuss topics online (available email address)
Giving Extra Lectures in Professional & Social Etiquette to
discuss the common points that can help students either in their
careers or in their personal social lives. (Lectures were also
available in the group for downloads and reviews)
A study visit was arranged (for 2nd year students) to allow them
to see and experience what they have just finished learning
about.
A Survey form was distributed after the visit was done, to get the
students' opinions about the visit; how they evaluated the visit,
and how they evaluated their own attitudes during the visit, as
well as any suggestions they have to better organize such visits
in the future.
Mid-Term exam papers were given back to students, after being
corrected, and comments about their mistakes and how to
improve their answers in the future (which was something
students did not expect to get) This means that their papers and
answers were actually read thoroughly, corrected and comments
given to each and every one of them on a separate basis. This
also gave the lecturer a hint about any cheating possibilities that
might have happened, as some sort of seating arrangement is
done during the exam, allowing the lecturer to know who
cheated, this resulted in almost no cheating was done on the final
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exam, remarkably. Students had a belief that their answers were
not accurately read, so this was a way of making them know that
all what they wrote was actually read and evaluated.
10. 1A Final Survey was given to students, to know their opinions in
all practiced approaches, how important they found them, and
why, ending the survey with any suggested ideas to help improve
the two-way communication approaches in the future.
These approaches helped decreasing the barriers between the student &
lecturer, and allowed us to communicate freely with our lecturer, as a
respected, and a trusted member of our family.
Aiming to assess the students' opinions, regarding the several
teaching communication approaches the questionnaire form consisted of
10 statements, using Likert scale (on a 1-3 range) rating their choices as
Not Important, Important and Very Important. The results gathered
students' explanation and reasoning for their choices as well as showing
how each approach helped them in the learning process.

DATA ANALYSIS
Introductory paper
The highest reason given by both 2nd and 4th year students, regarding
this approach, was that it made them feel that there is a better
communication with their lecturer, giving them the feeling that they are
properly introduced as individuals, as well as decreasing the barriers in
communication with their lecturer. The 4th year-students had a main
complaint that it was not applied by all staff members.
Figure 1. Responses of students for introductory papers approach
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Feedback forms
To 2nd year-students, the feedback forms gave them the impression
that it was a way of a faster communication between lecturer and student,
as they felt that their suggestions and opinions were adopted faster, for
their benefit, whenever possible.
Figure 2. Responses of students for feedback form approach
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Codes of ethics
Responses of both 4th and 2nd year students showed that applying
these codes of ethics was as a two-way contract, mutually respected and
applied. As 2nd year-students were the first year in specialization, they
enjoyed sharing in setting the codes themselves, and found out that the
codes also helped organizing their behaviour in class, which made
lectures go smoother as they benefited more this way. The minor
percentage in both years responded that it was not followed by all
students, specially in 4th year, which was the main difference in the
results, as it proves that it is more useful to apply such approaches from
first years at the faculty, or with 2nd year students, it will be more likely to
have them follow and shape their characters in a better way, and obtain
better manners during their studying years, specially when the approaches
are applied in all lectures.
Hotel department online group
For both 2nd and 4th year-students, having this online group made
them feel that they have better chances of communicating with their
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lecturer, even during the lecturer's days off, 2nd year-students were more
participating in the group, with their opinions and discussions. Getting
replies online made the communication faster and made the students feel
that it was a better way of using technology in communication with either
each other and in the department.
Figure 3. Responses of students for codes of ethics approach
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Figure 4. Responses of Students for online group approach
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Online discussions and chats with friends and lecturer
These were almost the same results as of the previous approach, as
they are both dealing with technology and internet, the main difference
was that; to some students it was not applicable as they didn't have access
to the internet or as not all students do have computers at home, so that
made the process somehow difficult to this category. On the other hand,
some of the responses showed that some students lacked the ability to use
technology, and that led to the suggestion of giving students the chance to
"get some summer training" at the faculty's labs to improve such needed
requirement for the hospitality career.
Extra lectures of professional and social etiquette
The analysis of the responses regarding these extra lectures, which
were given to students after their basic lecture, showed that the majority
of students of second year felt that these lectures were vital to their career
and demanded more of such lectures as they were found helpful in
improving the students' social experience.
Students had the chance to learn about different cultures and how
they should be dealing with guests and each other according to social and
professional etiquette. Some students actually got the chance to apply
some of the studied points in reality, and it felt so good for them to know
that the lectures actually helped in communicating with others.
Figure 5. Responses of students for extra lectures approach
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Arranged study visits
For 2nd year-students, who were the ones who actually applied the
visit, their responses showed that they consider such visits to be essential
to see what they studied in their courses, as well as being a chance to
apply what was studied theoretically. As for 4th year-students, their
responses showed almost the same, and they suggested that such visits
should be given more attention, and should be organized more often, as to
the department, it is essential to see and experience what had been studied
in books.
Figure 6. Responses of students for the study visit approach
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Suggested extra lectures to improve awareness
Students were asked if they find suggested extra lectures to be given
to them, to improve their awareness about how to best deal with tourists,
as well as how some rules should be followed to give better impression
about the city and people. The responses of students showed that it can be
very useful to have such lectures, as they can help build their characters in
general. For 4th year-students, they also agreed, suggesting that such
lectures can better be started earlier, like 2nd year or even 1st year, to give
better chance for students to know more by the time they graduate. The
students who thought that they should just focus on their basic lectures,
had a wrong idea, that they will have to take exams in such extra lectures,
which is not intended to happen. The main goal of these lectures is to
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improve knowledge and awareness of students in general to give better
image.
In general, to the majority of students in both 2nd and 4th year, the
course that included all these approaches was found to be useful for them,
as it applied a better way of communication with lecturer, thus making it
smoother for both parties to make use of lectures and their contents. The
students gave further suggestions that, from their point of view, will help
have better department, having analyzed these suggestions, it was found
that they were completely different for both 2nd and 4th year-students. (See
figures 8 & 9)
Figure 7. Responses of students for suggested extra lectures
Extra lectures to improve awareness
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Further suggestions of second and fourth year students
The main suggestions made by second-year students were as shown
on figure 8, as students suggested increasing and having more study visits
related to their careers and study.
They also liked the idea of imposing mutual respect between the
teaching staff and students, to make it more comfortable to communicate.
Most of them felt that they need to start having internet courses to
increase their knowledge about that area, which will eventually help them
get their lectures online, as well as communicating with their friends and
lecturer more effectively.
Most of the students liked the idea of participating with new and
innovative ideas in class or through the online group, they liked it when
they felt that their voice was heard, and there was nothing wrong in
137

Dina Mostafa Weheba & Maher Abd El Kader

expressing what they want to say in a proper and respective way. Students
also felt that organizing job fairs and having a closer opportunity to make
contact with the professionals in the field, to know what to be expected
and what is required from them in their career.
Figure 8. Further suggestions of 2nd year students
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7%

12%
50%

13%
18%

Increasing study
visits
Imposing mutual
respect
Starting internet
courses
Participating with
innovative ideas
Organizing job
fairs

Figure 9. Further suggestions of 4th year students
Further Suggestions
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As for the 4th year students, their suggestions were not the same as
the ones put by 2nd year students. The students suggested that these
approaches should be generalized to be effective by all other staff
members, and to start them from their second year at the faculty (first
specialty year at the department), as they felt that applying these
approaches made a noticeable difference.
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The students liked the idea of imposing mutual respect between
students and their lecturers, which is not common nowadays in the
education attitude, as some lecturers do not like to hear what students
have to say, although they are the core of the educational process and
hearing them out can help make the required changes to improve the
quality of the whole process.
The 4th year students also felt the importance of using the computers
and being able to keep in touch with their lecturers and friends through
the group and the internet, so those who did not have access to the
internet or did not know how to do so, suggested to have internet courses
to help them communicate effectively.
Students felt that they can participate with their ideas and opinions
through the group, or through the feedback forms, which made them feel
they are part of the whole process.
Students wanted to have the faculty organising job fairs for them, just
before they graduate, so that they can be marketed, as well as having a
better chance to know what hoteliers and managers are looking for in the
graduates in the field of hospitality.
The last thing they suggested was to have some kind of seminars with
staff members, a kind of gathering where both parties can exchange ideas
and be heard.

CONCLUSIONS
Using introductory papers showed that students of 2nd year did not
have an earlier chance to talk to one another before this introductory
paper, as many students are not from Alexandria (different cultures and
interests) meanwhile, the introductory paper showed that many students
have good-enough capabilities to use the computer tools. There are no
clear characteristics for choosing students in this department. Many
students have very good potentials to work in the hospitality career
(although they have obvious defects in their foreign language). These
potentials can never be noticed, if no effort is made to actually KNOW
and have a proper introduction with students.
Extra Etiquette lectures showed that students felt that these lectures
satisfied their needs to learn more about essential points related to the
hospitality careers. Some Students actually applied some studied
examples in real life and felt so good about it. Feedback Forms helped the
lecturer in re-directing efforts and modifying them to suit interests of
students and preview of lectures (to be more attractive and interesting) as
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NOT all students have the same interests. Assignments requested were
always revised by the lecturer, to make sure that: (1) Students understood
what the assignment was about, (2) There was NO duplication or copied
assignments and (3) Online communication helped the students to feel
closer to one another and free to express themselves, as well as sharing
ideas and opinions with others.

RECOMMENDATIONS
It's very important to put some quality standards, in the teaching
process, for all staff members to respect and follow, making an example
for students to ensure quality in all learning aspects. It is also very
important to supply students with all convenient learning tools for best
results, such as (a) Lecture halls (ventilation, lighting, etc...), (b) Teaching
tools (equipment, audiovisuals, etc...) and (c) Standard uniform (just
formal outfits) for the students of the department or in general for all
students of the faculty. For example: The Faculty of Management &
Hospitality – U.A.E has compatible courses with the hospitality
University of Lausanne, Switzerland, which at least allows for standards
in given courses and how they are applied. Students entering the faculty
should be chosen on other specific characteristics other than their marks
upon graduation from high schools, as some students may be excellent
but in the same time, lacking tactfulness required to communicate with
others.
Practical implications
Some of the results of the analyzed data, suggested that generalizing
online communication among all faculty members is a must, to keep in
touch (even on days off) in all other departments of the faculty, as it will
ensure better communication between students and staff; as students from
other departments are demanding for similar online groups to be able to
communicate with their professors and lecturers. (This point has been
activated when more staff members cared to join the group, to be part of
the department online, sharing ideas with the students, and the response of
students was great, knowing that they can reach their lecturers and
professors online, sending them messages and waiting for their replies,
the only problem was that NOT all staff members have the time to
actually be there often)
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More attention should be given to improve students' main tools
required in the hospitality career (foreign languages, computer and
internet practical courses). Starting extra courses on how to increase
social awareness, dealing with surrounding environment, dealing with
each other in a respectful way, the same way they will be dealing with
customers in the future, which will help them gain the experience while
being at the faculty, such lectures to give them better attitudes. Such
lectures can be arranged to be given to students as extra lectures, without
the need to have final examinations at, or to be given as courses arranged
by the faculty's staff members to have better students with better attitudes.
Finally, taking Alexandria as a Model City, as it has been, and its
people are famous for their love of beauty and order, and they are a good
example of being an idol city. The students of the hotel department can
participate in such community activities that will increase awareness of
the citizens of the city as well.
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THE IMPACT OF TOURISM ON THE
SOCIOCULTURAL STRUCTURE OF CYPRUS
Elena Spanou 1
Intercollege

This paper is based on evaluating tourism development in Cyprus, a European
nation, and its impacts on the socio-cultural structure of the island. The principal
concern of this research is aid in sustaining the resource base on which the
tourism development in Cyprus depends on. The paper concludes that in spite of
all the negative and positive impacts of tourism on Cyprus it is not yet clear
whether the benefits outweigh the costs. The reason for this uncertainty is that
most of the research is done on an estimate as there is no empirical data available
as yet to support either side of the equation.
Keywords:

sustainability, carrying capacity, natural resources, agro-tourism

INTRODUCTION
The impact of tourism on the host destination is an area that has been
greatly researched by many tourism related authors. Tourism can have
both positive and negative impact on the host destination’s socio-cultural
structure. This presents a challenge to decision makers in regard to the
type of tourism that a destination is trying to attract, in order to determine
whether the gains to some within the community outweigh the losses to
others.
A major problem in regard to tourism’s impacts is the fact that they
are difficult to measure as they are persistent, involving a series of
products/services consumed through time. However there are no
universally accepted comprehensive measures of overall tourism impact
and the fact that specific areas on tourism impacts on host destination
have been globally ignored throughout time increases the danger of
attempting any predictions on the side of the host destinations.
The importance of this research is vital to the development of
Sustainable Tourism in Cyprus, in order to meet the needs of the present
without compromising the socio-cultural structure for future generations.
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THE STUDY
Facing the lack of recent statistical data, the researcher was forced to
base this study on past statistical records instead of present figures, which
would enable the conclusions to be more accurate. In addition, various
relevant studies were unavailable as they have not yet been put into action
or their impacts have not yet been assessed.
In order to minimize these problems and obtain specific quantitative
and qualitative information from a sample of the population and tourists,
the researcher applied the use of Semi Structure Interviews as well as
Journals, Articles, Conference Papers, etc. The Semi Structure Interviews
were used to encourage individuals to discuss more easily and provide not
just answers, but also the reasons that underline the answers, as the
specific area of interest is a sensitive issue. Some interviews confirmed
what was already acknowledged but also provided the opportunity for
learning (See Figure Table 1 for the list of all the interviewees).

BACKGROUND STUDIES
The positive and negative impact of tourism on the host destination’s
socio-cultural structure has been an issue for a long time. Lundberg
(1980); Foster (1985); Inskeep (1991); Witt (1991); Cooper (1989);
Friges (1996); Matheison and Wall (1982) all contribute to the account of
Social Positive and Negative Impacts on the host destination.
In the words of Matheison and Wall (1982:24), social impacts can be
thought of ‘as changes in the lives of people who live in destination
communities, which are associated with tourist activity’ in regard to
moral conduct, creative expressions. Cultural impacts can be thought of as
the changes in the arts, traditional ceremonies, customs and rituals and
architecture of people that result form tourism activity. Witt (1991) claims
that the greater the difference between the host community and the
tourists, the greater will be the affect of tourism on society. This presents
a challenge to decision makers in regard to the type of tourism that a
destination is trying to attract.
The issue becomes even more difficult when the scope of decision
making is broadened to include the attitudes of, and benefits accruing to,
the tourists’ themselves. Thus, for example, at the national level a specific
development might be justified on the grounds that it is positive for the
society as a whole (such as when benefits accrue to domestic tourists)
even if on average it is not positive for the host community. In such
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circumstances local dissatisfaction may alienate residents from their
resource base as more generally ‘when new users arrive… members of
the initial community feel threatened and may fail to enforce their self
restraint, or they may even join the race to use up resources’. The
government must therefore determine whether the gains to some within
the community outweigh the losses to others. Ostom et al (1999: 280) and
Eber (1992) suggest that this can be minimized with the involvement of
local participants in decision making for sustainable tourism development
Table 1. List of interviewees
Respondent
Number

Name

Profession

Duration

Date

Type:
Local/Tourist

Respondent 1

Anna

18m

01/07/03

Local

15m

02/07/03

Tourist

12m

02/03/07

Local

Respondent 2

Mary

Computer Lab
Assistant
Public Servant

Respondent 3

Andreas

Public Servant

Respondent 4

John

Teacher

18m

03/07/03

Tourist

Respondent 5

Andrew

Bank Manager

17m

04/07/03

Tourist

Respondent 6

Martha

Housewife

12m

08/07/03

Local

Respondent 7

George

Civil Engineer

28m

12/07/03

Local

Respondent 8

Costas

Public Servant

20m

14/07/03

Local

Respondent 9

Andréa

Primary Teacher

12m

15/07/03

Local

Respondent 10
Respondent11
Respondent 12
Respondent 13
Respondent 14
Respondent 15
Respondent 16
Respondent 17
Respondent 18
Respondent 19
Respondent 20
Respondent 21
Respondent 22
Respondent 23
Respondent 24
Respondent 25
Respondent 26
Respondent 27
Respondent 28
Respondent 29
Respondent 30
Respondent 31
Respondent 32

Marios
Mark
Anon
Roula
Anon
Liana
Christina
Chris
Anon
Julie
Peter
Angela
Michael
Rita
Costa
Dinos
Nicos
Panayiotis
Janet
Anon
Anon
Michael
Amanda

Public Servant
Doctor
Public Servant
Retired Headmistress
Lecturer
Designer
Travel Agent
Accountant
Hotel Manager
Self Employed
Unemployed
Housewife
Doctor
Architect
Lecturer
Building Contractor
Army Officer
Accountant
Waitress
Public Servant
Bank Manager
Front Office Manager
Housewife

18m
10m
33m
13m
26m
22m
28m
30m
28m
10m
12m
14m
12m
18m
24m
10m
9m
11m
17m
10m
13m
20m
9m

18/07/03
19/07/03
19/07/03
20/07/03
22/07/03
22/07/03
25/07/03
28//07/03
29/07/03
30/07/03
01/08/03
03/08/03
04/08/03
06/08/03
08/08/03
10/08/03
11/08/03
13/08/03
16//08/03
18/08/03
19/08/03
22/08/03
23/08/03

Local
Local
Local
Local
Local
Local
Local
Tourist
Local
Tourist
Tourist
Tourist
Tourist
Tourist
Local
Local
Local
Local
Tourist
Local
Local
Tourist
Tourist
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All travellers seek tourism experience, yet very different goals and
objectives are sought through many different roles and behaviours. This
occurs because there are many different types of tourists as Valenene,
(1989) states.
Different types of tourists have different effect on the social fabric of
a destination. Each type of traveller can be expected to behave differently
while visiting a destination. For example the photo taking, souvenir
buying, superficial short-term visitor is the tourist of human resentment
and stereotype. Certain groups can be seen as more exploitive and less
sensitive to social and cultural values. Explorers blend into the
community life as local people do and stay longer-but have contact with
fewer people than members of a charter tour that moves through a
community for shopping or sight seeing. Contact’s with other people and
cultures is a motivation and goal, and subsequently, an effect or outcome.
The social and cultural dimensions of tourism involve members of
the host community, the traveller, and the providers of travel services,
who may or may not be local residents.
Government should be aware of possible resentment between the
local people and the tourists because of the income difference. Cases such
as these are seen in the ‘Bahamas, Puerto Rico, Jamaica, and other
Caribbean Islands’ (Lundberg, 1980:211).
Lundberg (1980:16) states that some governments are aiming for the
‘so called ‘Quality Market, the affluent usually in the fifty-plus age’ while
others prefer a mix of tourist’ ranging from ‘working class markets, low
cost, tour groups and students’ (Lundberg, 1980:211).
In the case of Cyprus, the tourist policy of the Cyprus Tourism
Organization (CTO) aims to attract middle and high-income class tourists
in order to minimize possible resentment between locals and tourists.
According to statistics released by ‘Eurostat’, (Cyprus Mail, 2002,
January 31st), Cypriots enjoy a higher standard of living than several
regions in the UK, France, Germany, Belgium and the Netherlands, while
Turkey, Latvia, Bulgaria and Romania are the EU candidate countries
with the lowest percentage of average GDP at 28, 28, 27 and 25
respectively. However it cannot be proven that this is totally the result of
tourism development on the island and not a natural development of the
overall economic state of the island.
Researchers have proposed several models to explain the social
impacts of tourism, such as the ‘Irridex’ by Doxy and ‘adjustment’ model
by Dogan, (1989) and Friges, (1996:92-95). The attitudinal model
developed by Bjorklund and Philbrick (1972) is applied to tourism
(tourist-host relationship) by Butler (1980) as cited in Matheison and
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Wall, (1982:139). The two dimensions of analysis are the attitudes of
local residents towards tourism (positive - negative) and their behavioural
responses (active - passive). Attitudes and reactions of individuals change
in time, according to the process of tourism development in an area.
These models can be very useful in evaluating how successful an
NTO is in attracting the right type of visitors for the benefits of the host
community. Witt, (1991:44) comments, that as a result of the CTO policy
to attract similar income classes, the culture of the people has not been
modified greatly. However this view has been questioned by a large
sample of tourists and locals who participated in the Interviews.
Respondent 15 argues that the type of tourist that visits the island is not
the typical high and middle class income tourist but mostly youngsters
who tend to reach their limits once they are abroad.. Respondent 24 also
adds that ‘the effects of tourists’ behaviour and activities on young people
in the area are very noticeable. The increase in drug trafficking and crime
are the two major effects of tourism on the local community…. young
people tend to spend a lot of their free time away from their families and
from community activities since they spend more time in the tourist areas
going out clubbing or at bars. As a result, we have an increase in the
number of school dropouts and in the number of people smoking at early
stages of their age. It is the CTO that has to make sure that this type of
tourist is discouraged from visiting the island’.
Richardson disagrees with this view and comments that Cyprus isn’t
a Spanish Costa or Corfu, it is ‘sensitive about its tourism image and
determined to keep the quality that so many destinations now, rather
belatedly, aspire to’ (1989:17). It is considered to be ‘one of the few
destinations that has controlled tourism well, and it is now repaying the
benefits’. Cyprus attracts the right kind of people who have the money to
spend’ says Richardson (1989:29).
Laffeaty (1993) supports both Clements and Richardson’s view and
comments that ‘Cyprus is still an up market sunshine destination offering
a friendly atmosphere and high quality service’. It is seen as being always
popular with ‘empty nesters aged 45-60’ as well as ‘professional couples
in their thirties’. Cyprus has always marketed itself ‘as a prestige resort’
(Clements, 1989: 89). Respondent 30 also agrees with this view as he sees
‘tourists as a breath of fresh air into the society, economy and life of the
locals’. These comments show that the locals have different attitudes
towards tourists as the ‘attitudinal model of Bjorklund and Philbrick
(1972) shows.
The CTO is aware of the fact that if the ‘Cyprus overall image
declines’ as it happened ‘in parts of Portugal, Spain, Italy and Corfu, up
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market arrivals will dry up’ (Piommer, 1990). Therefore the organization
is aiming to maintain its high quality and consequently it’s up market
clientele by offering excellent facilities and different types of tourism
activities such as Agro Tourism, Bird Watching, Cycling, etc. To achieve
this selective advertising and promotion are adopted in order to attract this
type of customer.

IMPACTS OF TOURISM ON THE SOCIO-CULTURE OF CYPRUS
It can be granted that the development of the Tourist Industry led to a
progress in the standard of living for the local people in several areas as
tourism expenditure increases the income of the area and thus raises the
income of those in the region and improve the standard of living and the
quality of life for the locals (Foster, 1985: 17). Tourism also contributes
greatly to the development of infrastructure and superstructure with the
building of new roads, airports, hospitals, restaurants and attraction to
enable maximum number of citizens to benefit from the cultural,
recreational and leisure activities of the tourism sector and finally it
encourages cultural exchange between tourists (Inskeep, 1991: 172).
Most studies found a sup positive relationship between opportunities
for shopping and recreation and attitudes toward tourism (Allen, Long
Perdue and Kieselbach, 1988; Davis et al 1988).
Tourism has also aided in arising the interest for art festivals and
crafts, i.e. weaving, embroidery, wood crafting, pottery etc that have been
practiced in small villages for hundreds of years (Witt, 1991: 44).
Respondent 1 comments on the significance given to the culture of the
island and on the fact that ‘tourists have allowed the locals to get to know
their culture through the various festivals that are now being very popular
around the island’’. Respondent 2 adds that you would have to visit
villages to get to know the various crafts available; now it is better known
because of tourists.
The impact of tourism on the conservation of old buildings is also
both positive and negative. Respondent 12 comment that “tourists look
for and appreciate local architecture and authentic traditional style, so a
lot of buildings are being renovated or conserved as mainly tourist
attractions, which would have been destroyed by eager owners”. On the
other hand, old buildings do not have enough capacity to provide
accommodation for the growing number of tourists, so they are destroyed
to give room to new and large guest houses with appropriate capacity and
tourist facilities.
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An area that presents a challenge to decision makers is the
development of a casino on the island. It is an idea that has been given
attention throughout the years but it was always put down due to the
overall implications to the host community. Respondent 6, comments that
‘Gambling is already an issue for Cypriots. If a casino opens many
families will be ruined”. Respondent 17 adds ‘that it is up to the
government to take the necessary actions to protect its citizens if this idea
is put into action’. Respondent 20 argues that ‘we need this; every major
tourist destination has one’. Another view on the subject is also given by
Respondent 26 who sees the development of the casino as necessary in
order to ‘stop tourists and locals from visiting the casino in the occupied
area. Is it better for us to spend our money in the occupied area?’
The general idea was that if someone wants to gamble there are all
sorts of ways available (internet casino, cruise line casinos, lucky games);
what is so different about this one. Respondent 3 sees the positive side for
the host community and comments that it will be great entertainment for
us that it wouldn’t be considered if it was not for the tourists; they help
the island move towards progresses. The decision makers must determine
whether the gains within the community outweigh the cost to the
community.
An analytical technique that can help in this case is Lindberg’s ,
Dellaert’s and Rassing’s (1999), Ben-Akiva’ s and Lerman’s (1985)
‘Modeling Technique’, that was used to conduct a survey in regard to the
affects of the increase in ski slopes to the welfare of tourists and residents
at a winter tourism community in Sweden. The central hypothesis is that
such an increase could provide non-negative benefits to tourists, as well
as to some residents, especially those who like to ski and/or wish to see an
expansion in the Local tourism sector. On the other hand; the increase
would overall generate negative benefits (costs) for other residents. To
evaluate this, choice modelling was used in surveys of both tourists and
residents that helped to highlight the values accruing to community
residents. In addition, a model of resident preferences for additional
slopes is presented to facilitate understanding of what factors may affect
whether respondents view such development as positive or negative.
Even though tourism has helped Cyprus prosper, the Cypriot society
still has concerns about the negative aspects of tourism, most importantly
the influence of tourism on the culture and crime related to tourism
(Peristianis and Warner 1996). The Interview respondents have indicated
their opinions about the social impacts of tourism and development and
the concern for the Carrying Capacity in two major tourist towns,
Paralimni and Agia Napa. Witt (1991: 41) comments that tourism causes
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under utilization of the infrastructure due to seasonality and in addition it
makes it difficult for those employed in the industry to find alternative
jobs during the off peak season which also creates an unbalance of the
structure of local employment.
The media have described the major tourist town as a round-theclock neon-lit cosmopolitan mini-metropolis and topless sex capital of
Cyprus (Peristianis and Warner, 1996). The majority state that tourists
have a negative effect on the Cypriot way of life; that tourism changes the
traditional culture; and it decreases the lifestyle quality of Cypriots who
live in tourist areas. Respondents 2 and 16 commented that during the
summer months you do not hear the Greek Cypriot language spoken, as
the whole of the island is filled with tourists. The extreme concentration
of tourists resulted in the modification of social attitudes among young
people, particularly towards sexual behaviour (Witt, 1991: 44).
Respondent 14 adds ‘it is not our way of life here in Cyprus that gets
these youngsters to behave in this way’.
It is widely accepted that there have been changes in the lifestyle,
tradition, social behaviour and moral standards especially of the younger
generation. This situation has been perceived with some disapproval by
the older generation, leading to conflicts. Α numbers of factors have been
identified to contribute to these changes, namely tourism, mass media and
trips Cypriots take abroad.
The degree to which the Respondents held tourism or any other
factors responsible for these changes varied within the research areas and
from person to person. The majority of Respondents suggested that it is
very difficult to isolate the role of individual factors, in inducing changes
in social behaviour and values. In fact, there is a consensus that in many
cases all of the above factors have cumulatively been responsible for
these changes. The emphasis of the Respondent has been to support
tourism that preserves traditional values and customs, i.e. by promoting
agro-tourism, Cypriots attempt to prevent cultural changes stemming
from tourism. (Tsoudis, 2001). The European way of living has altered
the Cypriot society as younger generations are seeking different values
than their families', and thus resulting in weaker family bonds.
A number of researchers examined the link between the perception
that tourism contributes to increase in crime and the support for its
development; however, findings have shown to be contradictory and not
conclusive (Lankford, 1996 in Gursoy et al 2002: 83). While several
researchers reported that crime is related to resident perceptions of
tourism development (Belisle and Hoy 1980; Lankford, 1996; Liu et al
1987; Long et al 1990; Milman and Pizam and Pokela 1985; Rothman
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1978; Runyan and Wu 1979; Sethna 1980), others were not able to
confirm the relationship between crime and tourism. Allen et al 1993;
Jurowski et al 1997; McCool et al 1985, 1994; Martin 1994; Pizam 1978;
as well as Lundberg 1980; claim that there is an increase in prostitution
and rise in criminal activity and possible resentment between local and
tourists. Lankford’s, (1996) research based on a socio-demographic
perspective showed that rural population, long term residents, farmers,
and younger segments perceive tourism as contributing to an increase in
crime (in Gursoy et al, 2002).
This issue was an area of concern in this study and particularly in the
area of Ayia Napa which has been the target of many commentators who
investigate the role of tourism in the increased crime in the area. It is
advertised as a place of great consumption of alcohol, sex, drugs and
crime. It is not apparent from available statistical analysis to whether it is
mainly tourist or locals, which cause the most crimes in a tourist area.
Respondent 17 indicates that ‘there is great damage caused by thousands
of topless beach goers in a country where traditional values are
emphasized’. Moreover ‘the massive arrival of youngsters changed the
image of the area from a fun relaxing atmosphere to more of a nightlife
entertainment with many nightclubs and discos. As a result, we had an
increase in drug trafficking and crime’ (Respondent 24).
The young generation in Cyprus has started to adopt different set of
values on morality and style of dressing which is not acceptable by the
older generations (Witt, 1991: 44). Respondent 5,6,7 agree with this view
as they say, tourists have altered the Cypriot values and beliefs especially
among the young generation, for example the dress code has changed,
nudity is much more acceptable now.
Respondents 19, 20, 24 also attribute the increase in the use of drugs
and sexual freedom to tourism. Nevertheless this allegation cannot be
proven as there are no empirical data available to prove that crime is the
result of increased tourism; it may be more the case of adverse publicity
of the press which tends to present tourism as the cause of all evils. This
is the case with increased crime, independence of the sexes and stress in
the relationship of young people and their parents. Can tourism though be
blamed for this development or is it again the normal cycle of evolution in
a modern economy, which is affected by so many external influences?
A number of Respondents also commented on the fact that tourism
became the reason for many marriages breaking up. Let us take a look at
the statistics available for marriages in Figure 2. In 2001, marriages
increased to 10.574 from 9.282 the year before. The crude marriage rate
was calculated at 15, 1 per thousand citizens from 13, 4 in the previous
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year. Marriages are compiled by the staff of the Statistical Service from
the Registers at the six ecclesiastical districts of Cyprus. The Armenian,
the Maronite and the Catholic Churches report their marriages directly to
the Statistical Service. Final data concerning civil marriages are obtained
from the Ministry of the Interior and the Ministry of Justice and Public
Order.
Figure 1. Marriages in Cyprus, 1974-2001

Source: Cyprus Statistical Service, 2001

The number of ecclesiastical marriages increased from 3.272 in 2000
to 3.684 in 200Ι, as 2000 was a leap year. In Cyprus there is still
prejudice against marriages celebrated during leap years. Thus, the
number of marriages follows α four-year cycle with a trough during leap
years and peaks in the years preceding and succeeding the leap year.
Civil marriages increased from 6.010 in 2000 to 6.890 in 2001. Only
123 cases or 1,8% of civil marriages concerned Cypriot couples. In most
cases marriages were between foreign nationals (82,7%), in 2,4’% the
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groom was of foreign nationality and the bride Cypriot, in 13, 1 % the
bride was of foreign nationality and the groom Cypriot. British and Israeli
were the main nationalities who had α civil marriage in Cyprus in 2001. It
must be noted though, that a great number of foreigners who married in
Cyprus was not residing in Cyprus. This affects the crude marriage rate,
which appears to be significantly higher than the true rate for residents of
Cyprus.
The divorce rate in Cyprus has been increasing by 1% during the past
10 years namely from a 0,51% that was the rate during 1991 has risen to
1,86% during 2002 (Cyprus Statistical Service). The number of divorces
prior to 1991 was between 0, 27%-0/50. These numbers if compared to
tourist arrivals can indicate some correlation: because the tourist arrivals
were increasing, so were the divorce rates. However it is quite difficult to
make a connection between tourism and the rate of divorces in Cyprus, as
the Statistical service does not have the number of divorces within each
district that can pinpoint a possible difference between the tourist areas
and the non-tourist. In addition it must be said that there are also other
factors that have an affect on divorce rates such as extra marital
relationships, marriage between different nationalities and religions that
lead to divorces. The numbers looked at, refer to only ecclesiastic
marriages as according to the Christian Orthodox, the main religion
followed by Cypriots,: the ecclesiastic marriage is the only form of
marriage acceptable by the church. The numbers used in this research are
based on The civil marriages were not included in these numbers, as this
would also include an additional number of tourists who visit the island
for the sole purpose of getting married or tourists who have decided on
the spur of the moment to get married. The only problem with exclusion
of these numbers is that, there is also a certain number of Cypriots
married to foreigners in the Civil Court rather than in the church (See
following Table 2 for more details).
Divorces are obtained through family courts. According to the new
legislation, the choice of civil marriage in lieu of ecclesiastical marriage is
permitted among the Greek community and divorces come under the
jurisdiction of family courts since 1998. Now family courts deal also with
divorces of civil marriages between foreigners, which up to 1998 were
dealt by the Supreme Court, and District Courts.
By comparing these numbers with the tourist arrivals we can see that
tourism cannot be considered the only factor responsible for the large
number of divorces during the year of 1999. A member of the clerical
body commented that ‘during that year it was the stock market that had
the greatest impact upon marriage dissolutions’. As we can see, the tourist
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arrivals in comparison to the previous year did not have too much
difference (see Table 13) although divorce numbers have increased in
comparison to previous years.
Table 2. Divorces issued from each Districts bishopric
District

1999

2000

2001

Tourist
Location
of stay
2001

2002

2003

Larnaca

120
apr

97
apr

94
apr

14.64%

80 apr

69 apr
Present
day

Nicosia

451
apr

321
apr

300
apr.

2.86%+
26.59=
29,45%

300
apr

300 apr.
Present
day

Limassol

212
apr

195
apr

169
apr

19,00%

182
apr

105 apr.
Present
day

Pafos

69
apr

70
apr

69
apr

34,73%

63 apr

Total

852

683

65 apr.
Present
day
539

632

625

Comments

Larnaca District:
including the villages
and the hill resort
area
Nicosia district:
including the villages
Free Farmagusta
Area
Agia Napa and
Paralimni
Limasool District:
including the villages
and the hill resort
area
Including the villages
and the Polis area

Source: District bishopric
What is interesting to comment is that the place of residence of the
couples that were issued a divorce was predominantly urban versus
couples residing in villages. The most dominant grounds for divorce were
mostly ‘Irretrievable breakdown of the marriage’ and Irretrievable
breakdown of the marriage due to 5 years separation’.
We can assume that tourism cannot be considered a major
contributing factor in divorces in Cyprus. The number of tourist arrivals
during 2000 and 2001, which were the highest ever in the history of
Cyprus can also support this. The increase in tourist arrivals didn’t affect
the number of divorces, which have remained at almost a steady level.
Another area of concern in regard to tourism is crime. In 2000 there
has been an increase by 3% than in 1999, in the number of serious
offences reported to the Police (and found true) 4,340 crimes in total
(Cyprus Statistical Data 2002). However the difference of tourist arrivals
between 1999 (2,434,285 tourist arrivals) and 2000 (2,686,205 tourist
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arrivals) was not substantial. Therefore it cannot be proven that it was the
result of this small increase in tourist arrivals.
Various Respondents have commented that not only tourists bring
this change about. Cypriots also travel to other destinations bringing with
them a little bit of that culture. Respondent 9, comments that ‘the
Cypriots are also to blame for the cultural change, not just the tourists”.
He agrees that the island has changed but he also states that “it is not as
thought it was a quiet place. It has never been just a place for fishing and
rest. Tourists did not bring pubs and discos to Cyprus. It is the Cypriots
who travel overseas and study overseas and have their minds opened to
other cultures’. Respondent 15 also adds that ‘characteristics of other
cultures are not always negative: they can also be positive things, things
that we too as the host country enjoy. Who can say that they haven’t tried
a Big Mac?

CONCLUSIONS
This paper has reached to some conclusions which in a certain extent
are controversial. In spite of all negative and positive impacts of tourism
on the socio-cultural structure of Cyprus it is not yet clear whether the
benefits outweigh the costs. The main reason for this uncertainty is that
most of the research is done on an estimate as there is no empirical data
available as yet to support either side of the equation. Therefore there is a
pressing need for further statistical analysis in regard to tourism impacts
in general to aid in creating a more complete picture.
In general, the residents of Cyprus have a positive attitude toward
tourism. Since the success of tourism depends very much on the human
factor, i.e. the attitudes and behaviour of the residents of a destination
towards tourists, this seems to be an encouraging result for the future of
tourism development. Residents recognize a range of potential positive
and negative impacts of tourism however, current attitudes are generally
quite positive and there is support for future modest increase in tourism.
New tourism developments should be planned together with
municipalities to minimize conflicting activities. All planning should be
accompanied by widespread public information dissemination and
provide opportunity for discussion leading to integrated coastal zone
management. This will also benefit in another area as already mentioned
in minimizing the local’s resentment and alienation in regard to tourists
and the use of their resources.
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The tourism development strategy should aim to protect local culture,
respect local traditions and promote local ownership and management of
programs and projects so as to foster community stewardship of the
natural resource base. As integrated processes take time, tourism umbrella
organizations should start with voluntary self-restraint, until locally
adapted objectives have been reached.
However, all these efforts will be in vain, unless carrying capacity
limits can be agreed upon. These limits have to follow sustainability
criteria on the development objectives in order to protect the natural and
cultural values of the island. Management efforts for sustainable
development cannot allow an ever increasing growth, which will destroy
and, in fact, already has to a certain extent the resources that guests have
come to see and experience.
The results of this study are mainly confirmed by similar
international studies conducted on other similar tourism destinations such
as the socio –cultural impacts of tourism in Lake Balaton Hungary.
However quantitative measures of tourism penetration have been
relatively crude and one-dimensional until the studies done by McElroy
and de Albuquerque (1998), who constructed the Tourism Penetration
Index (TPI). This study is considered as an early warning signal for
measuring tourism penetration as it integrates socio-economic and
environmental impacts into a single measure.
Therefore it can be concluded that in order to make the results of this
study applicable it would be necessary to carry out a more exhaustive and
comprehensive investigation and analysis taking into consideration the
overall impacts of tourism on the island including economical,
environmental and social.
Tourism planners must realize that these three concepts, ‘the
environment, the economy and the society are inextricably linked… like a
spider’s web- touch, one part of it and reverberations will be felt
throughout’ (Hall, 2000:4:51).
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BOOK REVIEW
Coastal Mass Tourism: Diversification and Sustainable
Development in Southern Europe1
Bill Bramwell, editor (2004). Channel View Publications, Clevedon,
United Kingdom

Anxiety regarding the economic health of mass tourism in southern
Europe’s coastlands has urged many destinations and enterprises to
diversify in light of sustaining or penetrating markets while turning to
environmentally sustainable practices. One policy response to the above
has involved developing new products (e.g. golf courses etc) without,
unfortunately, sparing the mass tourism characteristics. Similarly,
attempting to diversify has involved developing alternative tourism
products to be offered on a small scale (e.g. history, culture etc).
Combining the aforementioned with the fact that many destination guests
no longer accept poor environmental standards thus urging the need to
significantly improve on environmental quality. The environmental
upgrade of products, enterprises or destinations can be achieved through
enhancement schemes in major resorts, tougher land use planning
controls, improvements in water quality and beach cleaning and initiatives
to reduce energy use and recycle waste in the accommodation sector.
To date only a limited number of published books have focused on
the development and planning of coastal mass tourism and there has only
been a limited critical assessment of the strategies of product
diversification and environmental enhancement used in coastal regions.
Issues of this sort are described, analyzed and discussed within a
collection of 17 chapters representing the work of researchers from the
United Kingdom, Greece, Turkey, United States of America, Australia,
Spain, N. Ireland and Malta and offers a detailed and scientifically
justified account of the development of coastal destinations of Southern
Europe. It examines the interactions between market demands and
pressures, evolving value systems and policy contexts, and new policies
and planning techniques affecting tourism and sustainable development.
Provides a commentary on how the implementation of policies affecting
tourism and sustainability is a multifaceted and often fraught process
while lacks depth on issues such as managing the scale or quantity of
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418
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tourism development and efforts to involve local actors in tourism policy
making.
Taking a closer look at each chapter of this a rich selection of
methodological strategies that have been deployed to research cutting
edge research questions which lead to future research propositions and
scientific inferences while justified by sound scientific arguments and
past research findings. Chapter 1 & 2 by Bill Bramwell (Mass tourism,
diversification and sustainability in southern Europe’s coastal regions),
researches the context to policies for tourism and sustainable development
in southern Europe’s coastal regions; Chapter 3 by Helen Briassoulis
(Crete: endowed by nature, privileged by geography, threatened by
tourism?), offers a broad brush, integrated analysis of tourism and local
development in Crete in three time periods since the late 1960s by
presenting its impacts, evaluates them with a consistent set of
sustainability criteria and probes into the essential requirements for
securing the sustainability of development of the island and of its tourist
sector; Chapter 4 by Paris Tsartas (Tourism development in Greek insular
and coastal areas: socio-cultural changes and crucial policy issues),
analyses two issues that have characterized tourism development in Greek
insular and coastal areas in during the period of 1970 until 2000. Firstly
the socioeconomic and cultural changes that have taken place in these
areas and led to rapid tourism development. Secondly the policies for
tourism and tourism development at local, regional and national level;
Chapter 5 by Cevat Tosun, Dallen Timothy, Yuksel Ozturk (Tourism
growth, national development and regional inequality in turkey),
examines the impacts of intensive coastal tourism growth on the
development of rural regions in particular and national development in
general on Turkey; Chapter 6, by Konstantinos Andriotis (Problems of
island tourism development: the Greek insular regions), reviews the
difficulties resulting from the insular character and the uncontrolled
tourism development; Chapter 7, by Jon Sadler (Sustainable tourism
planning in northern Cyprus), identifies the problems of planning and
environmental assessment for tourism in the developing country of
northern Cyprus, an area politically unrecognized and largely unknown
state with the argument that politically and geographically isolated areas
can have advantageous natural resource based objectives providing
politics and the economy favour and foster sustainable planning; Chapter
8, by Michael Barke and John Towner (Learning from experience?
Progress towards a sustainable future for tourism in the central and
eastern Andalusian littoral), examines the recent development of tourism
on the coast of Andalusia to the east of Malaga in light of explicit
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assertions of the adoption of sustainability principles by the Spanish
tourism authorities; Chapter 9, Fernando Vera Rebollo, Josep Ivars Baidal
(Measuring sustainability in a mass tourist destination: pressures,
perceptions and policy responses in Torrevieja, Spain), affirms the need to
incorporate the principles of sustainable development within the planning
and management of mature tourism destinations while uses an operative
definition of sustainable tourism development that makes possible the
effective application of its principles; Chapter 10, by Gonzalo Malvarez
Garcia and John Pollard (The planning and practice of coastal zone
management in southern Spain), examines coastal management policies in
southern Spain in the context of the states role in the promotion of
sustainable development practices; Chapter 11, by Xavier Campillo
Besses, Gerda K. Priestley and Francesc Romagose (Using EMAS and
local agenda 21 as tools towards sustainability: the case of a Catalan
coastal resort), examines the objectives underlying principles,
methodology and controls involved in the application of two
environmental planning tools – local agenda 21 and the European ecomanagement and audit scheme (EMAS) to local administrations, in an
attempt to identify their strengths and weaknesses; Chapter 12, by
Artemios Chatziathanasiou, Daphne Mavrogiorgos and Konstantinos
Sioulas (Environmental initiatives in the hotel sector in Greece: case
study of the green flags project), assesses the environmental performance
of 35 hotels in Greece in the context of a LIFE project titled “green flags”
the aim of which was to define a labelling award within the European
union eco-labelling scheme; Chapter 13, by Ioannis Spilanis and Helen
Vayanni (Sustainable tourism: utopia or necessity? The role of new forms
of tourism in the Aegean islands), develops a framework for the appraisal
of tourisms sustainability in the Greek islands and it is concluded that the
conventional tourist model (3s) has failed to promote sustainability due to
the limited economic benefits for host communities and growing
environmental pressures. The purpose of the paper is to identify types of
new forms of tourism that are being developed in the Aegean islands and
to evaluate their impact; Chapter 14, by Nadia Theuma (Tourism, culture
and cultural tourism in Malta: the revival of Valletta), examines Valletta
as a tourist attraction, identifying the current cultural product, and it
discusses the recent initiatives to revive the city; Chapter 15, by Julie
Scott (Coffee shop meets casino: cultural responses to casino tourism in
northern Cyprus), goes beyond a social impact approach to casino tourism
to focus on how the rapidly growing global casino industry connects with,
mediates and is mediated by the existing local gambling culture; Chapter
16, by Richard Sharpley (Tourism, modernisation and development on the
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island of Cyprus: challenges and policy responses), through a case study
it demonstrates that despite Cyprus’ inherent dependency tourism has
proved to be an effective vehicle of development; Chapter 17, by Derek
hall (Rejuvenation, diversification and imagery: sustainability conflicts
for tourism policy in the eastern Adriatic), provides a critical evaluation
of the post conflict tourism policies of the former Yugoslav republics
bordering on the eastern Adriatic.
All in all, this is a well written, easy to read book that offers a
scientifically sound discussion on the topics of environmental and
destination sustainability from the lens of different geographical areas;
issues soon to occupy both the practitioners and the academic community.
All researchers and chapters found within the book lay the ground
through well researched and presented literature review thus introducing
the all kinds of readers, irrespective of their awareness and knowledge, on
the issues of tourism development. From a methodological perspective
the healthy balance of quantitative and qualitative research instruments
and techniques the quantification of research parameters coupled with the
inner – qualitative findings offer an insightful account and justification on
these issues. Moreover there is a plethora of proposed future research
directions for other researchers to embark upon. In this vein this book can
be used by faculty staff, tourism professionals, governmental bodies,
students or researchers in the sense of providing a head start through a
rich list of references while setting the scene on the topic of tourism
development through an explicit focus to Southern Europe and its coastal
zone.
Kalotina Chalkiti

Kalotina Chalkiti (k.chalkiti@aegean.gr) is Doctoral Researcher at the
University of the Aegean, Interdepartmental Program of Postgraduate
Studies in Tourism, 8 Michalon Str., GR-82100, Chios, Greece.
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CONFERENCE REPORT
24th EuroCHRIE Congress: In Search of Excellence for
tomorrow’s Tourism, Travel and Hospitality 1
International Conference hosted and organised by the University of
the Aegean, 26-28 October 2006, Thessaloniki, Greece

This year’s EuroCHRIE conference was another distinctive success
with several knowledge sharing sessions, great fun, social events,
excellent networking and a set of new standards to be exceeded in the
future!
The theme of the 24th EuroCHRIE Congress was “In Search of
Excellence for tomorrow’s Tourism, Travel and Hospitality”. Nothing in
today's chaotic tourism, travel and hospitality environment stays the same
long enough... achieving and sustaining excellence, either in the private or
the public sector, is a major challenge for all relevant stakeholders!
Excellence has also been strongly linked with success. The search for
success through excellence is always with us, the world is changing
constantly, and the impacts of change are critical for tourism, travel and
hospitality management and education. Success may generate even more
excellence, both at macro-environmental and micro-environmental level.
Excellence can be small-scale or large-scale. Excellence can also be seen
as a constant revolution, having an impact on political, social, cultural,
technological and economic environments.
Any stakeholder in tourism, travel & hospitality, and any industry
practitioner, educator or researcher, is facing vital questions like:
• How to prepare excellence?
• How to accept excellence?
• How to manage excellence?
• How to optimize excellence?
• How to survive with excellence?
• How to sustain excellence?
• How to teach excellence?
• How to research excellence?
In order to address such questions, 5 parallel and a poster session were
organized addressing more than 15 significant and challenging academic
topics, namely: tourism and hospitality curriculum; food & beverage –
© University of the Aegean. Printed in Greece. All rights reserved. ISSN: 1790-8418
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eating and consumer behaviour; sustainable tourism development;
information and communication technologies in the travel industry;
knowledge management; branding and image in tourism and hospitality;
interdisciplinary issues in tourism and hospitality marketing; internships,
training & personal development; alternative forms of tourism; tourism
destination management & planning cases; information and
communication technologies in hospitality; contemporary management
issues in hospitality industry; customer attitudes and satisfaction in
tourism & hospitality; economics and strategy in tourism, travel, leisure
and hospitality; teaching & learning in tourism education; sustainable
tourism development; heritage, sport tourism and entrepreneurship;
financial management in travel, leisure & hospitality; excellence in
hospitality industry; tourist motivation, attitude and buying behaviour;
tourism development cases from Europe; hospitality education;
multidisciplinary issues and impacts of tourism; sustainable tourism
development; service quality and service research; operations and
performance management; leadership and motivation of human resources;
marketing communication and promotion in tourism & hospitality;
multidisciplinary issues in tourism & hospitality; current issues in tourism
education; sociology and social impacts of tourism; human resources
management; tourism destination marketing; food, beverage & hospitality
– contemporary issues. Exquisite physiognomies of the international
academic world chaired and guided the constructive and in depth
academic discussion held in each session offering both presenters and
attendees rigorous criticism and food for thought, namely: Maja Uran,
Karl Brandmeir, Ioannis Spilanis, Hilary Murphy, Nicholas Hadjis, Nick
Johns, Gregory Dunn, Marie Connolly, Jacqueline Mulligan, Efstathios
Velissariou, Clark Kincaid, David Aiey, Nigel Hemmington, Rozenn
Perrigot, Bill Samefink, Will Munsters, Philip Gibson, Andreas
Papatheodorou, Rai Shacklock, Andrew Lockwood, Paul Barron, Dogan
Gursoy, Hailin Qu, Jay Kandampully, Aran Upneja, Sandra Watson,
Stefan Zagelmeyer, Audrey McCool, Paris Tsartas, Alexis Saveriades,
Olivia Kyriakidou, Spyros Avdimiotis, Thomas Mavrodontis, Robert
Harrington and Peter Jones.
The congresses proceedings featured 193 refereed full papers and 18
refereed work-in-progress papers and 19 posters from a pool of 240
papers submitted from 41 countries in 5 continents. 2005, was the first
year EuroCHRIE achieved such a remarkable submission record, a fact
that comes to no surprise to the academic community since the research
networking is a highly promising activity, the congress hosts put together
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a brilliant professional and social program for all delegates, needless to
mention the attractiveness of a city like Thessaloniki.
During the three days of the conference, the outstanding speeches
given by the keynote speakers, namely: Haris Coccosis (Special Secretary
for Strategic Planning at Ministry of Tourism in Greece, Professor of the
University of Thessaly in Greece); Ms. Poppy Eleftherakou (Director of
sales of Classical Hotels); gave a fantastic opportunity for reflecting on a
number of interesting and cutting edge topics. A great opportunity for the
academic community to disclose their views and anticipations around
tourism education was facilitated by the panel discussion, titled
“Excellence in Tourism Education”, chaired by Professor Nigel
Hemmington. Insightful questions were addressed to the panel attendees,
who offered a great interdisciplinary and cross-cultural blend, comprised
of Professor David Airey, Professor Robert Harrington, Professor Jay
Kandampully, Professor Audrey McCool, Professor Harris Coccosis and
Professor Paris Tsartas.
The 24th EuroCHRIE conference also featured a PhD Methodology
Workshop that was carried out with great success and enthusiasm of its
participants. The nice blend of PhD students and well established
academics was a true learning experience for the former for two major
reason: a) the gain of a great and constructive feedback and b) the rewards
they can accumulate from social networking with people sharing the same
research interests.
Eduardo Parra López
Universidad de La Laguna

Eduardo Parra López (eparra@ull.es) is Reader in Business Studies and
Tourism at the Universidad de La Laguna, Departamento de Economía y
Dirección de Empresas, Campus de Guajara, 38071, La Laguna, Spain.
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FORTHCOMING EVENTS
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.
2007 TTRA International Conference, “Beating the Odds with Tourism
Research”, Las Vegas, USA, June 17-20, 2007. For more information
contact admin@ttra.com or visit http://www.ttra.com.
2007 I-CHRIE Conference, “Hospitality & Tourism Education as Big as
Texas”, Dallas, Texas, USA, July 25-29, 2007. For more information
contact Jessica Brim at jbrim@chrie.org or visit http://www.chrie.org.
57th AIEST Conference, “Productivity in Tourism”, Macau, SAR China,
August 19-23, 2007. For more information contact Zvjezdana Vujkovic at
zvjezdana.vujkovic@unisg.ch or visit http://www.aiest.org.
Extraordinary Experiences Conference, “Managing the Consumer
Experience in Hospitality, Leisure, Sport, Tourism, Retail and Events”,
Bournemouth University, Bournemouth, United Kingdom, September 34, 2007. For more information please contact Blake Ashwell at
bashwell@bournemouth.ac.uk or you may wish to visit the website
http://www.bournemouth.ac.uk/extraordinaryexperiences.
ATLAS Annual Conference 2007, “Destinations revisited: Perspectives
on developing and managing tourist areas”, Viana do Castelo, Portugal,
September 5-7, 2007. For more information contact Leontine Onderwater
at leontine.onderwater@atlas-euro.org or visit http://www.atlas-euro.org.
Advances in Tourism Marketing Conference (ATMC), “Destination &
Event Marketing: Managing Networks”, Valencia, Spain, September 1012, 2007. For more information contact Luisa Andreu at
Luisa.Andreu@uv.es or visit http://www.atmc2007.org
The Sixth Asia Pacific Forum for Graduate Research in Tourism,
“Shaping Sustainable Tourism in Asia-Pacific: Competition and
Cooperation”, Xiamen, China, September 21-23, 2007. For more
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information contact Dr. Lin Derong at deronglin@hotmail.com or visit
http://sm2.xmu.edu.cn/the6thapf/index.asp.
MCIS2007 “Mediterranean Conference on Information Systems”,
Venice, Italy, 4 - 7 October, 2007. For more information contact the
conference
secretariat
at
info@mcis2007.org
or
visit
http://www.mcis2007.org.
2007 Annual Conference of the International Society of Travel and
Tourism Educators (ISTTE), “Connecting the Past and the Future”,
Charleston, South Carolina, USA, October 4-6, 2007. For further details
please contact Clark Hu at clark.hu@temple.edu or visit the website at
http://www.istte.org.
DIT Conference, “European Tourism & the Environment: Promotion and
Protection – Achieving the Balance”, Dublin, Ireland, October 11-12,
2007. Organised by Dublin Institute of Technology. For more information
contact Elaine O’Halloran at Elaine.ohalloran@dit.ie.
25th EuroCHRIE Congress, “25 years of Showcasing Innovation in
Education, Training and Research through Tourism, Hospitality and
Events”, Leeds, United Kingdom, October 25-27, 2007. Hosted and
organised by Leeds Metropolitan University, U.K. For more information
contact info@eurochrieleeds.eu or visit http://www.eurochrieleeds.eu.
ATLAS Africa 2007, “Tourism and Wealth Creation”, Department of
Tourism, University of Otago, Kampala, Uganda, October 27-29, 2007.
For
more
information
contact
Leontine
Onderwater
at
leontine.onderwater@atlas-euro.org or visit http://www.atlas-euro.org.
ENTER 2008, “Information Technology in Travel & Tourism”,
Innsbruck, Austria, January 23-25, 2008. For more information visit
http://www.ifitt.org/enter.
Council for Australian University Tourism and Hospitality Education
(CAUTHE) 2008 Conference, Griffith University, Gold Coast,
Australia, February 11-14, 2008. For mote information please visit
http://www.griffith.edu.au/conference/cauthe2008/.
World Leisure Congress, Quebec City, Canada, October 6-10, 2008. For
more information please visit http://www.worldleisure.org.
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AIMS & SCOPE
TOURISMOS is an international, multi-disciplinary, refereed (peerreviewed) 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, policymakers 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/papers181
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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.

