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EDITORIAL1

 
 

This is the special issue of TOURISMOS, starting an annual series of special 
issues. In the previous eight issues, our 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 with special emphasis on Contemporary 
Developments in Tourism Market. 
 
Tourism is unquestionably one of the major contributors to national, regional 
and local economies in many parts of the world, since its development benefits 
a wide variety of sectors. However, given the current situation, tourism is 
growing in a more competitive environment. Service quality and customer 
expectations and satisfaction have increasingly been identified as key factors 
in the battle for product differentiation and customer retention.  
 
In recent years, tourism consumption has experienced far-reaching internal 
differentiation or diversification due to various economic, technological and 
social factors. Given the competitiveness of the tourism industry, 
understanding the traveller’s decision making process is of great interest to 
marketers. Modern tourists are better educated, more sophisticated and 
environmentally aware. Having travelled around the world, they require a 
better quality of life and search for a real experience in tourism activities. 
Moreover, the development of new distribution technologies as well as the 
internet boom has generated new business models, changing the structure of 
distribution channels, products, and tourism services. Within this context, 
tourism businesses and destinations are currently trying to adjust their 
investments according to the new demand requirements. 
 
The recent trends in tourism markets have been accompanied by a significant 
increase in research. Responding to the growing need for a better 
understanding of the phenomenon, this special issue aims to contribute to the 
extension of knowledge over new developments in tourism market. To this 
end, the papers that have been included are based both on quantitative and 
qualitative research. They cover a wide range of topics, such as new criteria 
for market segmentation, the use of Internet as a promotional and 
distributional tourism tool, interactive websites and the effects of electronic 
                                                           
© University of the Aegean. Printed in Greece. Some rights reserved. ISSN: 1790-8418 
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word of mouth advertisement, cost-based management and decision making, 
measuring destination image, guest relationship management and brand 
building process, socio-cultural factors that form tourists’ perceptions, 
perceived quality and customer satisfaction, synergies, conflicts and structural 
problems in tourism development. 
 
Based on the previous analysis, I trust that you will enjoy reading the 
contributions made in this special issue of TOURISMOS! 
 
Olga Iakovidou 
Guest Editor 
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GUEST RELATIONSHIP MANAGEMENT 
PRINCIPLES AS A REFERENCE POINT FOR 

BUILDING YOUR BRAND: 
THE CASE OF A HOSPITALITY GROUP’S BRAND 

BUILDING PROCESS 
 
 

Olaf Hermans1

NHTV Academy of Hotel Management 
 

Hugo Mutsaerts 
NHTV Academy of Hotel Management 

Luc Olyslager 
 
 
The objective of this paper was to gain insight into the delimitation of ‘brand 
territory’ and ‘relationship territory’, in these territories’ interdependencies as 
well as relevant managerial attitudes and perceptions. Full support for this 
research was gained from a Dutch hospitality group which recently had 
formulated its new brand strategy and which was on the verge of entering into a 
rapid expansion track. Over a period of three years desk research, surveys and in-
depth interviews created a clear picture of the process of brand building in 
practice. A striking outcome of the executed research was that most hospitality 
managers of the studied company were not aware of the differences between the 
relationship management and the brand management processes. By following a 
stakeholder approach, authors revealed a range of perspectives on Guest 
Relationship Management (GRM) that can enhance the probability of a successful 
outcome of the brand building process. 
 
Keywords: brand building process, customer relationship management, 

organizational change, stakeholders, perspectives 
 
 
INTRODUCTION 
 

As the international hospitality industry keeps growing more 
competitive, companies have been striving to differentiate themselves by 
their brands during the past decades (Piccoli et Al., 2003). Brand 
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professionals believe that the main reason for building brand equity as a 
cornerstone for business success is that it supports businesses to 
differentiate its products from the competition and, eventually, allows 
owners to charge a premium (Prasad & Dev, 2000). 

The reason for many hospitality firms to build –preferably strong- 
brands is that the brand value mainly resides in the customers’ minds and 
is based on brand awareness, quality perceptions and, eventually, brand 
loyalty (Aaker, 1991). 

It is well recognized that acquiring new customers is estimated to be 
more expensive than keeping existing ones (Blattberg & Deighton, 1996). 
Having said this, it means that hospitality firms are constantly influencing 
customer loyalty, also because there seems to be a strong link between 
customer loyalty and corporate profitability (Reichheld & Sasser, 1990). 

However, many brand managers are facing the problem that retaining 
customers based on features is becoming increasingly difficult, as many 
of those offers in the hospitality industry are similar to each other. Also, 
price competition has become less attractive, because nowadays 
customers are capable of comparing rates over the internet (O’Connor, 
2002). Gamble et Al.(1999) have indicated that these developments result 
in less brand loyalty among customers. Moreover, Mattila (2006) points 
out that brand loyalty programs and the related accumulation of frequency 
points are not enough to create affective commitment, as most of these 
loyalty programs look alike. In conclusion, the hard benefits –features- of 
the loyalty programs do not show a significant correlation with the 
maintenance or enhancement of customer loyalty (Mattila, 2006). All 
above mentioned facts considered, companies are forced to look for other 
ways to keep customers loyal.  

This is where Customer Relationship Management (CRM) comes 
into play. CRM enables firms to differentiate themselves by starting and 
maintaining relationships with their most loyal guests (Mitussis et Al., 
2006). CRM also touches the territory of customization and the ability to 
treat different guests differently (Newell, 2000). Because CRM lacks a 
clear conceptualization (Zablah et Al., 2004) , many definitions have been 
assigned to it. The way Hermans and Melissen (2008) interpreted the 
theory of Mitussis et al. (2006), is that CRM should pursue meaningful 
dialogues with (loyal) guests, realizing a focus shift from mere service- 
and brand equity to relationship equity. To avoid any confusion with sales 
or account management, some, therefore, prefer to speak of Guest 
Relationship Management (GRM).  

While brands strive to expose customers to a consistent message 
(Ehrenberg et al., 1990) and ‘fault-free’ delivery (Lassar et Al., 1995) as 
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often as possible, it can be argued that brands were created because 
individual guest contact management is too intense, not always 
appreciated by the guest and not manageable for the organisation; by 
means of a (strong) brand, more information and credibility can be 
conveyed more efficiently to the market and the guest without entering 
into a –too- personal dialogue. However, De Chernatony and Dall’Olmo 
Riley (1998) mention ‘being a party to a relationship’ as one of the brand 
roles. Van Durme et al. (2003) describe how strong customer 
relationships rest on trust and reputation but raise the question if and 
when an interpersonal dialogue is needed to induce trust. Fournier & Yao 
(1997) argue that the brand is an active relationship partner. Leone et al. 
(2006) acknowledge that with the impact of a brand diminishing in the 
minds of repeat customers, focus shifts to customer equity and individual 
customer value optimization. This justifies efforts of customer bonding 
through e.g. the creation of a service brand (Brodie, 2009), a network  

     
Table 1. extract from a survey (2006) among 206 Dutch hospitality 

marketing professionals 
 

Statement % agree % 
disagree 

% no 
opinion 

In hospitality any guest-brand 
relationship can be outperformed by 
a personal –human- guest 
relationship proposed by a non-
branded service provider 

83 9 8 

While developing new guest 
relationships we use our best 
relationships as prototype and 
reference point 

59 24 17 

Branding is a more effective method 
to distribute your message than GRM 3 52 45 

 
(Gummesson, 2008) or a knowledge driven (Gibbert et Al., 2002) 
customer approach. This all tends to explain CRM/GRM current revival 
since brands have proven to not always be able to convey their values in a 
credible way to all different types of guests, nor to exploit the full 
potential of loyal guests by means of traditional loyalty programs. Table 1 
shows how this idea is supported by the outcome of an unpublished 
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survey (2006) among 206 hospitality marketing professionals, which was 
executed by the lead author of this paper. 

While some inspirational reference works have helped to identify the 
research challenge of this paper, a full review of literature was not a primary 
goal. More specifically, additional reviews and research need to be conducted 
on the role that brand size and maturity have on any company’s ability to 
introduce new and compelling attributes to a product category in the minds of 
customers or to prevail in existing ones. Readers of hospitality marketing 
literature will have noticed that, in general, relatively little attention is 
dedicated to CRM/GRM in hospitality, let alone to its contribution to the 
brand building process. In addition, it also shows that, apart from the 
customers, stakeholder interests, requirements and expectations of the 
long and complex brand building process, are often forgotten by brand 
researchers, professionals and managers. By following a systematic 
stakeholder approach this paper is aimed to detect possible contributions 
of GRM to the intensive brand building process. 
 
RESEARCH METHOD 
 

The case study focuses on a Dutch hospitality group who own and 
operate a portfolio of geographically spread hotels and meeting facilities 
in The Netherlands. In 2006, this hospitality group had recently 
formulated new brand values and value proposition after intensive 
conversations on both a headquarter and business unit level. The group 
claimed to have adopted a customer intimacy strategic orientation. Also, 
the company was on the verge of entering into an expansion track, which 
actually started at the end of 2007 when it merged with a smaller 
hospitality group with complementing products and competencies.  

From 2006 to 2008 the company’s brand building process was 
followed by the researchers as participant observers. Relevant and 
confidential information was available.   
 
Desk research 
 

The following documents were made available by the group’s 
management for analysis 

(1) Statement of brand values and their translation into service 
norms and standards 

(2) Internal management presentations covering issues like market 
demand and demand evolution, industry trends, competitor 
analysis, portfolio analysis, operations and quality management, 
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brand development arguments, and property development 
opportunities  

(3) The 2007-2008 strategic marketing communication plan which 
addressed topics, such as brand identity, marketing 
communications, positioning of the brand, communication of 
corporate values, budgets and the organization’s restructuring 

(4) Three client and market research reports. 
The first research report involved a customer satisfaction survey 

(CSS) conducted in 2006 by a research agency. The surveys were handed 
out by the group’s own staff members to the professional bookers, guests 
and meeting participants on a daily basis. Equally spread over the year, 
more than 430 respondents filled out their experiences with and 
perception of the company. Chief topics being addressed in the 
questionnaire are communication, choice of location, overall judgment, 
arguments underlying judgment, recommendations and propensity to 
return.  

Secondly, the researchers had access to a familiarity and 
favourability client survey (2007) that was conducted by the group. 
Similar to the previously mentioned survey, these surveys addressed 
topics such as communication, choice of location, overall judgment, the 
respondent explanation of judgment, recommendations and propensity to 
return.  

In 2006, another research agency explored new geographical markets 
in The Netherlands for the hospitality group. The focal point of this third 
research report was the following question: “In which parts of the 
Netherlands is there sufficient need for this brand, so that the desired 
penetration can be achieved?” The research addressed topics such as 
target group profiles, size and diligence of companies, results of national 
surveys, as well as the results local surveys.  On a national level, 28 
surveys of the total 141 surveys sent were completed (20% response). On 
a local level, of the 972 companies approached, 106 companies actually 
participated, an 11% response rate.     
 
Client surveys 
 

Under supervision of the authors, large scale corporate client research 
was conducted in 2007. It consisted of ten questions addressing 
expectations and preferences of corporate meeting bookers. Both open 
and multiple choice questions were used. 75 surveys were collected by 
telephone. These also served as a pilot survey for the development of a 
digital survey which was sent to 2,000 professional clients of the group. 
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11% of them went through the online answering process. Data quality 
issues in the company’s professional and corporate booker database were 
detected while executing research indicating a pre-maturity stage in this 
area. The final results of the digital survey were used by the group’s 
management as primary source of information for the 2007-2008 strategic 
marketing communication plan. 
 
Management interviews 
 

Two in-depth interviews were conducted during the period 2006-
2008. The first interview was set-up in the fourth quarter of 2006. The in-
depth interview, taken from the hospitality group’s brand manager at the 
time, addressed topics with regard to brand strategies, brand loyalty, 
customer intimacy, communication and the role and meaning of b-2-b 
CRM. The second interview was set up in the fourth quarter of 2008. The 
interviewees were the commercial director – also brand manager - and the 
director of operations. As the researchers aimed to investigate the two-
way impact of brand strategies on stakeholders, a clear stakeholder 
approach was adopted to question them on the brand development 
process. The following stakeholders were distinguished: ‘market’, 
‘owners’, ‘management’, ‘personnel’ and ‘customers’.  

Key facts, statements and observations were distilled from all 
material and surveys and presented to a panel of brand and CRM 
specialists. Independently of one another they commented the case facts 
and observations, as well as the brand building process of the hospitality 
group. Combining their feedback the authors identified different ways of 
looking at the interdependency between both brand and guest relationship 
management. 
 
OBSERVATIONS & DISCUSSION 
 
The Market 
 
Case study observations in 2006 and 2007 
 

Management believes that the hotel market is saturated, that their 
company does not play a significant role in the market and that only a 
new and specific brand for the meeting market could and should be 
developed. In the price driven and mainly national meeting market, the 
group has a significant market share and above market occupancy. 
Bookers do not select their venues very consciously yet mention that 
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value for money is highly important. Moderate quality meeting facilities 
are often booked in hotels for the sake of convenience.  

The group is perceived as a mid-upper-class no-nonsense meeting 
service provider, with good accessibility by public transport. It also 
enjoys a solid reputation in terms of F&B; it simply ‘gets things done’. 
Being respected for its dedicated and accurate service, guests evaluate the 
group with an average satisfaction of 7.7 (on a 10 point scale) in all 
properties. Competition consists mainly of local, detached properties 
without any well-known brands or quality labels. Market growth is 
mainly absorbed by existing players. Yield consistently and steadily 
grows faster than inflation. Yet the market for corporate events is still 
relatively small compared to the hotel market. 

In spite of the fact that a majority of the corporate clients gauged 
three out of six of the group’s brand values as unimportant to them, the 
group retains them all in its 2007-2008 strategic communication plan. The 
brand values are: accessible (unimportant to 6% of all respondents), 
genuine attention (unimportant to 34%), reliable (unimportant to 37%), 
specialist (unimportant to 75%), surprising (unimportant to 83%), 
distinctive (unimportant to 67%). However, as service characteristics 
these factors do show to be important. A vast majority of professional 
bookers states they are brand indifferent while making a booking. 

The company does not have a consistent policy of communicating 
with the entire market, including the non-clients, nor analyzing it. For 
instance, trends in internet technology which play a role in creating and 
delivering the differentiating value proposition of the future are not 
systematically analyzed.  
 
Case study observations in 2008 
 

According to the current commercial director, the market has barely 
changed between 2006 and 2008. Only the expectations and demands of 
potential customers have increased. Customers consider it self-evident 
that a growing number of features like e.g. wireless Internet are always 
included in the packages. Also the range of services and products needs to 
grow steadily.  

In 2007, a start was made to track complaints by means of daily 
surveys with corporate clients. Because of the merger, budgets have 
increased, resulting in more and more efficient investments with regard to 
promotion and brand building activities. Also, the merger was an ideal 
opportunity to offer the brand a restart. Because of the CAYA/BAYA 
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(Come As You Are, Be As You Are) principle that has been implemented 
(2007), the brand now is perceived as open and compatible.  
 
Discussion from a brand management perspective 
 

Increased complexity of decision making patterns, heating up of the 
competitive playground and the proliferation of information boosts the 
need for stronger profiled brands with explicit category leadership. 
Reassurance of the right choice becomes embedded in the brand 
personality. This component of brand personality includes a convincing 
customer satisfaction track record.  

Category and brand related criteria define the perspective of 
expectations.  Openness and compatibility are key success drivers for the 
entire industry.  By claiming leadership and preference (The First 
Choice), the group can set the experience and meaning of these 
characteristics in a demonstrative way. By expressing innovative or 
differentiating elements, brands can activate new market needs and 
wishes. If successful, they become new category standards, defining 
renewed competitive characteristics.  

Budgets must be oriented towards a fast and effective implementation 
of competitive brand characteristics in the reference market. The merger 
creates opportunities for activating in depth market contacts, in order to 
load the brand with reassuring leadership characteristics. Once 
accomplished, the group can formalize its category leadership based on 
proven trust components.  
 
Discussion from a GRM perspective 
 

Brands are associated with standards, consistent quality and 
recognition by the target audience. GRM implies living up to the 
knowledge a company has on guests. Apart from complaint handling after 
service failure, GRM can contribute to a strong claim in the market by 
promising that no two visits will be the same since we always know the 
guest or client better. Flexibility becomes the standard. 

During the research period the group has not reached out to top 
clients in order to discuss changes in their intrinsic need structure nor to 
jointly develop new products with them. As of 2008 a systematic 
approach has been chosen by the group to analyse the behaviour and 
potential of the most important corporate bookers, checking out what the 
group’s share of wallet is. Business growth can be pursued through active 
networking and co-creation. 
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The owners 
 
Case study observations in 2006-2007 
 

Owners take pride in their proven ability to implement and maintain 
similar levels of service quality in all properties. They see their priority in 
modernizing some properties, in developing specialization within their 
property portfolio. Awareness is established that synergies between ever 
more units need to be created. They wish to expand for reasons of 
achieving national market coverage –yet avoiding cannibalization of 
existing properties– rather than for reasons of financial efficiency. 
Owners have a strong preference for self-owned and managed properties 
and aim to take over and rebrand at least one existing property per year. 
The current brand efforts will cause a relationship between brand and 
customers (participants). Interactivity with the booker is the only thing 
that the organization is looking for. 
 
Case study observations in 2008 
 

Because of the merger, budgets have increased, resulting in more and 
more efficient investments with regard to promotion and brand building 
activities. Owners have more options with regard to strategic decisions, 
meaning that the brand has more possibilities when it comes to 
anticipating on and reacting to both external and internal events. Whereas 
management proclaims that interactivity with meeting participants 
supported by guest relationship management will only start within three 
years, the owners think that this process should start earlier, in order to 
stay ahead of competition. 
 
Discussion from a brand management perspective 
 

Owners must experience the group move towards category leadership 
and detect the trendsetting opportunities in it. Every process of change 
includes the roots of uncertainty.  The group must focus on uncertainty 
reduction and replace it with an even more ambitious and prosperous 
perspective. Every contact with guests is interactivity as such. The group 
must use every contact opportunity to turn the interactivity into a 
relational and branding building block, supported as much as possible by 
knowledge management.   
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Discussion from a GRM perspective  
 

Now that the brand strategy is carefully designed with bookers and 
participants in mind, the group and the brand would benefit from a major 
investment in integrated (guest) communication technology to endorse the 
ambition to remain market leader and to develop/gain customer loyalty. 
Clear rules need to be established as to who deserves and needs a 
relationship, and in which way and how different departments – not just 
sales – will contribute to long-term relationships. 

A deep insight into the nature and value of many more clients and 
guest relations than only the top bookers of industry will consolidate the 
goodwill of the group and naturally prompt the next step, whether it be 
the development of new services, entering into a new market or 
partnership or developing a new property. Economies can thus be 
ascertained in the market communication budget. 
 
The management 
 
Case study observations in 2006-2007 
 

Being convinced of the opportunity provided by the market to 
introduce new service concepts, the management team appoints a brand 
manager (2006) to develop a new meeting brand strategy. The hotels 
retain their current franchise brand. Sub-brands are created under the 
meeting brand e.g. in the F&B department. While the company introduces 
a number of brand outings, the brand manager finds difficulty in gaining 
support base in the operating environment. In 2006, the business units 
were already hoping that the brand would evoke more reservations, which 
eventually was not the case. A plan is presented to invest in market 
communication that will raise awareness. Some members of the executive 
committee do not agree with the planned brand strategy. A limited 
amount of resources is being allocated to the brand development program. 
This decision is partially inspired by the fact that overhead expenses are 
already above industry average for some time.  
 
Case study observations in 2008 
 

A brand house is created with different product pillars. These pillars 
represent the pledge of the brand: to be the provider of exciting corporate 
events. The brand values are renewed and reduced in number. B-2-b 
CRM – strong corporate relations - makes it into the four selected values. 
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Opposed to 2006, however, the data quality can meanwhile be considered 
more accurate, with a clear view on what accounts and prospects we need 
to focus on. There is no scepticism among management, but it goes 
without saying that changes cause resistance, both on tactical and 
operational levels. The renewed brand now aims to achieve a top-of-mind 
position in both the national and international corporate events market. At 
the time of the merger, the brand was restarted. In 2008 the group has 
prepared the brand management process internally. Early 2009 the group 
will communicate the new brand to the market. Management’s guess is 
that total revenue will increase. After the merger, more budgets have 
come available for external communication ends. Furthermore, the 
increased budget also creates more possibilities for the human resources 
functions, necessary to obtain critical alignment and support base, both 
incorporating an important signal to the customers. In other words, with 
the current budgets, the group can focus on internal dissemination of and 
compliance with the brand values. 
 
Discussion from a brand management perspective 
 

The brand of 2006 and early 2007 was mainly emphasizing 
dissatisfiers, therefore not sufficiently differentiating itself. Analysis of 
the 2007-2008 strategic marketing communication plan (2007) shows a 
difficulty to translate market research findings into a coherent brand 
creation and communication effort. Brand values are not being translated 
into the different service categories of the group’s portfolio. Principles of 
integrated communication are not yet being applied. A part of the 
stakeholder communication is outsourced before goodwill among these 
stakeholders is being secured. In 2008 management feels supported in 
their decision making processes by the recognized brand leadership in the 
category. This represents an opportunity towards a more offensive and 
category defining brand strategy, aiming for the harmony / maturity phase 
in development. GRM is a key identity driver of the company’s brand.  
Systematically, a shift from active GRM-oriented market acquisition 
towards brand driven customer preference will be the result of the 
synergy. Brands set expectation standards; GRM capitalizes on the former 
experience.  
 
Discussion from a GRM perspective 
 

GRM offers management an add-on or alternative to an expensive 
reward or brand driven card program if it succeeds in equitably providing 
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attention to clients and guests in clearly defined VIP classes. In such a 
program, policies regarding privacy, compliance, segmentation, data and 
communication need to be established by management to facilitate and 
secure operational guest dialogues in which individualized and 
meaningful benefits can be granted. Business objectives should be 
determined for different guests and client levels. Guests and clients see 
their relationship objectives become part of their profile. Sometimes 
growth can be achieved through database marketing which would allow 
cutting back on acquisition expenses and marketing head count. 

GRM’s methods of personalization, customization and networking 
allow the management to explore value creation for clients and guests 
through e.g. non-core services and social CRM, and such before, during, 
and after their actual stay or booking. 

 
The personnel 
 
Case study observations in 2006-2007 
 

The intention is to introduce new specialist positions and functions to 
help deliver and develop the brand. The management is convinced that 
after a period of implementation, the back office will take on a more 
facilitating role. The management acknowledges that overall service level 
is high, yet not consistent. 

The sole responsibility for operations lies in hostmanship, 
streamlining service processes and maintaining local relationship 
networks. Misunderstanding and unwillingness to follow the composed 
SOPs and to comply with the brand values is observed. Staff has the 
impression that the introduction of the newly proposed behavioral and 
operational norms and standards comes as an unnatural addition to their 
activities, thus, making their work more complex. Instructions like “staff 
working in reservations, reception and sales are expected to ask at least 
one open question during each customer encounter” or “all wishes need to 
be registered” or “mention the name of the client at least three times 
during a conversation” are typical. GRM only needs to be applied to 
improve guest complaint handling (guest recovery). In the service 
standards, the only knowledge about the guest that staffs are expected to 
use is the guest’s name.   . 

The brand documentation of 2006-2007 shows little communication 
towards tactical and operational levels. CRM is the key word in corporate 
sales management.  Head office intends to start an Academy. Yet no clear 
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training procedures were developed in 2007. This indicates a resistance to 
this intention at business unit level. 
 
Case study observations in 2008 
 

The brand receives more time and financial resources to invest in 
personnel and, especially, in trainings. No personnel are dismissed after 
the re-launched brand strategy of the merged group. The merger was not a 
cost but a revenue efficient operation. A central reservation office is 
created. Because of the implemented CAYA/BAYA principle, employees 
feel the freedom to be as they want to be. They feel less restricted by 
SOPs than they felt two years ago. Employee criticism of 2006 has 
vanished, resulting in a better organization and an unresisting atmosphere. 
E-learning programs have been introduced, which enables employees to 
familiarize themselves with the brand values and standards. Furthermore, 
every location has its ‘brand coach’, who has the responsibility for 
employees to be trained in and live up to the SOPs. A daily ‘5-minute 
training’ is introduced. 

 
Discussion from a brand management perspective 
 

As the brand increases its leadership positioning, organizational 
goodwill can grow, on condition the relation with employers remains in 
harmony with employer branding criteria: attract, develop and retain 
talented people. As an employer brand, a key competitive factor is the 
brands envisioned future, becoming a strong motivating driver to attract 
high potentials.  On the other hand, the brands reputation includes a 
sustainable and motivating identification icon for all employees. The 
stronger the brand becomes a leadership reference in the addressed 
market, the more employees feel rewarded and motivated to be associated 
with the group. The brand personality must be expressed clearly by the 
management in the first place, in a way that identification with brand 
values represents a positive asset for all related levels.  The focus: what’s 
in it for me? As long as the association with the brand values contribute to 
personal self realization and well-being, goodwill and loyalty will be 
harvested.  

Strongly profiled and positioned brands include a significant amount 
of trust.  Because of this historical capital of trust, the brand is resistant to 
a reasonable level of complaints, as far as the brand deals in an active way 
with the complaints so they don’t cumulate above the critical goodwill 
barrier of the company. This applies to both employees and customers. 
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One of the brands main assets is the ability to fit into the addressed 
markets’ needs.  As flexibility is one of the criteria, the company must 
excel in this field and even try to outperform its competitors in this 
characteristic. 
 
Discussion from a GRM perspective  
 

The brand is the universe within which all interactions take place. 
GRM is the functional instrument that deals with changed expectations of 
and new value creation opportunities with existing guests, as well as with 
all specific and concrete efforts directed toward new guests in view of 
making them loyal. It must be avoided that any client or guest can 
actually rebook or stay in a hotel several times without being treated 
differently or extending its profile. 

GRM is staff oriented as much as it is guest oriented; to create 
seamless guest experiences and relationships it deals with issues like staff 
accountability, with corporate culture as well as with internal 
communication processes. GRM integrates CRM into service operations 
and solves the challenge of living up to the need of thousands of clients 
and guests looking forward to have a meaningful dialogue with a limited 
number of employees.  Relationship tasks become part of the job profile 
of all staff members in direct contact with customers. A service and 
communication track record is being stored on every guest and emerges 
during guest arrival briefings or on special occasions. Although 
relationship building processes integrate fully with service processes they 
are designed and managed separately since the managerial tools are 
different (e.g. lifetime value calculation, relationship pricing, partnering). 

 
The customers 
 
Case study observations in 2006-2007 
 

Through the brand, the group aims to develop excellent niche 
products that meet the ever more complex service requirements dictated 
by the market. Clients and guests will not know about the values, only 
experience the form in which these values will come to them through 
personalized service. Distinctiveness and Surprise – two of the brand 
values - are defined in terms of service quality (faster, cheaper...), not in 
terms of “living up to the knowledge we have on the guest or booker”. 
Recognizing every guest is a formal part of the behavioural norms, yet not 
of the operating procedures where personal service is being defined in 
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terms of eye contact, listening and adjusting to the preferred 
communication channel of the guest.  

The corporate clients feel the trust to personally indicate when a 
problem or complaint arises. However, feedback from participants is only 
extracted from satisfaction surveys. The brand wants to apply a b-2-b kind 
of CRM in which also the complaint handling procedures of the company 
will be redeveloped.  
 
Case study observations in 2008 
 

The merger implies that it becomes easier to reach potential 
customers, as the budgets grow. Customers can be targeted by means of a 
larger set of advertisement techniques. Relationships with the bookers 
yield the trust necessary to obtain critical and legitimate feedback.  

By means of satisfaction surveys – with an average return of 14% - 
customer feedback is continuously extracted. Customer satisfaction 
surveys are used for quality purposes, not for customer profiling 
purposes. In addition to the answer of 2006, within three to four years the 
group aims to deploy relationship oriented interactivity between 
employees and participants directly. Broad scale communication efforts 
are the most important efforts when it comes to brand loyalty. 
 
Discussion from a brand management perspective 
 

Brand efforts must be focused on the entire category: the entire 
decision making chain must share the same brand personality scope, 
based on quality, reassurance, and trust characteristics. The brand 
personality is unique and undividable.  Whereas the key values and 
products remain the same the intensity of the relation can vary. Besides 
being a driver of cost efficiencies, company size is an important trust and 
leadership characteristic.  The merger enlarges these characteristics and 
should improve the position of the group as a preferred partner (market 
share and network effect). Complaints express the will of customers to 
continue the relation on condition the (perceived) obstruction is removed.  
Consider the complaints as a key contribution to strengthen brand 
reputation, turn potential opponents into fans and improve the 
organization in a concrete way.  
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Discussion from a GRM perspective 
 

Brands develop the power to make people pay more in return for 
higher expectations and also provide a ‘license’ to build a personal 
relationship. GRM could help the group to make clients and guests pay 
more for customized products and services once the first service 
encounters have successfully been accomplished. 

Brand loyalty programs are generally benefit and reward oriented 
club or card programs. Brand relationships generally are value-based 
relationships. Relationships developed within a GRM program can also 
have an ‘ad hoc’ character: what needs to be done here and now to 
achieve ‘perceived (personal) relationship quality’. 

In marketing environments client or guest profiling is generally a 
one-time issue; in GRM client or guest profiling is a dynamic challenge. 
In GRM guest feedback forms are part of the profiling effort. Meaningful 
guest dialogues aim for guest co-creation, thus, they avoid quality issues, 
reduce privacy as an issue and finally avoid (over)familiarity becoming a 
problem. 
 
PERSPECTIVES ON GUEST RELATIONSHIP MANAGEMENT 
 

Synthesizing the observations and discussions of the five previous 
stakeholder sections, 7 different perspectives can be distinguished on how 
GRM principles could serve as a reference point in the process of brand 
building: 

 
(1) Making the genuine relationship part of the brand values; 
By recognising that a majority of guests and clients consider a 
meaningful dialogue to be a need (Hermans & Melissen, 2008). Trust 
and recognition through personal relationship thus is a value and a 
reason for repurchase. This elevates the value-in-use theory by 
Woodruff & Gardial (1996), commented by Gronroos (2006), to a 
brand level  
 
(2) Promoting the brand loyalty program;  
By encouraging frequent guests to enrol into the frequent guest 
program and by giving card holders individualized attention and 
rewards, providing them with ‘a-hotel-within-a-hotel’ 
 
(3) Living the brand service standard;  
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By encouraging staff to assume accountability for the relationship 
they become the face of the brand, and build its credibility; returning 
guests will have their own storybook within a company 

 
(4) Substituting unprofitable marketing efforts;  
In some cases GRM projects are started to reduce marketing budgets; 
marketing responsibilities are shifted back to operations; the 
company chooses to grow through co-creation and networking 
 
(5) Compensating for the familiarity issues;  
By following up on all returning clients and guests whose original 
emotional experience is tainted or who experience a shift in the 
purpose or reason of their visit; relationship efforts also compensate 
for the fact of frequently changing staff, which induces de-
familiarization  
 
(6) Managing spill-over effects and spin-offs;  
Capitalizing on increasing trust from guests, hospitality companies 
can explore value creation outside the core business, offering 
unreached levels of personalization and customization also outside 
the regular time frame reserved for service (before arrival and after 
departure, and in virtual and/or social networks) 
 
(7) Reversing the order of the brand development process;  
By first starting to understand individual clients, experiencing the 
path of relational growth and opportunity and guests and only then 
grow to the market level. 
 
The complexity for companies lies in the change of the overall 

mindset; “the firm no longer markets to customers, but it fosters a 
relationship with all or a subset of them through interactivity programs 
that span marketing, operations, information systems, accounting and 
organizational functions” (Piccoli et al., 2003). 

 
CONCLUSIONS 

 
Evaluating the 2008 situation, the case company seems to meet all 

requirements of category leadership. Maybe the growth process could be 
summarized as follows: in 2006 the consensus was that “the group 
delivers excellent service and facilities at a sharp price”. In 2008 that 
consensus became: “the group is most special and to make the most of 
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your meeting it offers a wide range of specialist services at a very 
competitive price”. The next logical step is to formalize this ambition and 
activate the suitable attributes to express this leadership. 

In general terms and with the reservations towards generalization 
inherent to exploratory research, the conclusion of this case study is that 
GRM is unable to communicate its benefits to the market. This way, 
GRM will remain dependent on brand management. Conversely, as 
competition keeps increasing substantially, and it takes more for brands to 
be distinctive, brand management will need new advantages to 
communicate to the market in order to attract customers. Returning guests 
have different needs and a different perception of service. In view of the 
high value they represent (Bell et al., 2002) a brand cannot ignore their 
demands.   

One of the findings of this study is that not all managers are aware of 
the differences between, on the one hand, CRM or GRM processes and 
competencies and on the other hand branding processes and 
competencies. In their own right, brands do build relationships but this 
relationship is not necessarily built on mutual knowledge and objectives, 
in contrast to GRM built relationships. Similar are the brand managers 
who think to possess the capability of speaking ‘meaningful dialogue’ 
language, yet clearly take a conceptual or value driven approach to 
relationship building, rather than a one-to-one approach. In GRM a clear 
distinction is made between pro-active service and relationship 
management.  The misconceptions of CRM and GRM in relation to 
branding and vice versa can prove to be a pitfall for companies when 
considering implementing GRM properly. Still, the company under study 
in this paper expected to find interest in a planned and symbiotic approach 
to GRM to reinforce its brand building efforts. This paper has identified 
seven perspectives on how GRM can contribute to a successful brand 
strategy. These perspectives are based on which concrete GRM initiatives 
can be developed, respecting the delimitation of territories and authority 
of brand engineers and relationship managers. 
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Although tourism has been considered as an important activity for the well-being 
of the economies and state regulations on tourism have a considerable history in 
Turkey, the concept of sustainable tourism was first mentioned in the 8th Five-
Year Development Plan (2001-2005). Until that time however, almost all shores, 
forests, natural attractions and high plateaus were announced as tourism areas. 
In this regard, a productive and rationale use of the natural resources and even 
protection of ecologically and biologically sensitive areas require a 
comprehensive determination of tourism policies and plans. The aim of the paper 
is to analyse state policies on sustainable tourism and discuss future plans and 
projects of the government in Turkey. Further, the study also aims to offer 
recommendations for policy makers in order to better manage the policies 
regarding sustainable tourism. 
 
Keywords: sustainable tourism, policy making, Turkey 
 
 
INTRODUCTION 
 

Tourism can be viewed as a global activity providing service sector 
employment, revenue and general economic impacts. On a large scale this 
is generally referred to as ‘mass’ tourism. However, over recent years a 
number of types of tourism have arisen as an alternative to mass tourism, 
which collectively are referred to as ‘alternative’ tourism (Dowling and 
Fennell, 2003). This has been broadly defined as forms of tourism that set 
out to be consistent with natural, social and community values and which 
allow both hosts and guests to enjoy positive and worthwhile interactions 
and shared experiences (Wearing and Neil, 1999: 3). Alternative tourism 
fosters sustainability through the process of selective marketing in order 
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to attract environmentally conscious tourists who show respect for the 
natural and cultural components of tourism destinations and are 
conservation minded and culturally sensitive in their use of natural and 
cultural assets of tourism (Dowling and Fennell, 2003). 

Turkey, as a developing country, adopted tourism not only as an 
alternative economic growth strategy, but also as a tool to create a 
favourable image on the international platform through exemplifying 
immediate implementation of an outward-oriented economic development 
policy (Tosun and Jenkins, 1996) that seemed to have been essential just 
after the 1980 military coup which was ushered in to combat corrupt party 
politics and serious social unrest and to preserve the democracy in the 
country (Ayata, 1994 cited in Tosun, 1998). The civilian government 
which came to power following the military government in 1983 saw 
tourism as an easy, effective and relatively cheap instrument to achieve 
export-led industrialization as a core principle of the 24 January 
Economic Stabilization Measurements formulated by the World Bank 
(WB) and International Monetary Fund (IMF) in 1980 (Tosun, 1998). 
Unfortunately, these principles could not be implemented due to the 
socio-economic and political crisis in the country. 

Turkey has experienced an unexpectedly rapid tourism growth in 
terms of volume, value and physical superstructure (hotels, restaurants, 
bars, disco, etc.) in the absence of proper planning and development 
principles (Tosun, 1998). In other words, tourism growth has taken place 
largely in a haphazard way and created socio-economic and 
environmental problems, which may be called unsustainable tourism 
development. 

The aim of the paper is therefore to point to sustainable tourism and 
the role of public policy in the sustainability of tourism on the basis of an 
extensive literature review. Following, the development of tourism in 
Turkey and the public policy on the sustainability of tourism is discussed. 
Further, the study also aims to offer recommendations and suggestions for 
policy makers in order to better manage the policies regarding sustainable 
tourism and to minimize the negative impacts of tourism. 
 
SUSTAINABLE TOURISM 
 

Sustainable tourism began to be used from the late 1980s. At that 
time the term ‘green tourism’ was used more widely, and the 
environmental problems such as over-pollution and global warming were 
not apparent. Since the early 1990s the term ‘sustainable tourism’ has 
become more commonly used. It encompasses an approach to tourism 
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which recognizes the importance of the host community, the way staff are 
treated and the desire to maximize the economic benefits of tourism for 
the host community (Swarbrooke, 1999). 

The concept of sustainability clearly embraces the environment, 
people and economic systems. In this regard, WTO defines sustainable 
tourism in the following manner: “Sustainable tourism meets the needs of 
today’s tourists and host regions while protecting and enhancing 
opportunities for future. It is predicted as leading to management of all 
resources in such a way that economic, social and aesthetic needs can be 
fulfilled as well as maintaining cultural integrity, essential ecological 
processes, biological diversity, and life support systems” (WTO, 1998). 

Many studies in tourism literature that incorporate an attempt to 
define sustainable tourism do not venture beyond the rhetoric of balance 
and the underlying rationale for policy formulation, and action therefore 
remains obscured (Hunter, 1997). The balance is intended to explain the 
right balance between the need for development and the need for 
environmental protection. According to Harris and associates (2002) the 
language of balance can be misleading since one’s balance is another’s 
imbalance and it is used to mask the reality that economic growth is 
generally the primary concern. As pointed out by Cater (1995) with 
specific reference to sustainable tourism, economic growth via tourism 
development will often conflict with environmental protection. Similarly, 
debating on the tourism development in developing countries, Tosun 
(1998) asserts that developing countries have frequently concentrated on 
the economic impacts of tourism development and ignored wider issues. 
Their need for new employment opportunities, foreign currency and 
taxation results in underestimation of wider issues such as environment 
and sustainability of resources. Although economic concerns may 
dominate in most situations, the outcome of the decision making process 
will vary according to the background and training of decision makers 
and to the specific circumstances surrounding the development proposal 
(Harris et al., 2002). 

Logically, if it is accepted that alternative interpretations of 
sustainable development are inevitable and that sustainable tourism 
should be about trying to contribute to the wider goals of sustainable 
development, then it must surely be recognized that sustainable tourism 
cannot be seen as a rigid code (Harris et al., 2002). Rather, sustainable 
tourism should be seen as a flexible or adaptive paradigm, whereby 
different tourism development pathways may be appropriate according to 
local conditions (Hunter, 1997). 
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As the negative impacts of tourism were recognized, a series of 
initiatives were taken by public sector bodies to try to manage tourism 
through visitor management techniques. In general, tourism management 
initiatives were designed to ameliorate the worst excesses of tourism in 
the short term and they were generally small scale and did not seek to 
change the nature of tourism as a whole (Swarbrooke, 1999). On the other 
side, the industry’s approach towards sustainable tourism development 
aims to reform tourism enterprises and mass tourism development in a 
comprehensive, systematic, integrative, community-oriented, renovated, 
and applicable attitude (Knowles, Diamantis and El-Mourhabi, 2004). In 
the same manner, development of sustainable tourism seems to be a fact 
that is connected with the tourism industry as a whole with its economic, 
social and environmental dimensions (Swarbrooke, 1999; WTTC, IFTO, 
IH&RA, ICCL and UNEP, 2002). However, as Tosun (2001) puts it, 
sustainable tourism development as an adaptive paradigm is a multi-
disciplinary and broad concept.  
 
SUSTAINABLE TOURISM POLICY AND PLANNING IN TURKEY 
 

Sustainable tourism has come to represent and encompass a set of 
principles, policy prescriptions, and management methods (Hunter, 1997). 
Tourism development based on these principles will help a destination 
area’s environmental resources to be protected for future development. 
Successful implementation requires several public and private policies 
and actions, such as “integrated policy, planning and social learning 
processes” (Gunn, 1994). According to Dowling and Fennell (2003), 
sustainable tourism development is envisaged as leading to the 
management of all resources in such a way that it can fulfil economic, 
social and aesthetic needs while maintaining cultural integrity, essential 
ecological processes, biological diversity and life support systems. In this 
manner, the goals of sustainable tourism are (Dowling and Fennell, 
2003): 

• to develop greater awareness and understanding of the 
significant contributions that tourism can make to the 
environment and the society, 

• to promote equity in development, 
• to improve the quality of life of the host community, 
• to provide a high quality of experience for the visitor, and 
• to maintain the quality of the environment on which the 

foregoing objectives depend. 
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Most commentators seem to believe that the public sector has a major 
role to play in the development of more sustainable forms of tourism 
(Swarbrooke, 1999). There are a number of reasons why it is thought 
appropriate that the public sector should play a leading role in trying to 
develop more sustainable forms of tourism (Swarbrooke, 1999). These 
include the following: 

• The public sector usually has a mandate to represent the whole 
population not just particular interest groups or stake holders. 

• The public sector is seen to be impartial with no commercial axe 
to grind or interest to protect. 

• Because it is not constrained by short-term financial objectives 
the public sector is seen to be able to take a longer term view. 

The public sector influences tourism in a number of ways, and can 
play a role in the development of sustainable tourism by a variety of 
means, including; legislation and regulation, funding and fiscal 
incentives, land use planning, development and building control, 
including the role of environmental impact assessments, the provision of 
infrastructure and superstructure (Swarbrooke, 1999). But this is almost 
problematic in the developing countries. Since the principles of 
sustainable tourism development appear to have been established by 
developed countries without taking into account the conditions of the 
developing world (Tosun, 2001), it is necessary for developing countries 
to approach tourism development planning by considering their own 
socio-cultural and political conditions, economic and human resources 
(Tosun, 1997). At this point, Gunn (1994) advocated that the best solution 
to sustainable development of the tourism industry is likely to occur not 
from advocacy of environmentalists or governments but from developers 
of tourism. When the fundamental of the dependency of all tourism upon 
the resource base becomes more apparent to developers, they will see that 
it is in their best interests to sustain the quality of the economic, 
environmental and social resources. 

The call for the application of the sustainable development approach 
to tourism has been reflected in its suggested incorporation into planning 
procedures. Mathieson and Wall (1992: 178) stated that ‘planning for 
tourist development is a complex process which should involve a 
consideration of diverse economic, environmental and social structures’. 
However, the emerging destinations of the less developed world are less 
likely to have their long-term interests protected as tourism develops 
(Harris et al., 2002). Although they have environmental and cultural 
features that potential tourists wish to experience, they also possess a lack 
of resources to initiate and boost a healthy tourism development. If 
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sustainable development is open to interpretation and is a 
multidimensional concept, so less developed countries place priority on 
the economic dimensions of the tourism development. In this regard, as 
Tosun (2001) puts it, it is not realistic to expect that a sector of the 
economy of a developing country will contribute to sustainable 
development of that country without a significant change in both the 
overall socio-economic structure and the public administration system. 

According to Harris et al. (2002) it is ironic that to achieve economic 
development through tourism, many less developed countries have felt it 
necessary to take steps that may reduce the long-term benefits. They 
strive for foreign capital and offer a variety of concessions and incentives 
such as tax breaks, free access to land and low environmental standards 
that would probably reduce operating costs. This makes them more 
vulnerable. On the other hand, sustainable tourism development requires 
equity both inter-and-intra generational, which seems to be incompatible 
with the interests of those domestic and foreign people who invested their 
capital in tourism industry. It appears to be very difficult, if not 
impossible, to formulate a tourism policy which contradicts the investors’ 
interests (Tosun, 2001). 

On the administrative front, national tourism administrations 
increasingly have had to build coordination among ministries into their 
strategies, in particular for transport, employment, culture (Göymen, 
2000) and sustainability of the industry. At a regional or local level, the 
priority tourism is afforded in government attentions may differ, but 
tourism is still recognized to be poorly understood (Miller and Twining-
Ward, 2005) and managed industry. Policymaking in such developing 
countries tends to be highly centralized with national government 
deciding on many policies and providing much of the infrastructure and 
services. In many of these countries, the concentration of authority and 
decision making within the central government and its bureaucracies has 
been identified as a major obstacle to more effective governance and 
administration (Yüksel, Bramwell and Yüksel, 2005). It is extremely 
difficult to imagine the formulation and implementation of any approach 
to sustainable tourism in the absence of strong local (including regional) 
authority planning and development control, and without the involvement 
of local communities in the planning process to some degree (Hunter, 
1997). It may well be that different levels of community involvement in 
tourism development decision-making are appropriate for different 
pathways of sustainable tourism. However, in most cases, democracy in 
developing countries has not been fully institutionalized and a supportive 
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democratic political culture may be only in the formative stage, 
collaborative schemes may face additional difficulties (Göymen, 2000). 

Tourism Encouragement Law (law number 2634) of 1982 heralded to 
new liberal era and attempted to overcome some of the obstacles and 
problems like lack of coordination among tourism related organizations. 
An elaborate incentive system, using Ministry of Culture and Tourism  
(MCT) and the Tourism Bank as main instruments, was introduced 
backed by sufficient resources at least until the end of 80s (Göymen, 
2000). As a result the number of MCT licensed establishments which 
stood at 596 with around 62,000 beds in 1982 increased to 2514 and 
532,262 respectively in 2007 with an additional of 395,000 municipal 
licensed beds (MCT, 2008). In fact, governments have played an active 
role in shaping and directing tourism development by using generously 
and extensively fiscal and monetary instruments. It was achieved what 
was intended in the short term by increasing the physical capacity of the 
tourism industry, tourism demand and receipts. But this role may not 
mean a good performance in terms of sustainable tourism development 
(Tosun, 1997). 

When Turkey became popular, it was not ready to absorb an 
expansion in tourism, technologically, socially and economically, and has 
been marketed as a low price holiday destination. The Turkish authorities 
did nothing to control this growth: on the contrary it was seen as a 
success, as the yardstick was volume. This meant that the rapid growth of 
arrivals to Turkey outstripped the supply of both accommodation and 
support facilities and gave Turkey a reputation for poorly planned, low-
quality tourism plant (Cooper and Ozdil, 1992). Consequently, the 
environmental problems generated by mass tourism especially in 
significant destination areas, need new approaches and management 
(Gezici, 2006). 

As far as sustainable tourism have different definitions and 
interpretations according to circumstances, clearly the overall strategy for 
sustainable tourism may vary from destination to destination. Thus 
tourism development for any particular destination area requires careful 
planning if it is to be successful and sustainable (García-Falcón and 
Medina-Muñoz, 1999). Implementing sustainable tourism is more 
difficult in mature over-developed tourism areas (Farsari, Butler, and 
Prastacos, 2007) as in the Mediterranean coasts of Turkey. Mass tourism 
exists in high concentration and with large-scale development along 
coastal areas in Side, Alanya, Fethiye, Kuşadasi. Thus, as Gezici (2006) 
concludes, destination areas have encountered more pressure and more 
intensive environmental problems. Based upon work in coastal Turkey, 
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Tosun (2001: 295) reports that ‘environmental pollution has become an 
important problem at these popular local tourist destinations due to the 
lack of measures to cope with the generation of new or increased waste 
residues. Sewage disposal systems were installed solely according to local 
residents.’ Supply dominant structure of the industry has resulted in 
unplanned rapid tourism growth, consequently has brought irreversible 
negative impacts on urban and rural areas with rich cultural, heritage and 
other attractions. Large numbers of hotels and second homes built in 
numerous coastal areas have destroyed olive and citrus fruit gardens. In 
this regard, Diamantis (2000) suggests that the entire Mediterranean 
region needs to change its image from a mass-tourism destination to a 
more green or sustainable region. In doing so, he continues, cooperative 
efforts amongst Mediterranean countries need to be advanced in 
conjunction with the practice of cooperative marketing efforts in 
attracting eco-tourists to their region. Such a contribution will, probably, 
enhance every specific country’s understanding of others’ failures and 
success and create an opportunity to supply better tourism products in a 
sustainable manner.  

Sustainable tourism can only take place if carrying capacities for key 
tourism sites are conducted and then rigorously implemented through a 
system of effective planning and operating controls (WTO, 1990:47). On 
the contrary, the growth of the tourism industry continues at the expense 
of social and ecological integrity of destination region. As a consequence 
of this growth, tourism policy makers, particularly government, have been 
forced to consider a variety of new approaches to ensure that the 
environment, local people, tourists and business remain unaffected by the 
negative impacts of the industry (Dowling and Fennell, 2003). However, 
in 1997, Tosun asserted that there is a lack of proactive planning process; 
it was very difficult for a developing country such as Turkey to develop a 
proactive tourism approach by which to decrease or eradicate the 
influences of external actors such as tour operators and international hotel 
chains on tourism development. Further, he explained that the influences 
of external actors were not matters dependant on whether a country has a 
proactive or reactive planning approach, but a matter deriving from the 
nature of international tourism. What Tosun observed for 1997 is still 
valid for the tourism industry in Turkey, and the sustainability of the 
tourism industry is still under threat. Turkey has been popular as a cheap 
alternative destination to other Mediterranean destinations and Turkey’s 
unique cultural assets are not an important factor for international mass 
tourism demand anymore. While only 8 % of tourists visited Turkey for 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 4, Number 3, Spring 2009, pp. 35-50 

 43 

cultural reasons in 1989, this figure has dropped to 4.8 % in 2007 (MCT, 
2008).  

In Turkey the central government is the only body deciding on the 
scope of planning and policy making not only for tourism but also for all 
areas of the economy and the administration. In this planning process, 
local bodies have been used as an extension of the ruling party to 
facilitate implementation of the central governments’ priorities, or they 
are forced to follow central government decisions via various economic 
and political pressures (Tosun and Timothy, 1998).  For Turkey, it should 
be understood or recognized that national planning and management 
approaches to tourism will not cover all aspects of the sustainable tourism 
development. As it is suggested by Berry and Ladkin (1997), any attempts 
to promote sustainable practices must be decided upon and coordinated at 
the regional level, with a single clear contact point for support and advice 
on the planning and the actions. At this point, a regional planning 
approach, which requires decentralization of the authority of the central 
government to regional and local authorities, seems to be an alternative 
strategy (Tosun, 1996). However, local authorities were never permitted 
to develop their independent policies free from the strict central 
government control (Ersoy, 1992). In this manner, some successful 
projects were initiated as in the case of Belek in the past. Some of these 
projects seemed to be successful for a certain period but the desire to earn 
much has overcome other goals. Another failure was experienced in 
Cappadocia, a popular tourist destination in Central Anatolia. Turkey has, 
with the collaboration of international bodies, tried to implement an 
environmental protection programme at the destination, but that 
programme seems to have failed, most probably because of lack of 
organization at regional level to manage and control the programme 
(Tosun and Jenkins, 1996). Although participatory tourism development 
approach has been popularized as an instrument for achieving more 
sustainable tourism development in the developed world, this pro-active 
approach, unfortunately, has not been recognized in Turkey and 
elsewhere in the developing world (Timothy, 1999). 

In addition to environmental problems, the domination of supply-
oriented tourism planning has resulted in excess supply, which is not 
utilized effectively. This may reflect an inefficient use of limited 
resources and an approach to development that primarily emphasizes 
economic growth (Tosun and Timothy, 1998). Moreover, there has not 
been strict control or regulation that would prevent hoteliers from 
polluting the environment. As a result, businesses with insufficient 
capitals strive to attract foreign tourists with cheap prices and they require 
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relatively high prices for the domestic travelers. Consequently social 
sustainability of the tourism industry is neglected due to rate barriers in 
front of the locals. Another serious threat the Turkish tourism industry is 
facing involves the widespread use of all-inclusive pricing. In response to 
the influence exerted by international tour operators in Turkey’s tourism 
industry, nearly all resorts and even smaller hotels have started offering 
all-inclusive prices to remain competitive, which in turn have resulted in 
reduced service quality, lower profit margins. A general alternative, 
however, for all nations where the lifestyle, culture and natural 
environment are felt to be under threat, may be to focus on quality rather 
than quantity. This oft-promoted solution aims to reduce tourism’s 
harmful effects without sacrificing economic benefits expected (Harris et 
al., 2002). This approach requires policy makers and interest groups to 
concentrate on providing high quality facilities and services and thereby 
attract high spending tourists, selective restraint operating through price. 
Unfortunately, this is a difficult alternative to cope with in the case of 
mature destinations where the industry is irreversibly dependent on the 
current markets and confines.  

The case of Turkey suggests that without recognizing the 
institutional, political and developmental issues, and taking remedial 
actions based on hard political choices and a confident decision making 
process, contemporary development approaches to tourism planning may 
not be implemented, and consequently the potential social, economic and 
political benefits of tourism may not contribute to the objectives or 
principles of development and sustainable development (Tosun and 
Timothy, 1998). Clearly, the reasons behind the mismanagement of 
tourism development are a reflection of existing unhealthy power 
relations, public administration systems, democratic and political cultures, 
and the distribution of wealth among others (Tosun and Fyall, 2005). 
According to Tosun and Fyall, it should be kept in mind that it may not be 
possible to achieve environmental-sustainable tourism development 
without addressing these problems. Although they recommend that 
authorities should prepare a comprehensive, integrative, and participatory 
tourism development plan by re-determining the objective of tourism 
development, a radical change in the democratization of the country and 
its political structure is required for a healthy governance of the country. 

Seasonality has been an inescapable aspect of tourism and the 
variations in demand are all the more acute because of the characteristics 
of the product. As a result, seasonality clearly and drastically limits 
tourism business creation, profitability and growth (Getz and Nielson, 
2004), and Turkey is not an exception to this. In spite of Turkey’s 
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tremendous potential and competing diversity of resources scattered 
throughout the vast land, Turkey could not overcome the problem of 
seasonality (Yolal, 2007). While overall tourist numbers are increasing, 
the historical profile of seasonality in Turkish tourism underlines the lack 
of efficient, comprehensive approach to the problem. The potential and 
resources of Turkey presents valuable options for both international and 
domestic travelers. Mitigating seasonality across time and attracting 
demand to rarely known places is necessary to cope with the 
environmental impacts of the tourism that have been resulted by the 
concentration of demand in confined places and time. However, efficient 
marketing and promotion of these resources are questionable. Due to lack 
of understanding of markets or lack of resources, Turkey could not 
promote itself well enough in international markets. Intensive marketing 
strategies will be an important tool for the purpose of promoting rarely 
known resources and attract new markets especially in the off-season 
periods.  

It has been suggested that sustainable tourism means socially fair 
tourism and it involves four Es, namely: equity, equal opportunities, 
ethics and tourists and host being equal partners (Mowforth and Munt, 
2003). The concentration of Turkish tourism industry on the coastal areas 
of Mediterranean and the Aegean Sea contributes to the further 
development of those regions which already possess a higher socio 
economic status compared to less develop South-East and East Anatolia 
(Tosun, 2003). As a response to unbalanced development of the tourism 
and its resources, planners and politician in the eastern and south-eastern 
part of the country strive to promote their tourism sector to enhance the 
development of these neglected, but with an abundance of historical and 
natural attractions, regions. Domestic tourism is more suitable for a 
socially and economically sustainable regional development, since it does 
not carry all of the problems linked to international tourism (Seckelmann, 
2002). Increasing number of domestic travelers depicts a chance for the 
industry in order to be socially sustainable and diminish over-reliance on 
the foreign markets. Similarly, the economic benefits of the industry will 
be expanded to less developed regions and foster economic sustainability 
in these regions.  

If properly applied, the negative effects of the tourism industry may 
be eradicated and many alternative forms of tourism might be induced. 
However, there seems to be several limitations to moving towards a 
sustainable approach in Turkey. Tosun (2001) summarizes these 
limitations as, a lack of contemporary tourism development approach, the 
structure of the public administration system, the emergence of 
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environmental matters and over-commercialization, the structure of the 
international tourism system, and the invasion of natural and historical 
sites by the industry and the second-homes. The economic necessities 
have also forced decision-makers to encourage tourism development 
without considering principles of development and sustainable 
development (Tosun, 2001). Moreover, the still prevailing centralist 
tradition and omnipotent bureaucracy is an impediment for a general 
awareness of sensitivity to the natural, historical, and cultural 
environment (Göymen, 2000), and such problems are not solely limited to 
the tourism industry. 

The structure of the international tourism system has led Turkey to 
create a tourist infrastructure of facilities based on Western standards 
even in relatively underdeveloped local areas to provide the mass tourist 
with ‘the protective ecological bubble of his accustomed environment’ 
(Cohen, 1972, cited in Tosun, 2001) while local people in these areas 
have difficulty in satisfying their felt-needs such as those of housing, 
education and health. The type, direction, volume and impact of 
international tourism in Turkey are being determined by external factors 
to a large extent. In this context, it may be stated that tourism is an 
industry developed and run by foreigners for foreigners (Tosun, 2001). 

The education and the awareness of the people, both the residents and 
the public, is also an important determinant for the success of the 
sustainable tourism development. Roney (2001) found that both the 
employees and the public are aware of the importance of sustainable 
tourism; however the people employed in tourism do not consider 
environmental problems being important as a result of their expectations 
from the industry. Similar studies reveal that having an environmental 
consciousness cannot be read as people behaving in an environmentalist 
manner.  
 
DISCUSSION and CONCLUSION 
 

This paper attempts to present a general overview of the concept of 
sustainable tourism and analyze the policy making issues in Turkey 
related to sustainable tourism development. As in the case of many other 
developing countries, Turkey has chronic and severe macro economic 
problems such as high rates of unemployment as a result of rapid growth 
of the working-age population, an increasing rate of deficits in the current 
account of balance of payments, increasing debt and relatively high 
inflation and interest rates compared to European Union countries. Thus, 
economic benefits of the tourism industry are pivotal even though it is not 
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compatible with the principles of long-term sustainable development. As 
a result, Turkey has experienced a rapid tourism growth in terms of 
volume, value and physical superstructure but largely in a haphazard way 
that created socio-economic and environmental problems which may be 
called unsustainable tourism development. At government level there is 
no integrated planning or preparation for the rapid growth of tourism: 
research was minimal and a lack of expertise and experienced technical 
officers in tourism led to a failure to control low-cost developments and 
their consequent impacts (Cooper and Ozdil, 1992). The reluctance of 
different levels of bureaucracy to relinquish part of their authority, 
coupled with the relative weakness of civil society institutions and this 
situation can be remedied through integrated national/local planning, 
further devolution in administration, strengthening of formal institutions 
and civil society, and provision of more tools of participation and 
accountability (Göymen, 2000). However, this requires a comprehensive 
change in the administration of the government and its way of doing 
business. 

Turkey is one of the largest countries in Europe and the Middle East 
with an area of a bit less than 800,000 sq km. It is extremely difficult to 
govern the tourism industry in such a vast land because of differing 
priorities and needs of each region and destination. In this regard a radical 
change in the democratization of the country and its political structure is 
required for better management of the tourism industry and resources. 
This should be followed by a regional planning approach, which requires 
decentralization of the authority of the central government to regional and 
local authorities.  

In deciding national and regional policies, a matrix of all sectors of 
activity is assessed and evaluated: positive and negative economic effects, 
positive and negative social effects, positive and negative environmental 
effects, and so on (Dowling and Fennell, 2003). Thus tourism and 
environmental resource factors are not taken in isolation, nor at the 
remote end of a decision making process. This requires a comprehensive 
and collaborative approach. At this point, lack of organization and 
expertise at regional level is an important barrier in front of sustainability 
projects and planning. This problem can be solved by educating the local 
authorities, entrepreneurs, civil institutes and even the public. In this way 
a general understanding of tourism and its sustainability can be created 
among the public. Public and local administrations need to cooperate with 
social and educational institutions to educate the public about the 
environment and how to protect scarce natural resources. Even it seems to 
be difficult to educate such a crowded community; the use of information 
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technologies can facilitate such a process. Involvement of local 
communities in the planning process to some degree will also contribute 
to the success of plans and policies. 

Turkey is a newcomer to the tourism industry, compared to other 
Mediterranean destinations. Cooperative efforts among Mediterranean 
countries need to be advanced with the practice of cooperative marketing 
efforts in attracting environmentally conscious eco-tourists. Focusing on 
quality, in this regard, rather than quantity will reduce tourism’s negative 
effects without sacrificing economic benefits expected. 

This study reveals a theoretical analysis of the public policy and 
sustainable tourism in Turkey. Policy and especially its implementation 
and consequently its success are a relatively understudied field compared 
to other aspects of tourism. Since sustainability clearly embraces the 
environment, people, economic systems and next generations, there is a 
need for further extensive empirical and theoretical studies. Research into 
government policies and the politics of tourism could increase 
understanding of the decision making process. Such studies could also 
facilitate policies for sustainable tourism development and improve the 
development of a well established industry. 
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BRANDED CONTENT: A NEW MODEL FOR DRIVING 
TOURISM VIA FILM AND BRANDING STRATEGIES 
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Branded content is described as a fusion of advertising and entertainment into 
one marketing communications product that is integrated into an organisation’s 
overall brand strategy intended to be distributed as entertainment content with a 
highly branded quality.  A history of product placement, branded entertainment, 
and film tourism is presented to identify the effective elements of each strategy in 
order to inform a more cohesive brand strategy for destinations.  A branded 
content model is offered that will give destination marketing organisations a road 
map for better coordination, integration and measurement with their tourism, 
film, marketing communications and branding strategies. 
 
Keywords: branded entertainment, film tourism, destination marketing 
 
 
INTRODUCTION 
 

Although some scholars will argue that product placement was first 
practiced in the nineteenth century shortly after the invention of the 
motion picture, and that commercialization of products continued during 
the twentieth century with techniques such as tie-ins, trade outs and 
exploitation, product placement as a conceptual and strategic technique 
coordinated within the larger advertising and media industries began 
when E.T discovered sugar highs thanks to Hershey’s Reese’s Pieces and 
hangovers via Coors beer in 1982 (Newell, Salmon & Chang, 2006).  
Since E.T., there has been a healthy debate in the scholarly literature 
regarding when product placement actually began (Russell & Belch, 
2005).  But a close look at the literature shows that there is more 
agreement than debate.  The evidence linking movies to product 
promotion began in the late nineteenth century.  It continued with 
sponsorship strategies for movies and radio during the twentieth century.  
Finally, television was introduced into the American home, and 
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restrictions on commercial time were later introduced (Newell, Salmon & 
Chang, 2006).  

Most debates seem to be one of semantics revolving around the 
question of when product placement began.  It seems the exact timing 
depends on which scholarly definition is used.  The term product 
placement is now used to discuss strategic product coordination with film 
and television.  Newell, Salmon and Chang (2006) accurately detail a 
history of terms associated with product coordination over time such as 
tie-ins, co-operative advertising, plugs, and publicity, etc. by motion 
picture executives.  Disagreements in the literature seem to depend more 
upon scholars’ definitions of industry rather than terminology.  Although 
the concept of “product placement” has been a strategic tool used by 
corporations for over a century, an actual industry emphasising product 
placement as a marketing communications strategy did not develop until 
the nineteen eighties (Karrh, Brittain McKee & Pardun, 2003).  At this 
time, product placement was becoming legitimised by marketing people 
who included product placement strategies in their brands’ overall 
marketing budgets.  The advertising industry saw an opportunity to reach 
potential mass markets in a strategic and creative way through film, and 
the movie business was able to better organize one of their revenue 
strategies to reduce their films’ production costs.  A new industry was 
formally created as marketing communications entrepreneurs started 
product placement firms. 

 Product placement has been researched moderately over the last 
fifteen years.  Strategic elements such as the differences between plugs 
versus placement (La Ferle & Edwards, 2006; Roehm, Roehm, Jr. & 
Boone, 2004), financial and creative considerations (Karrh, Brittain 
McKee, & Pardun, 2003), and subliminal persuasion (Morgan, 2005) 
have been investigated.  The effects of product placement have also 
received attention in scholarly literature.  Balasubramanian, Karrh and 
Patwardhan (2006) offer a conceptual framework to capture audience 
outcomes.  Law and Braun (2000) study product placement exposure on 
product choice and memory.  Russell (2002) investigates the effectiveness 
of placement in television shows on attitude and memory change.  In 
addition to these areas of study, policy debate and the ethical foundation 
of product placement strategies have been considered.  Avery and Ferraro 
(2000) question if the subtleness and persuasiveness of such strategies are 
properly regulated by government agencies, and Hudson, Hudson and 
Peloza (2008) suggest that the use of product placement in children’s 
movies is becoming more pervasive. 
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 The intent of this paper is to discuss how product placement has 
strategically evolved over time, and to illustrate that the term product 
placement is antiquated in today’s strategic brand management 
environment.  Specifically, tourist destinations that have attempted to 
capitalize on the film industry’s needs for inexpensive and relevant 
shooting locations in order to gain visibility should consider a more 
coordinated and strategic effort for managing their brands. 

 
HISTORY OF PRODUCT PLACEMENT 
 

Before product placement was given a formal business model for 
both advertisers and producers of electronic content to work with in the 
mid-1980’s (Balasubramanian, 1994), the strategy to give characters more 
credibility to audiences in television programs or movies by showing 
them using real brands was more artistic driven than sales driven.  The 
danger for brands was that their image would be applied in contexts that 
were not flattering or off-message.  As the proliferation of producers 
looking for real connections with their audiences and brand managers 
needing to protect their brands’ images, an industry was created that could 
control the needs of both sides with roles for researchers, strategic 
planners, and industry liaisons (Russell and Belch, 2005).  It is common 
to see music videos where brand identifiers on clothing are blurred 
because a business contract has not been made between artist and 
commercial brand.  It has become a very controlled industry as brand 
management has become more sophisticated and paranoid. 

 Authenticity is critical for many movie producers.  They take 
great pains to ensure that their characters are associated with the right 
“look.”  At a basic level, a specific brand is unnecessary as long as the 
look and feel of characters, environment, and overall scene conveys the 
appropriate emotional message.  Authenticity is critical, but the art cannot 
be jeopardized by too much commercialisation (Hart, 2003).  However, 
advertisers understand that appropriately placed brands in movie scenes 
with brand synergy creates visibility and has the potential to increase 
brand loyalty by validating consumer’s brand choices.  The need for an 
intermediate to manage the needs of both producers and advertisers 
became essential as both sides saw risk to their product during a time of 
product placement proliferation.  Some of the variables used to identify 
synergies between product and movies include cultural (Gould, Gupta & 
Grabner-Krauter, 2000), connection with plot (Redondo, 2006), and 
prominence of brand visibility (Yang & Roskos-Ewoldsen, 2007). 
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 Since 1896 when Lever Brothers and their soap brands were 
strategically and prominently displayed in Alexandre Promio’s film 
Washing Day in Switzerland, and Thomas Edison’s aggressive use of 
products and advertising within films that were shown on trains, the 
business of creatively using film to promote products has included 
strategies such as promotions, endorsements and sponsorships (Newell, 
Salmon, & Chang, 2006).  The common elements between these 
strategies are visibility to large audiences, association of the product with 
a credible source, and synergy between product and source.  Utilizing 
film to promote a destination has been called the ultimate in tourism 
product placement (Hudson & Ritchie, 2006).  Film tourism strategies 
strive to achieve visibility, credibility and synergy as destination 
marketing organisations rent their locations to producers.   

 
BRANDED ENTERTAINMENT AND FILM TOURISM 
 

One strategy that has grown in importance in the advertising industry 
relevant to film tourism strategies is branded entertainment.  Branded 
entertainment is a convergence of advertising and entertainment that blurs 
the line between the two mediums (Hudson & Hudson, 2006).  Hudson & 
Hudson (2006) suggest that branded entertainment is the industry’s latest 
term to describe product placement’s evolution within an increasingly 
sophisticated entertainment industry taking advantage of new 
technologies to distribute their content.  The difference between product 
placement and branded entertainment is the level of brand integration into 
the plot.  Pure placement is a traditional cameo of a product whereas, 
branded entertainment incorporates a brand into the storyline of the 
entertainment content.  At a basic level, a branded entertainment strategy 
is similar to a slice of life advertising strategy because the brand plays an 
integral role within the storyline. 

 Traditional film tourism strategies are concerned with building 
destination image and driving traffic to locations, yet these strategies have 
been executed by destination marketing organisations at only basic levels 
(Croy & Walker, 2003).  Strategic activities for destination marketing 
organisations promoting their locations to film producers emphasise 
incentive packages that make filming at their locations cost efficient to 
producers.  Incentives include tax breaks, supplementary costs associated 
with personnel travel and accommodations, and security support.  There 
has been less strategic thinking by destination marketing organisations 
regarding film content and its affect on consumer perception other than 
how beautiful their locations look.  Less attention has been placed in pre-
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planning stages regarding the image of the destination as a brand 
outcome.  Money and the promise of tourists have traditionally been the 
driving factor.  The danger with this limited perspective is that a 
destination such as the Cayman Islands could be better known for tax 
evaders because of a film like The Firm with Tom Cruise than a beautiful, 
safe and romantic island getaway.  Yet, Table 1 illustrates an impressive 
history of positive tourist revenue effect post film and/or TV series 
production and release (Hudson & Ritchie, 2006). 

    
Table 1. Film Tourism Impact (edited from Hudson & Ritchie, 2006) 
 

Film / TV Series Location Impact 

Braveheart Wallace Monument, 
Scotland 

300% increase in visitors year after 
release 

Heartbeat Goathland, North 
Yorkshire, England 

Three times the number of normal 
visitors in 1991 

Deliverance Rayburn County, 
Georgia 

20,000 film tourists a year Gross 
revenues $2 to 3m 

Dances with Wolves Fort Hayes, Kansas 25% increase compared with 7% for 
previous 4 years 

Close Encounters of 
the Third Kind 

Devils Tower, 
Wyoming 

75% increase in 1975, 20% visit now 
because of the film 

Field of Dreams Iowa 35% visits in 1991, steady rise 
Dallas Southfork Ranch, Dallas 500,000 visitors per year 
Lord of the Rings New Zealand 10% increase every year 1998 to 

2003 from UK 
Steel Magnolias Louisiana 48% increase year after release 
Last of the Mohicans Chimney Rock Park, 

North Carolina 
25% increase year after release 

Bull Durham Durham, North Carolina 25% increase in attendance year after 
release 

Harry Potter Various U.K. locations All locations - increase of 50% + 
Mission: Impossible 2 National parks, Sydney 200% increase in 2000 
Gorillas in the Mist Rwanda 20% increase in 1998 
The Beach Thailand 22% increase-youth market 2000 
Four Weddings and a 
Funeral 

The Crown Hotel, 
Amersham, England 

Fully booked for at least 3 years 

Saving Private Ryan Normandy, France 40% increase - American tourists 
Pride and Prejudice Lyme Park; Cheshire, 

U.K. 
150% increase in visitors 

Cheers Location in Boston $7m in unpaid promotional 
advertising each year 

Miami Vice Miami 150% increase in German visitors 
1985 to 1988 

Troy Canakkale, Turkey 73% increase in tourism 
Captain Corelli’s 
Mandolin 

Cephalonai, Greece 50% increase over 3 years 
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DESTINATION IMAGE 
 

Destination image has always been important to tourism boards, and 
films offer them not only a big screen to showcase beautiful landscapes, 
but also the ability, with branded entertainment strategies, to develop 
more sophisticated strategies that are meant to protect and increase the 
integrity of their brand.  Bolan and Williams (2008) state that image 
formation for consumers are a combination of information gathered 
through various mediums agreeing with Reynolds (1965), that just a few 
impressions are more heavily weighted than others to form an 
individual’s ultimate attitude.  This suggests that stimuli which create a 
large emotional impact have a great influence over consumer perception.  
Film and other electronic content seem to have an advantage for creating 
impact as the use of motion, sound, and visuals that affect emotion are 
key elements within these mediums and have also proven to be the basis 
of dynamic creative executions (Belch & Belch, 2009).  However, 
mediums that do not have these inherent, emotional elements can also 
attempt to maximise message impact through repetition strategies. 

 Image is not purely created through media vehicles.  Image 
perception is a combination of all an individual’s experiences with a 
product or brand.  A destination’s image is affected by word-of-mouth 
and actual visits to the destination in addition to a myriad amount of 
information gathering.  Gunn (1972) suggested a dichotomy whereas 
organic images (nonbiased news, etc.) are affected by induced images that 
are strategically distributed through such mediums as film and television.  
Together, the body of information is used for individuals to develop 
perception and attitudes toward messages that affect their decision-
making process whether or not to visit a destination.  Organic information 
is more difficult than induced information for destination marketing 
organisations to control, yet destination information does get distributed 
through organic channels.  A strategy that feeds organic channels 
consistently with destination information that is on message with the 
overall tourism strategy can complement a more calculated branded 
strategy. 

 Rather than utilising individual techniques to develop a brand 
image for destinations, it is essential that a destination marketing 
organisation coordinate and integrate all its efforts to maximise impact to 
create a consistent and relevant image (Gallarza, Gil Saura & Calderon 
Garcia, 2002).  This approach not only affects how an organisation 
develops its identity through communications techniques, but it can also 
affect how the infrastructure of the destination is shaped.  A vision must 
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be communicated that considers both destination infrastructure and brand 
strategy.  Some elements of such synergy will be realistic or controllable 
while other elements will be harder to execute.  However, a proper 
assessment and planning process is necessary for a coordinated and 
integrated brand effort.  

 
BRANDED CONTENT AND DESTINATIONS 
 

The first stage of brand development is to assess the uniqueness of 
the destination brand, a process that acts as an internal audit of the brand’s 
value.  Different advertising agencies use variations of the same method, 
but essentially, the brand is assessed against other brands in different 
categories to get a sense of what similar characteristics other brands in 
different product categories have as the base brand being measured.  The 
relationship to other categories is meant to identify the types of products 
or brands that fit within the target markets’ lifestyles.  It is a process to 
stretch the creative thinking process and develop a holistic view of the 
consumer and the brand characteristics that are relevant to the market.  
Typically three to five characteristics are identified that uniquely describe 
the brand, sometimes referred to as vivid descriptors, and these 
characteristics are used as a basis for the creative brand strategy.  Often, 
the group of characteristics are boiled down to one word that drives the 
creative strategy.  Fundamentally, these characteristics become the 
underlying association of the brand image sought.  It is important to 
mention this creative method here because any strategic film tourism or 
branded entertainment strategy should be concerned with the final 
outcome ensuring that the outcome reflects the core characteristics and 
associations of the brand. 

 Film tourism strategies should not attract production companies 
to destinations solely to ensure landscape placement.  Destinations need a 
more sophisticated attempt toward complementing overall tourism 
strategies.  Destination marketing organisations should consider shifting 
their efforts, and focus on the conceptual stage rather than the production 
stage of content development.  This new shift in focus should be 
coordinated with a more strategic effort in discovering the destination’s 
core brand characteristics.  The compatibility between the destination’s 
brand characteristics and content of potential scripts gives film tourism a 
new focus that begins to look more like a branded entertainment strategy 
for destinations than simply providing relevant backgrounds for scripts.  
Brands strive to become part of the vernacular of society, what better 
strategy then to imbed the beauty and services available at destinations 
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throughout a film or television series that has real meaning to the 
messages communicated in the plots.  Kim and Richardson (2003) 
suggest that film and television affect societal beliefs, and that movies are 
part of popular culture and offer opportunities for brand exposure that are 
unobtrusive.  Opportunities exist for strategic and subtle visibility to mass 
audiences for destinations through various types of production, and this 
visibility offers a platform to present the emotive side of the destination’s 
brand in more sophisticated ways. 

 The more the destination is part of the storyline, the larger the 
impact on consumer reactions (Hudson & Hudson, 2006).  Figure 1 
illustrates how the level of integration correlates with consumer impact 
and with key content variables that affect the overall brand image.  The 
Branded Content Value Spectrum suggests that four variables affect the 
level of integration between destination brand and film content.  The 
relationship between the credibility level of a destination as part of the 
story, and the relevance or synergies the destination has with the film 
audience help determine the strength of the branded content strategy.  In 
addition, the consumer impact is affected by the quality of the production 
as well as the timing of its release. 

 
Figure 1. Branded Content Value Spectrum 

 
  
Currently, the advertising industry is becoming more comfortable 

with the term branded entertainment because it better describes how 
advertisers strategically think about the integration of new and traditional 
communication channels and the creative executions they need to 
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develop.  Product placement is a useful but antiquated term that lacks the 
holistic perspective for today’s evolving information and entertainment 
environments.  Branded entertainment has been described as a form of 
advertising medium that blurs conventional distinctions between what 
constitutes advertising and what constitutes entertainment (Hudson & 
Hudson, 2006).  Branded entertainment is an evolution in thinking about 
how a brand can be strategically communicated to technologically savvy 
consumers so they adopt the brands into their vernacular. 

 Yet, branded entertainment as a term and strategy does not 
adequately express how to maximise the integration of new technology 
with traditional advertising thought and the lessons learnt over decades of 
commercialisation.  If the goal is to truly have a brand become part of the 
vernacular, then should we put limits on our terminology again that 
potentially limits our strategic thinking?  Even if the current state of 
technology and communication is entertainment driven, it is still a limited 
scope and one that is subject to change.   A more robust term that has 
been introduced in this paper is branded content.  Content is a word that is 
ubiquitous in the entertainment industry as well as most media fields, and 
the term allows for thinking that is limitless regarding integrated brand 
strategies.  Semantics have always been an issue between scholars and 
industry, but it is important to frame research and strategic development 
in ways that can guide either focused or exploratory directions.  The 
Branded Content Value Spectrum offers a framework that destination 
marketing organisations can use to better shape their strategies and 
leverage their resources toward a better integrated and persuasive effort 
that creates visibility for their services and landscapes. 

 The Branded Content Value Spectrum illustrates how film 
tourism can be more strategic, but a branded content strategy has the 
ability to incorporate a wide range of content in other mediums once the 
core brand descriptors are identified.  Film tourism is simply one type of 
strategy.  Television shows, documentaries, and sponsorships for events 
and activities featured at destinations are just some of the possibilities that 
fit into a branded content framework.  The success of a branded content 
strategy depends on the integration effort, the relevance of the content, 
and the consistency of the messages and images being communicated. 

 
POLICY IMPLICATIONS FOR DESTINATIONS 
 

Adopting a branded content strategy for destinations could provide 
destination brands with a way to reach larger markets while increasing 
their image’s staying power.  Traditional advertising strategies have a 
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much shorter shelf life than film, where an advertising campaign may last 
six months, a movie via its theatrical release and DVD could have effects 
that last two years.  In addition, the cost benefit for a branded strategy is 
attractive when compared to traditional advertising strategies.  When 
making a cost and impact comparison between branded content and 
advertising, a destination marketing organisation must also compare the 
differences in the two channels’ communications objectives and their 
return on investment.  Strategically, the objectives between branded 
content and advertising are similar, but traditionally, destination 
marketing organisations have treated film tourism with less strategic 
focus. 

Destination marketing organisations should develop their branded 
content strategies the same way as they do with their advertising 
strategies.  The objectives and desired results are the same between the 
two strategies.  To introduce a branded content strategy into a 
destination’s current marketing communication’s strategy, five issues 
need to be addressed: (1) budget, (2) strategy, (3) alliance, (4) 
implementation, and (5) measurement. 

Current marketing budgets need to be reviewed, and a decision to 
increase budgets or to revise budgets needs to be assessed.  Increases in 
budgets need to be justified, and sources of funds need to be identified.  
Justifications for increased budgets should be made based on the 
complementary effects of a branded content strategy.  On the other hand, 
revising budgets should begin with a review of the effectiveness of 
current marketing communications strategies, and justifications of 
revising budgets for a branded content strategy should include the 
potential to increase the destination’s brand image and tourism traffic. 

These decisions could be made with a top-down approach, where 
destination marketing organisations make the decisions, or by a bottom up 
approach, where input is gathered across industries on their thoughts 
about a branded content strategy (Belch & Belch, 2009).  A bottom-up 
approach could be the beginning of developing alliances, or it could 
confuse some stakeholders.  The process to make budget decisions should 
be made based on the current relationships between all levels of a 
destination’s strategic hierarchy. 

New procedures and potentially, a revised organisational 
infrastructure, will be needed to create and implement an effective 
branded content strategy.  Strong relationships will be needed with talent 
agencies and Hollywood production and distribution companies.  
Procedures for collecting and reviewing scripts will be essential, and the 
responsibility for assessing proper synergies between brand and script has 
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to be designed as part of various job descriptions.  Short and long-term 
strategies with specific marketing communications’ objectives also need 
to be decided on as part of an integrated brand content strategy. 

A communications strategy that is designed to get the support of the 
destination’s government and business leaders is essential.  A proposal 
that is persuasive outlining the advantages of shifting toward a branded 
content strategy is critical.  This is an opportunity to educate the various 
influencers about the impact a branded content strategy can have on 
tourism traffic.  A persuasive position will support efforts toward building 
branded content budgets and various businesses’ cooperation.  The 
communications strategy should include presentation material, individual 
meetings, and roundtables with appropriate influencer groups. 

In order to implement a branded content strategy, agencies that 
specialise in this area will be needed for consultation as well as their 
networks in Hollywood.  As projects are identified, negotiating how the 
destination is presented in the production must be well contracted in the 
beginning, and a process to ensure this is followed through needs to be 
designed and carried out during the preproduction, production, and 
postproduction stages. 

Finally, metrics to measure initial audience reaction, production 
success, tourism traffic, DVD release, staying power, and brand image 
should be developed.  Specific objectives and expected results for each of 
these metrics need to be part of the assessment of the destination’s overall 
marketing communications strategy. 

 
ETHICAL ISSUES 
 

The most common, critical and inherent element of the three 
strategies, product placement, brand entertainment, and branded content is 
the subtleness of their executions.  Most scholarly definitions of these 
strategies discuss the blurring of advertising and entertainment.  Industry 
has avoided criticism related to manipulation and persuasion techniques 
in the past because they have used mediums that had clear distinctions of 
what constitutes persuasive advertising and what constitutes 
entertainment content.  But as Nelson & Ellis McLeod (2005) suggest, 
consumer socialization and consumer knowledge and attitudes are shaped 
not only by family and friends, but by the media, especially during the 
tween years (ages 8 – 12).  The blurring of advertising and entertainment 
may be clear to adults as research shows - product placement techniques 
are recognizable, and does not affect the enjoyment of a film for many 
viewers (Hudson & Hudson, 2006).  However, a 10 year old child has less 
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knowledge and experience to be able to discern between many forms of 
subtle communication.  What are proper levels of subtle brand exposure 
techniques targeted to our youth that are acceptable within societal 
boundaries (Auty & Lewis, 2004)?  A possible solution to the level of 
subtle communication exposed to children is regulation that prohibits 
such techniques on particular movies that are rated to protect children. 

 What brand categories are acceptable to expose children to in 
such subtle ways?  A branded content strategy suggests that no content 
should be discounted to elevate the strategic exposure to brand visibility 
and messaging.  If this strategy is adopted, industry needs to understand 
the exposure risks of particular products targeted toward particular 
audience segments.  Some industries use self regulation to monitor the 
use of unethical advertising strategies and others are regulated by the 
government.  Advocacy groups and parents still have an important role as 
filters and regulators of media delivery.  New technologies are being 
diffused to younger and younger generations, and adults are slow to 
understand this diffusion and the access being given to society’s youth.  
As both advertisers and younger consumers become more sophisticated 
with how information is being distributed and accessed, it is critical that 
industry, government and consumer groups work together to ensure a 
level of social responsibility that respects our children’s development. 

 
CONCLUSIONS 

 
Product placement as an unobtrusive technique has technically been 

utilized since the nineteenth century (Newell, Salmon & Chang, 2006).  
Over time, such techniques have become more sophisticated, and as brand 
management strategies have gained momentum within a more 
technological environment, placement activities have become more 
coordinated with overall brand strategy.   Branded entertainment is the 
latest industry term that has been adopted to properly distinguish the 
strategic growth of the product placement industry.  It holds placement 
activities to a higher brand standard and seeks to capitalize on new 
technologies that are creating new avenues of communication distribution 
– a sort of blurring between mediums. 

Film tourism has traditionally sought to attract film production 
companies to use their locations in hopes to attract tourists.  However, 
destination marketing organisations have not traditionally incorporated an 
integrated approach that ensured synergy between locations and movie 
scripts.  Instead, destination marketing organisations focus on a shotgun 
approach toward production budgets offering incentives such as tax 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 4, Number 3, Spring 2009, pp. 51-65 

 63 

breaks, travel discounts and accommodation reductions.  Branded 
entertainment offers the film tourism industry a more sophisticated 
approach toward attracting production budgets as well as creating 
destination branding opportunities that has the potential for reaching 
larger audiences resulting in a greater brand impact. 

A branded content model has been introduced to offer a more holistic 
approach toward destination brand management.  Integration of 
destination brand characteristics and production script content is a 
fundamental variable that distinguishes the strength of the Branded 
Content Value Spectrum strategy.  Policy implications for adopting a 
branded content strategy affect destination marketing organisations at the 
budget, strategic development, alliance building, implementation, and 
measurement stages. 

Further development of the branded content concept is needed in the 
future to identify the holistic nature of the strategy compared with 
branded entertainment.  Case studies of tourist destinations need to be 
developed that illustrate attempts by destination marketing organisations 
to better brand their locations within their larger tourism strategy.  Ethical 
issues will always be a concern when children are part of the target 
audience.  Advertising agencies need to consider how to adopt branded 
content strategies for their tourism clients that have more synergy 
resulting in larger message impact on consumers.  

 
 

REFERENCES 
 
Auty, S. & Lewis, C. (2004). Exploring children’s choice: The reminder effect of 

product placement. Psychology & Marketing, Vol. 21, No.9, pp.697-
713. 

Avery, R.J. & Ferraro, R. (2000). Verisimilitude or advertising? Brand 
appearances on prime-time television. The Journal of Consumer Affairs, 
Vol. 34, No.2, pp.217-244. 

Balasubramanian, S.K. (1994). Beyond advertising and publicity: Hybrid 
messages and public policy issues. Journal of Advertising, Vol. 23, 
No.4, pp.29-46. 

Balasubramanian, S.K., Karrh, J.A. & Patwardhan, H. (2006). Audience response 
to product placements: An integrative framework and future research 
agenda. Journal of Advertising, Vol. 35, No.3, pp.115- 141. 

Belch, G. & Belch, M. (2009). Advertising & Promotion: an Integrated Marketing 
Communications Perspective. New York, McGraw Hill. 

Bolan, P. & Williams, L. (2008). The role of image in service promotion: focusing 
on the influence of film on consumer choice within tourism. 
International Journal of Consumer Studies, Vol. 32, No.4, pp.382-390. 



David Horrigan 

 64 

Croy, W.G. & Walker, R.D. (2003). Rural tourism and film: Issues for strategic 
regional development. In D. Hall, L. Roberts and M. Mitchell (Eds.), 
New Directions in Rural Tourism, UK: Ashgate Publishing Ltd. 

Gallarza, M.G., Gil Saura, I. & Calderon Garcia, H. (2001). Destination image: 
Towards a conceptual framework. Annals of Toursim Research, Vol. 29, 
No.1, pp.56-78. 

Gould, S.J., Gupta, P.B. & Grabner-Krauter, S. (2000). Product placements in 
movies: A cross-cultural analysis of Austrian, French and American 
consumers’ attitudes toward this emerging, international promotional 
medium. Journal of Advertising, Vol. 29, No.4, pp.41-58. 

Gun, C. (1972). Vacationscape. Austin, University of Texas Press. 
Hart, P. (2003). Product placement for dummies. Marketing Magazine, Vol. 108, 

No.17, p.21. 
Hudson, S. & Hudson, D. (2006). Branded entertainment: A new advertising 

technique of product placement in disguise? Journal of Marketing 
Management, Vol.22, No.5/6, pp.489-504. 

Hudson, S., Hudson, D. & Peloza, J. (2008). Meet the parents: A parents’ 
perspective on product placement in children’s films. Journal of 
Business Ethics, Vol. 80, No.2, pp.289-304. 

Hudson, S. & Ritchie, J.R.B. (2006). Promoting destinations via film tourism: An 
empirical identification of supporting marketing initiatives. Journal of 
Travel Research, Vol. 44, No.4, pp.387-396. 

Karrh, J.A., Brittain McKee, K. & Pardun, C. (2003). Practitioners’ evolving 
views on product placement effectiveness. Journal of Advertising 
Research, Vol. 43, No.2, pp.138-149. 

Kim, H. & Richardson, S.L. (2003). Motion picture impacts on destination 
images. Annals of Tourism Research, Vol. 30, No.1, pp.216-237. 

La Ferle, C. & Edwards, S.M. (2006). Product placement: How brands appear on 
television. Journal of Advertising, Vol. 35, No.4, pp.65-86. 

Law, S. & Braun, K.A. (2000). I’ll have what she’s having: Gauging the impact of 
product placements on viewers. Psychology & Marketing, Vol. 17, 
No.12, pp.1059-1075. 

Morgan, M. & Shrum, L.J. (2005). The psychology of entertainment media: 
Blurring the lines between entertainment and persuasion. Mass 
Communication & Society, Vol. 8, No.1, pp.61-74. 

Nelson, M.R. & Ellis McLeod, L. (2005). Adolescent brand consciousness and 
product placements: Awareness, liking and perceived effects on self and 
others. International Journal of Consumer Studies, Vol. 29, No.6, 
pp.515-528. 

Newell, J., Salmon, C.T. & Chang, S. (2006). The hidden history of product 
placement. Journal of Broadcasting & Electronic Media, Vol. 50, No.4, 
pp.576-594. 

Redondo, I. (2006). Product-placement planning: How is the industry placing 
brands in relation to moviegoer consumption? Journal of International 
Consumer Marketing, Vol. 18, No.4, pp.33-60. 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 4, Number 3, Spring 2009, pp. 51-65 

 65 

Reynolds, W.H. (1965). The role of the consumer in image building. California 
Management Review, Vol. Spring, pp.69-76. 

Roehm, M.L, Roehm, Jr., H.A. & Boone, D.S. (2004). Plugs versus placements: A 
comparison of alternatives for within-program brand exposure. 
Psychology & Marketing, Vol. 21, No.1, pp.17-28. 

Russell, C.A. (2002). Investigating the effectiveness of product placements in 
television shows: The role of modality and plot connection congruence 
on brand memory and attitude. Journal of Consumer Research, Vol. 29, 
No.3, pp.306-319. 

Russell, C.A. & Belch, M. (2005). A managerial investigation into the product 
placement industry. Journal of Advertising Research, Vol. 45, No.1, 
pp.73-92. 

Yang, M. & Roskos-Ewoldsen, D.R. (2007). The effectiveness of brand 
placements in the movies: Levels of placements, explicit and implicit 
memory, and brand-choice behavior. Journal of Communication, Vol. 
57, No.3, pp.469-489. 

 
 
SUBMITTED: JULY 2009 
REVISION SUBMITTED: AUGUST 2009 
ACCEPTED: SEPTEMBER 2009 
REFEREED ANONYMOUSLY 
 
 
David Horrigan (david.horrigan@glion.edu) is a Lecturer and the 
Director of the Center of Marketing Excellence in Hospitality, Tourism 
and Event Management at Glion Institute of Higher Education and LRG 
University of Applied Sciences, Bulle, Switzerland. 





TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 4, Number 3, Spring 2009, pp. 67-79 

 

 67 

MEASURING DESTINATION IMAGE AND 
CONSUMER CHOICE CRITERIA: 

THE CASE OF MYKONOS ISLAND 
 
 

Irene Kamenidou1

Technological Educational Institute of Kavala 
 

Spyridon Mamalis 
Technological Educational Institute of Kavala 

Contantinos-Vasilios Priporas  
University of Macedonia 

 
 
Destination image has long been identified as an environmental characteristic 
that influences consumer behaviour and choice. As destinations compete 
nowadays globally, marketers need to acquire new knowledge and a greater 
understanding of the business and the environment, in which they operate in 
order to determine and adopt an appropriate marketing mix. So, first research 
objective was to measure attitudes towards island of Mykonos in order to identify 
key dimensions and their relative importance in determining consumer choice.  
Then, Cluster analysis was performed in order to segment the market and identify 
different clusters of tourists. Four different clusters were identified based on 
choice criteria and attitudes. Results can be a valuable input for both marketers 
and practitioners.   
 
Keywords: destination image, destination choice, consumer choice criteria, 

Mykonos Island,  tourism marketing 
 
 
INTRODUCTION 

 
Tourism is considered one of the world’s largest, most dynamic 

economic sectors and fast growing industry (Nicolaou and Mas, 2005). 
Tourism is essential for a country’s regional development (Buhalis, 
1999), employment (Zaharatos, 1989), and the reduction of the prosperity 
gap between developed and developing countries (Jenkins, 1982).  
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Moreover, tourism is a main source of a country’s income, its’ balance 
payments, and is a determining factor in its trade deficit.  Among the 
most popular regions as a tourist destination is Europe; WTO (2008) 
states that Europe is the first tourist destination worldwide holding for the 
year 2007 a 54% market share. As regards Greece, for the year 2006, 
according to the WTTC, travel and tourism is expected to generate 32.2 
billion Euros of the economic activity; 20% of total employment; 16.4% 
of total Gross Domestic Product (GDP); 29.1% of total exports, 14.3% of 
total investments, and 8.0% of total government expenditures (WTTC, 
2006).  Amongst the most famous worldwide tourism destination in the 
Greek Aegean Archipelagos is the Island of Mykonos.  

Given the competitiveness of the tourism industry, understanding the 
travelers’ decision making process is of great interest to marketers 
(Currie and Wesley, 2008). The intense competition among destination 
areas has made major concern its marketing, increase of market share and 
ensured repeated visitation (Shukla et al., 2006). Determining factors that 
influence tourists choice of a destination is important in developing 
marketing strategies (Hsu et al., 2009), as well as the planning of public 
services.  When a destination is able to meet the needs of a tourist it is 
perceived to be attractive and is likely to be chosen (Bramwell and Lane, 
1993).  Tourist decision behaviour is a rather complex procedure, 
strongly influenced by the attributes and characteristics of tourist 
destination as well as past experiences (Shukla et al., 2006).  Liu (1999) 
suggests that the image of a destination is associated with tourist 
destination choice. A number of researchers suggest that the traveller’s 
destination choice depends on how favourable is the image of the under 
consideration destination (Bigne et al., 2001; Baloglu and McCleary, 
1999; Ahmed, 1991; Chon, 1990; Woodside and Lysonski, 1989; Hunt, 
1975).  Destination image is defined as the impressions that a person 
holds about a region in which he or she does not reside (Hunt, 1975).   

Research of the past two decades has demonstrated that image is a 
valuable concept in understanding the destination selection process of 
tourists. Destination image has become a very important issue in the 
marketing research in the tourism industry, since many countries use 
promotion and global marketing to support their image and to compete 
with other destinations (Lin and Huang, 2008). There are numerous 
studies on tourist destination image. Some focus on measurement of the 
tourism destination image (Echtner and Ritchie, 1993; Driscoll et al., 
1994; Stylidis et al., 2008), while others center on the components 
comprising the destination image (Dan, 1996; Mackay and Fesenmaier, 
1997).  Moreover, several studies focused on factors influencing tourist 
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destination image (Baloglu and Bringberg, 1997; Walmsley and Jenkins, 
1993).  Also, research has been undertaken on destination image and 
visitation intentions or preferences (Milman and Pizam, 1995; Goodrich 
1978). Even though numerous studies have been conducted searching 
different aspects of destination image and destination choice, none of 
them has focused on Mykonos Island which is been considered as a 
worldwide famous tourist destination. 

The image concept has generally been considered as an attitudinal 
construct consisting of an individual's mental representation of 
knowledge (beliefs), feelings, and global impression about an object or 
destination (Baloglu, 1998). So, this paper aims to investigate tourist 
attitudes towards the island of Mykonos and explore consumer’s choice 
criteria. Objective of the study is to perform a first level segmentation 
based on the derived factors of destination image/ choice attributes.  
Destination marketers need a better understanding of how an image is 
formed and what determines the process. From a practical standpoint, this 
study provides important implications for strategic image management 
and development efforts. 

 
RESEARCH METHODOLOGY 
  

The study is based on primary data and is developed on two axons. 
The first one includes the qualitative research which was taken place in 
July 2007, based on ten tourist depth interviews with the laddering 
technique. The second axon includes the quantitative research of this 
study and it was taken place during the summer of 2008. This was 
accomplished by means of a questionnaire that had been constructed 
especially for this study.  
 
Qualitative research  

 
In order to solicit the opinions of a range of consumers, ten in-depth 

personal interviews were conducted, over a period of two months.  A 
discussion topic guide was developed regarding destination of Mykonos 
attributes and vacations choice factors, according to the research 
objectives, and followed established protocol (Malhotra, 2004).  A funnel 
approach was adopted, beginning with an exploration of the broad subject 
of destination attributes and formation of destination image followed by a 
more focused discussion of the elements that comprise choice factors in 
destination selection. Participants were asked to discuss the factors that 
influenced their choice of a destination, and their perceptions of the 
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marketing strategies that tourism marketers pursue. They were also 
encouraged to express their experiences at these destinations, including 
their likes and dislikes in terms of the marketing mix tools, the overall 
satisfaction, the reasons to visit or revisit a destination and general 
concerns about destinations with special reference to Mykonos island.   

The findings of the primary research phase of this research provided 
some interesting insights about consumer attitudes towards destination 
image formation and choice criteria. The findings derived from the 
interviews showed that the most important reasons for destinations choice 
were “having fun’’, “getting away from every day’s routine life’’ and for 
the ’beautiful scenery’’.  Participants agreed that “night-life’’, the 
“Availability of tourist land-marks’’, the availability of “Quality deluxe 
hotels’’, “shopping’’, and “reliable transportation” are the main reasons 
for visiting the island of Mykonos.  Moreover, sandy beaches, well 
known bars and restaurants and the presence of stars are attributes that 
comprise the image of the island. Finally, respondents expressed their 
opinion that advertising, word of mouth communication, previous 
experience and media such as magazines and the internet are the main 
sources of information about the island of Mykonos.  

 
Quantitative research  

 
Data were collected during the summer of 2008 via structured 

interviews.  300 consumers were initially randomly approached and 
invited to participate in the study.  The tourists in the field research were 
selected using judgemental sampling method and questionnaires were 
gathered following the mall intercept personal interview technique 
(Malhotra, 2004).  Participation was voluntary. The majority (224) agreed 
to contribute to the research. This sample size can be considered as 
satisfactory for the main statistical analysis utilized (Hair et al., 1998).  
The construction and phrasing of the structured questionnaire used in the 
quantitative research was based on previous researches and the literature 
review as well as on the results of qualitative research. The questionnaire 
included 36 items measuring consumer attitudes and destination image.  
Respondents were asked to indicate the degree of their agreement or 
disagreement with each item, using a five-point Likert-type scale (5 = 
totally agree, 1 = totally disagree). Moreover socioeconomic questions 
were selected in order to explore the tourist’s profile.  All items were 
translated via a procedure of double-back translation. Questionnaire items 
were comprehensive and no complaints in terms of content and time 
constraints were expressed. 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 4, Number 3, Spring 2009, pp. 67-79 

 

 71 

 
 

  
Statistical data analysis of the quantitative research 

 
The statistical analysis included estimation of frequencies, 

percentages and means, reliability, factor and cluster analysis.  The form 
of Factor analysis used was Principle Component Analysis (PCA) with 
Varimax Rotation (Hair et al., 1998).  As important variables in factor 
formation were considered those with factor loadings > 0.40 (Sharma, 
1996). Also, the Kaiser-Meyer-Olkin Measure of Sampling Adequacy 
(K.M.O) is mentioned, which is an adequacy indicator of the sample and 
P.C.A. model implementation (Kinnear and Gray, 1995).       

 
RESULTS 
 
Sample profile 
  

Of the sample, 48% were females and 52% males.  Respondents’ age 
ranged from under 19 to over 60, with approximately 29% of the sample 
representing the age group 18-25, 60% were 26-36, and 11% were more 
than 45 years old.  Moreover, 72% were single, 24% married, and 4% 
were divorced, separated or widowed. Regarding country of residence 
37% were from UK, 22% from Italy, 13% from Greece, 7% from 
Germany, 6% from France, 4% from Spain, and from other countries 
11%. As to consumers’ education, 46% had secondary education, 15% 
held a bachelor degree, and 39% held at least a Master degree. Lastly, 
regarding individual net monthly income, 21% earned up to 2000.00 
Euros per month, 32% earned 2000.01-4000.00 Euros, and 47% more 
than 4000.01 Euros.  Regarding previous visitation to Mykonos Island, 
97.3% of the respondents had previously visited the island, while only 
2.7% were first time visitors. For those that had come before to Mykonos 
Island, 83.3% had visited Mykonos Island up to 5 times, 13.0% 6-10 
times and 3.7% more than 10 times.  As to reasons for visiting Mykonos 
Island (yes-no answers), the three more frequent reasons were:  for 
having fun (77.3%), getting away from the every day’s routine life 
(52.7%), and for their yearly vacation (40.9%). The tourists were 
informed about Mykonos Island (yes-no answers), mainly from friends 
(83.6%), previous experience (44.5%), magazines (31.8%) and the 
internet (28.2%).  
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Image components leading to destination choice of Mykonos 
Island  

 
Tourists were given a list of 36 destination image attributes referring 

to Mykonos Island and were asked to point in what extend these 
destination image attributes were the grounds for choosing Mykonos as a 
destination. Most favourable variables of destination image were: 
Nightlife (MS=4.48); Beautiful place (MS=4.23); Sun (MS=4.21); Beach 
bars (MS=4.08); Sandy beaches (MS=4.00) and; sexually wild place 
(MS=4.00). 

The answers referring to the tourist’s choice of Mykonos based on 
the 36 image attributes were subject to factor Analysis (Principle 
Component Analysis with Varimax Rotation). According to the criteria 
for numbers of factors, as those having eigenvalues greater than 1.0, PCA 
identified nine factors (K.M.O.= 0.777, B.T.S.= 4033.466, df=630; p= 
0.00).  All items had factor loading  ≥ 0.45 on the factors, illustrating a 
good fit and accounting for 71.5% of the total variance. Reliability 
analysis was calculated for the scale in total; and item analysis was also 
performed in order to have a better picture in the questions cohesion.  For 
the total instrument, reliability coefficient alpha was 0.909, which was 
considered satisfactory (Malhotra, 2004; Spector, 1992). 
 
Identifying nine factors 

 
Analysis of the results extracted a nine factor structure.  It was then 

possible to name each factor and give a meaning to them in order to use 
the derived scale for validation and for further research purposes. The 
first factor derived from the analysis interpreted 11.9% of the total 
variance, composed of six variables and was named “Liberation of 
ethics” because it referred to the items that had to do with the liberation 
of all aspects of life, such as drug and alcohol consumption, nudism, and 
free relations. The second factor (9.1% of total variance) was named 
“Cosmopolitan Island”, because the items referred to the life style of the 
visitors and was represented by four variables. The third factor named 
“Sexually Wild Place”; interpreted 8.8% of total variance, and was 
composed of five variables which referred to the sexually wild life on 
Mykonos Island. The fourth factor (8.3% of total variance) composed of 
three variables relevant to the cultural and historic attractions of the 
Mykonos Island, and was named “Historical and cultural attractions”. 
The fifth factor (7.7% of total variance) was composed of five variables 
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relevant to the natural beauty of the island, and named “Scenery of 
Mykonos Island”. The sixth factor (7.3% of total variance), comprised of 
three variables relevant to the quality and variety of the Island’s 
attractions, and was named “Sightseeing”.  The seventh factor named 
“Food and Shelter” interpreted 7.1% of total variance and was composed 
of three variables which referred mainly to the quality and variety of the 
Island’s restaurants and accommodation. The eighth factor (6.2% of the 
total variance), composed of five variables and was named “Island for a 
getaway” because it referred to the items that have to do with getting 
away from the routine and going to an entertaining and interesting place. 
Lastly, the ninth factor interpreted 4.9% of the total variance; composed 
of two variables and was named “Accessibility to the island” because it 
referred to the items that had to do with ease of access as well as 
behaviour of local people. Table 1 describes the factors.  

 
Table 1. Factors extracted for the reasons that tourists choose 

Mykonos Island 
Factors Question-Item Factor loading 

 
1st:  
“Liberation of ethics” 
 
11.9% of the total variance 
explained 
 

Free relations 0.813 
Liberated narcotics usage 0.785 
Liberated  alcohol 
consumption 0.724 

Liberation of ethics 0.690 

Nudism 0.671 

To make acquaintances 0.517 

2nd:  
“Cosmopolitan Island” 
 
9.1% of the total variance explained 
 

Rich and famous place 0.813 
Presence of rich and famous 
people 0.783 

Acquaintance with VIPS 0.712 

Place  full  of fashion 0.502 

3rd:  
“Sexual wild place ” 
 
8.8% of the total variance explained 

Sexually wild place 0.733 

Nightlife 0.672 

Amusement  0.505 

Exotic place 0.503 
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Place full of  mystery 0.482 

4th 
 “Historical and cultural 
attractions” 
8.3% of the total variance explained 

Historical attractions 0.883 

Cultural attractions 0.817 

Festival 0.537 

5th 
 “Scenery of Mykonos Island” 
7.7% of the total variance explained 

Sun 0.790 

Sandy beaches 0.626 

The beach bars 0.584 

Climate 0.545 

Daily trips with the boats 0.513 

6th 
 “Sightseeing” 
7.3% of the total variance explained 

Quality of  attractions 0.852 

Variety of attractions 0.734 

Beautiful place 0.457 

7th 
 “Food and Shelter” 
7.1% of the total variance explained 

Quality of restaurants 0.849 

Variety of restaurants 0.831 
Existence of  suitable 
accommodations 0.496 

8th 
 “Island for a getaway” 
6.2% of the total variance explained 

Entertaining  place 0.568 

Absolute getaway -0.556 

The  powerful winds and 
dangerous sports 

-0.524 

Interesting place -0.503 

The hotels -0.462 

9th 
 “Accessibility to the island” 
4.9% of the total variance explained 

Easy access in the region 0.596 

Behavior of  local residents 0.577 
Sample: 226 (K.M.O.= 0.777, B.T.S.= 4033.466, df=630; p= 0.00). Total Cronbach Alpha:  
0.909;  Total variance explained: 71.5% 
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Cluster Analysis 

 
Next step in the research was to perform a cluster analysis in order to 

segment the market and identify different segments of tourists based on 
choice criteria.  In cluster analysis the nine factors, obtained from factor 
analysis, had been treated as independent variables.  In order to identify 
groups of tourists with similar behaviour, a K-means cluster analysis 
algorithm was decided to be used. The four-cluster solution was selected 
as the most appropriate bearing in mind that these clusters must have 
practical and physical interpretation.  By implementing this procedure, 
the number of cases in each cluster were determined as follows: cluster 
1=52 tourists; cluster 2=62; cluster 3=52; and cluster 4= 52 tourists. Due 
to missing values, eight cases were not assigned to any of the three 
clusters (Table 2).  

 
Table 2. Cluster analysis of the knowledge factors 

 

Image/ Choice 
Destination Factors 

1st 
cluster,  
n=52 

2nd 
cluster, 
n=62 

3rd 
cluster, 
n=52 

4th  
cluster, 
n=52 

F ratio & 
Significance 
levels 

Liberation of ethics 3.12 1.79 3.56 2.97 F=89.582 
(p=0.000) 

Cosmopolitan island  2.87 1.94 3.87 3.38 F=93.173 
(p=0.000) 

Sexual wild place 3.41 3.14 4.28 3.42 F=49.711 
(p=0.000) 

Historical and cultural 
attractions 2.99 2.23 3.37 1.78 F=73.154 

(p=0.000) 
Sea and sun attribute of 
Mykonos Island 3.79 3.43 4.52 3.71 F=49.972 

(p=0.000) 
Quality and Variety of 
the Island’s  attractions 3.22 3.47 4.03 3.76 F=18.592 

(p=0.000) 
Restaurants and 
accommodation 3.18 3.40 4.33 3.98 F=42.011 

(p=0.000) 

Island for a getaway 3.29 2.92 4.03 3.45 F=67.100 
(p=0.000) 

Accessibility to the island 3.31 3.03 3.94 3.33 F=17.674 
(p=0.000) 

Sample size: 218 
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Multivariate statistics indicated statistical significance difference 

between the two clusters and the results of ANOVA test also revealed 
internal validity of the cluster results and that all factors contributed to 
differentiate the four clusters; which in all cases was p=0.00. The Final 
Cluster Centers (FCC) regarding each cluster, as well as the sample size 
is presented in Table 2. 

The first cluster is indifferent towards all factors assessing image of 
the island. The only factor that has a high FCC is the sea and sun related 
products of the island.  The second cluster is compiled of 62 tourists, 
representing the 28.6% of the total sample size. This cluster has FCC 
ranging from 1.79 -3.47. This cluster selected Mykonos mainly for sea 
and sun, relaxation and entertainment. They are not surely interested in 
the “liberation ethics” part of Mykonos life, neither that Mykonos is a 
cosmopolitan island. They are interested in the quality and variety of the 
islands attractions, sea and sun product, the restaurants and 
accommodation.  The third cluster is the one that chooses Mykonos, being 
favourable towards almost all factors of destination image.  This cluster 
has eight out of nine FCC>3.50 on the factors, while for the last factor, 
no.4, it is indifferent, i.e. FCC=3.37 (Historical and cultural attractions). 
The fourth cluster is firstly interested in restaurants and accommodations 
(FCC=3.98), secondly in quality and variety of the islands attractions 
(FCC=3.76) and lastly, in the sea and sun related product that Mykonos 
island gives (FCC=3.71).  They are surely not interested in historical and 
cultural attractions and are indifferent towards the other image factors. 

 
CONCLUSIONS  
  

Understanding factors that influence consumer behaviour is of 
critical importance for marketing managers of the island under 
investigation.  Effective management requires detailed knowledge about 
the theoretical background and the saliency of the dimensions underlying 
consumer decisions. Knowledge of what dimensions comprise consumer 
evaluation is a valuable input for tourism management information.  In 
the present research, results showed that visitors of Mykonos Island 
consider attributes referring to natural beauty, infrastructure and the 
presence of well known places of amusement in order to choose the 
island as a destination.  Cluster analysis revealed four different segments 
with almost similar preferences in terms of choice criteria.  That means 
that visitors of Mykonos have almost universal criteria and expectations 
for visiting Mykonos. The only difference is the importance that place 
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different segments in the attributes that comprise the image of the island.  
So, marketers need to promote the island based on the nine factors 
extracted from the factor analysis in order to attract visitors to the island.  
Moreover, marketers need to invest on luxury hotels and places of 
amusement and to further develop the infrastructure of the island.  The 
positioning strategy of the island should be based on the fun and luxury 
and the aura of the place as a destination that “everything can happen”.  
The island should be placed as a unique destination in relation with 
ethics, and tolerance. Marketers should continue to attract the star system 
and improve the cosmopolitan image of the island, so, they can promote 
the island through the presence of well known people and stars (VIP).  
Finally, according to the results they can promote the island as a 
destination for weekend trips, city breaks and short time vacations.  Also, 
marketers of Mykonos should promote the proximity of the island to 
Athens and the easy of access to the island.  

Tourism service industry is changing and the destinations which will 
be leaders in the global tourism industry in the future are not identifiable 
to us today. Therefore, the knowledge and understanding of consumer 
choice criteria and attitudes would be of great help both for academic and 
commercial reasons (Mamalis, 2008). This research even though it is 
exploratory in nature and employed a non-probability sampling method, 
it provides a useful source of information, which can be used by Greek 
marketers involved in the tourism industry, to help them better 
understand market and to explore attitudes and choice criteria of specific 
market segments. 
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SHIFTED IDENTITIES IN TOURISM: WHEN 
MYKONOS ‘TRAVELS’ TO THAILAND FOR 

HOLIDAYS 
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The purpose of this paper is to present the family tourist trips and holidays as a 
complex process, defined by a series of socio-cultural factors such as the sense of 
locality, the family ties, the professional status.  There will be the attempt to show 
the tourist perceptions and practices of a group of entrepreneurs from Mykonos 
(place of origin), an overly-developed Greek tourist island. While they themselves 
are producers of tourism services, by going on pleasure trips to Thailand they 
become tourists, even forming a tourist identity related to perceptions about the 
sense of belonging and the family.  
 
Keywords:    family, tourism, entrepreneurs, Mykonos, identities. 
 
 
INTRODUCTION 
 

In this paper, there will be   the attempt to show the tourist 
perceptions and practices of a group of entrepreneurs from Mykonos 
(place of origin), a Greek tourist island. The main purpose of this essay is 
to highlight the family tourist trips and holidays as a complex process, 
defined by a series of socio-cultural factors such as the sense of locality, 
the family ties, the professional status. 

The anthropology of tourism boasts a rich bibliography of research 
on social change and the process of economic restructuring in areas that 
have been developed for tourism. Moreover, a rich theoretical discourse 
has evolved out of the interpretation of tourism experiences and the ways 
in which tourist identities of people and places are shaped. More 
specifically, it has been concerned with the ideologies that influence the 
subjects’ motives for travelling, as well as with the (re)production of 
images of the ‘other’ in the course of the encounter between tourists 
(guests) and their hosts (Smith, 1989; Swain, 1995; Selwyn, 1996; Abram 

                                                 
© University of the Aegean. Printed in Greece. Some rights reserved. ISSN: 1790-8418 
 

 



Despina Nazou 

 

 82 

et. all, 1997; Waldren, 1997; Smith, 2001; Tucker, 2002; Rojek and  Urry, 
2004). 

In an attempt to explain the reasons why people travel in the modern 
era, researchers such as Cohen argued that “tourism is essentially a 
temporary reversal of everyday activities – it is a no-work, no-care, no-
thrift situation” (i.e., Cohen, 1972:181). Also MacCannel (1976), 
emphasizing the search for authenticity, considered tourists try to escape 
from their alienating living conditions in the capitals of the Western world 
by travelling to far-off places in search of real and authentic life 
experiences. The tourism escape takes place in contained places designed 
more or less specifically for tourism, such as resorts,  hotels, attractions, 
beaches. It is an escape from the ordinariness, which has a quest for more 
desirable ‘consumable’ places (Urry, 1995). 

On a similar tangent, Graburn (2001) considers that tourism 
constitutes first and foremost a ‘social ritual’ in which the tourist trip 
resembles a pilgrimage in the Christian world as has been analysed by 
Turner. Tourism, therefore, constitutes an anti-structure from the moment 
that the tourist is out of his everyday time and space, experiencing a state 
of liminality. In this state, the conditions are created for a deep 
interaction/communitas between tourists, but also between tourists and 
the host society. In this sense, tourism offers an opportunity for renewal 
and relaxation.  

From another theoretical perspective, analysts such as Kohn (1997) 
have demonstrated that the structural categorisation and contradiction of 
the model ‘tourist’-‘host’ that was used in studies such as Smith’s (1989) 
to analyse the phenomenon of tourism, is ultimately problematic. Usually, 
oppositional categories such as ‘tourist’ and ‘local’,  ‘guests’ and ‘hosts’  
are used to conceptualize largely neocolonial/assymetrical -in terms of 
power -relations, constitutive of international tourism -as ‘‘guest have the 
upper hand in determining how any given encounter will unfold’’ (i.e., 
Stronza, 2001: 12). Nevertheless, such a classification tends to simplify a 
complex and ever-changing social reality because very often someone 
who is a tourist may, at another time and place, become himself a host 
and vice versa. According to the above claim, for So-Min and Miller 
power relations in tourism systems are dynamic and subject to constant 
change. Tourists may become middlemen/intermediaries by setting up 
enterprises or holding governmental positions. They may also become 
‘locals’ by residing permanently in the tourist destinations. Similarly, the 
locals may become intermediaries through tourism management and 
planning enterprises. They may also become tourists. The changing 
identities of the above depend on different possibilities, time and place 
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(So-Min and Miller, 2000: 377). In this sense, the subjects’ identities are 
subject to a continuous negotiation, as people’s mobility in today’s 
globalised world constitutes a normal state. In particular, as Miller quote, 
‘‘contemporary identities can be theorised as a reflexive project, shaped 
by the institutions of late modernity and sustained through narratives of 
self-identity that are continually monitored and constantly revised’’ (i.e., 
Miller et. all, 1998: 20).  
 
BIBLIOGRAPHICAL REVIEW ON PROXIMITY AND FAMILY 
LEISURE  
 

The bibliography of the anthropology and sociology of tourism has 
generally demonstrated that trips undertaken by people who may, in 
another social framework, be producers of tourism services themselves, 
have been analysed as trips of mainly young people and are perceived as 
products of change because of the distribution of wealth which 
contributed in the opening up of horizons (i.e., Pi-Sunyer, 1989: 198).  
They have been examined to a limited extent as spheres for the 
exploration of identities in flux, in other words as spheres for ‘role-
reversal’ practices by those who participate in the tourism industry, either 
from the point of view of the producers of tourism services or of the 
consumers of those services. Moreover, these trips have not been regarded 
as spheres of negotiation and reconstruction of familial or indigenous 
identities by the visitors. Nevertheless, Urry’s considerations on mobility, 
networks and proximity (2007) can be a very useful framework of 
interpretation to this perspective.  

According to his  point of view, tourist studies have neglected issues 
of sociality and bodily  co-presence and thereby ignored how much tourist 
travel is concerned with (re)producing social networks  and social 
togetherness. Tourist travel is non related more to exotic places or exotic 
experiences  but  to a  set of social and material relations  (re)connecting 
‘disconnected’ people in face-to-face proximities.  

For Urry the corporeal travel and co-present meetings are of 
increasing importance. They  create thick socialities of bodily closeness  
where people are  available, and subject to one another (Urry, 2003). The 
‘co-present interaction’ is the corner-stone of the social interaction for a 
range of institutions, particularly for families and also for friendships.  
The co-present interactions build up trust and sustain intimacy. In 
particular, togetherness is connected with visibility, the eye and the gaze.  
Looking at one another is what effects the connections and the ‘purest’ 
interactions of individuals (Urry, 2002).  
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In the collective study of Bærenholdt,, Haldrup,, Larsen, and  Urry 
(2004) is argued that  most tourists also travel with significant others to  
places which are valued for their ability to afford intimate proximities. In 
that places the tourists are searching not as much   for the authentic 
‘Other’ as for ‘existential authenticity’ - between themselves (Wang, 
1999). 

As far as is concerned the bibliography on the topic of the family 
travel, the anthropological and sociological literature is poor in  
researches and is lacking in a conceptual framework of  ‘family holidays’. 
Disciplines like social psychology, marketing, leisure studies offer the 
most  significant  theoretical knowledge  on such issues.  

According to the above, it is  argued that family holidays, as a kind of 
family ‘togetherness’ offer time and space for interpersonal relationships 
and  social connections within multiple generations mainly with adults 
and children.  In the every day life, the overbusy families spend much 
time engaging in separate activities such as work, after-school activities, 
leaving less time for families to spend together (Epp, 2008). As Larsen 
(2005) has showed, Tourists consume places and perform togetherness. 
Families on holiday invest much work in staging and enacting happy 
social life especially for the camera (Larsen, 2005; Haldrup and Larsen, 
2003). 

From another point of view, Daly has pointed out that “family 
vacations are culturally viewed as a temporal oasis away from rigid 
demands and schedules” (i.e., Daly, 1996: 74), they are breaks away from 
busy ordinary lives and they are supposed to be a healing from the stress 
and the strain of modern family urban life.  

In general the dominant theoretical point is that collective 
experiences, particularly family leisure activities, helps families develop a 
sense of family identity (DeVault, 2000; Shaw and Dawson, 2001). This 
identity is “the family’s subjective sense of its own continuity over time, 
its present situation, and its character” (i.e., Epp and Price, 2008: 52). 
Family identity is more a co-constructed concept through action and less a   
construct that resides in the minds of individuals.  

Families pay special attention on holidays and the reason is   that 
vacation as a bounded time-space context is a distinguished base to 
construct and manage multiple identities. For Shaw and Dawson family 
leisure has special purposes and it is organised by parents in order to 
achieve particular short- and long-term goals (Shaw and Dawson, 2001). 
One set of goals related to family functioning, family communication and 
cohesion, and a strong sense of family. In many cases, the family 
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cohesion over the years supported by concrete vacation traditions (such as 
visiting the same special place year after year).  

 The above theoretical positions will be the theoretical axis for the 
analysis of the ethnographical data on Mykoniot entreprneurs’ holiday 
travels to Thailand. 

The research information is based on 25 in-depth interviews with 
male and female Mykonian entrepreneurs, aged between 35 and 50, 
conducted in the late 1990s in the context of a Ph.D anthropological 
fieldwork on entrepreneurial identity, as well as on additional interviews 
conducted in 2006-2007 in order to obtain a more complete picture of the 
subject across the years.  

       
MYKONOS/GREECE AND THAILAND: INTERCONNECTED 
TOURIST WORLDS 

 
According to Massey places should be understood as a distinctive 

articulation of social relations from the global to the local. Places are not 
bounded areas but porous networks of social relations, constructed 
through the specificity of their interaction with other places (Massey, 
1994). From this perspective Mykonos island and Thailand have formed 
special tourist identities as places- ‘scapes’ of global flows that are 
constitutive of imagined worlds. As Appadurrai uses this term, the 
‘scapes’ are what make collective meanings possible in conditions of 
fleeting and transformative globalization. Generally the concept of 
‘scape’ means openness and accessibility (Appadurrai, 1996). 

In tourist-related literature dealing with Thailand, Johnson has 
focused on two specific instances of tourism: a) the ethnic tourism, where 
the tourist adventure is an unironic search for the ‘unspoilt’ tribal areas of 
Thailand; and b) sex tourism connected with a rediscovery of masculinity  
that is echoed both in tourist's diaries and in fiction written by and for 
expatriates living in Bangkok (Johnson , 2007). 

At the other hand Mykonos is a small island of Greece (about 9,300 
inhabitants) that has been a popular tourist destination for the Western 
world for over 60 years (Stott, 1982). Over the years, Mykonos has 
become the leading ground for modern trend-setting in Greece as well as 
the rest of Europe, and has been on the receiving end of various 
experimentations, particularly in lifestyle (Nazou, 2003). As a tourist 
island is also connected with ‘gay’ tourism (Nazou, 2006a). In the late 
1990s, the prevailing perception of Mykonos was that of an open and 
extensive market of tourist services. Mykonos is also a place of residence 
for many and various inhabitants. It is inhabited by ‘locals’, a category 
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into which one may incorporate those who share knowledge, a cultural 
code of values and an insight of the local community as a durable 
communal space, made up of relatives of Mykonian descent,  familiar 
stories about people, marks left in particular places and on the ground, a 
communal memory (Nazou, 2006b). Together with the locals, economic 
migrants from Asia, Eastern Europe and Albania are also sharing 
Mykonos’ space. Other groups of residents include the ‘Mykoniots by 
choice’ (Boussiou, 2008), namely Greek civil servants and also various 
foreigners and Greeks who have set up businesses, bought houses and 
reside on the island all year round.  
 
THE MYKONIOT ENTREPRENEURS AND THE PLEASURE 
TRIPS TO THAILAND 

 
The Mykoniot entrepreneurs and their families who are the main 

focus of this study have been directly involved in the tourism industry and 
own enterprises which they operate at least six months of the year (hotels 
but also restaurants and general trade in basic goods). Through their 
business activities they hold a leading position in the production of 
tourism services and have a very high income. Most of them, both male 
and female, are between 40 and 50 years old. The socio-cultural group of 
entrepreneurs operates as “a conveyor of social change in the local 
community, which promotes the process of tourism development, viewing 
it as a carrier of modernisation on a social, financial and cultural level” 
(i.e., Tsartas, 1996:103) and which, despite its internal differentiations, 
appears to own and manage significant material assets. 

Mykoniot entrepreneurs work intensively in their businesses during 
the tourist period from the beginning of April to the end of October. Their 
work reaches peak levels in July and August as great reserves of human 
energy are required to serve the large number of tourists flocking to the 
island. Those involved need to channel all their mental, emotional and 
physical powers in this direction. It requires 12 to 15 hours’ work a day if 
the “summer is not to be lost”, and any money with it: there is therefore 
little time for socialising with people beyond one’s immediate family, 
while socialising and mixing with the throngs of tourists is an absolute 
priority. 

The entrepreneurs’ socio-cultural group appears to be highly 
acquisitive (in material ‘goods’, such as new plots of land for building 
and extending their hotel activities) but at the same time it is also very 
consumerist. Its consumerist practices have to do, for example, with the 
purchase of large (and often luxurious) houses, small private yachts, the 
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purchase of designer clothes, as well as travelling to Asia, Brazil or 
Dubai. This group also enjoys symbolic goods, such as a high social 
standing in relation to other professional groups among the local 
population. 

The Mykoniot entrepreneurs’ socio-cultural group exhibits 
particularly interesting consumerist practices during the period when it is 
not involved in intensive entrepreneurial activities, in other words from 
the end of October until the end of March. One of the favourite practices 
of many entrepreneurs and their families is taking pleasure trips to safe 
destinations in warm climates such as Thailand, and specifically to areas 
there which have been developed for tourism, such as the island of 
Phuket. These are places of rest and relaxation for the whole family after 
an exhausting summer in Mykonos.  Many young Mykoniots (between 25 
and 35 years of age) also travel to Thailand, independently from their 
families. Many of them, though, end up spending their holidays as part of 
a large group of compatriot families, with which they may well have been 
acquainted back in Mykonos, but which do not form part of their 
immediate social circle. 

I have become acquainted with the travelling experiences of the 
entrepreneurs and their families through their own personal narratives, 
based on interviews of people of different ages. Moreover, my 
understanding of these experiences has been based on my own travelling 
– tourist – experience and my participation in my own family’s enterprise 
and work cycle, as well as on my close relationship with many 
entrepreneurial families in Mykonos which developed during the 
anthropological research for my doctoral thesis. In this sense, my 
perception of the entrepreneurs’ tourism experience in Thailand  has a 
personal dimension. Evidently, it is not possible to ignore the fact that 
such accounts are, in effect, interpretations in which “the symbolic world 
of the narrator is interwoven” (i.e., Ambatzopoulou, 1994: 40). However,  
this does not impede on seeing the holidays in Thailand as pleasure trips 
but also as consumer practices through which the ‘familial’ identity of the 
entrepreneurs and the sense of participating in the local cultural code 
outside the geographical boundaries of Mykonos are reconstructed. For 
what emerged out of these trips was not the contact between the 
entrepreneurs and ‘others’ (Thais or other tourists), thus lending the trip a 
dimension of encountering otherness. Moreover, none of the 
entrepreneurs perceived this trip as a process where the ‘self’ lost its fixed 
boundaries (Minh-ha, 1994; Galani-Moutafi, 2001). On the contrary, 
these trips were the framework for reconstructing and revitalising the 
family and indigenous relationships in a different cultural context dictated 
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by the entrepreneurs’ tourism practices during their leisure period or 
“their holidays”. 
THE IDEOLOGICAL BASIS OF THE TRIPS TO THAILAND 

 
As already mentioned, ‘labour’ as “hard work” appears to be for the 

subjects and their families the set context of reference of their 
entrepreneurial reality and constitutes (in direct relation to the concept of 
‘family’) the basic channel through which experience is filtered and 
judgments, evaluations, and a whole world of meanings concerning both 
the individual and social dimension of the subjects as ‘entrepreneurs’ are 
produced. As the interviewees often reminded:  

“…All the things we have achieved in our lives are the result of hard 
work. How could we have a beautiful house, go on excursions, have 
everything we want for ourselves and the children? ...Should we be 
putting our hand in our pocket without really caring?” 

The intensive working practices, perceive as “hard work”, may be 
viewed as a process of using up the individuals’ mental and biological 
reserves over the summer months, like a drainage works of the brain’s 
juices, or of the imagination which, as it appears, may be offset only if 
one thinks of their conversion into consumption of various pleasures, a 
large part of which has to do with the realisation of a long trip. It is 
important to emphasise that the most consumerist period is considered to 
be the four- to five-month-long winter. However, even this period, when 
pressure and stress for accumulating wealth is not so apparent, cannot be 
perceived as wholly detached from any activity related to raising 
financial/entrepreneurial funds. This appears to be the best time for 
investment considerations and for organising the financial tactics and 
moves for the next tourist period. Generally, however, this period feels 
like a ‘return’ home for the entrepreneurs and their families; a return to 
themselves as well as to an ‘introverted’ socialisation that is realised 
through get-togethers with friends and family. This sort of socialisation 
often has the character of a ritual performance as in, for example, the 
slaughtering of the pigs, and the fairs which act as mechanisms for 
strengthening local ties (Stott, 1982). The winter period is also rendered 
meaningful through wasteful practices and the consumption of wealth 
(which naturally also occur in the summer months, only not so regularly). 
Purchases of consumer products (cars, boats) are mainly made in winter 
when there is time to consider them “without pressure”. 

Trips to destinations such as Thailand take place – in a sense – in a 
‘dead’ period, a ‘free time’ period, because “they [the entrepreneurs] also 
need to feel what it means to have a holiday”. Already from the end of 
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October most of them plan the dates for their trips. The most desirable 
period for travelling is around Christmas (15-20 days). They can then 
move around as a family more easily than at any other time of the year. 
On the whole, however, from November up until February, those who are 
able to travel abroad and spend a long time away from Mykonos. 

The idea of the ‘upcoming’ trip constitutes for the entrepreneurs one 
of the most pleasant thoughts in the middle of their exhausting summer. It 
takes on the guise of the most hopeful deferment of life to a time when 
they themselves will be able to enjoy everything that their “hard work” 
deprives them of when everyone else is on holiday. A very energetic 
woman with her own hotel business mentioned: 

 “I try to go to warm places because I miss the summer. Well, you 
know all about that…We Mykoniots have no time off in the summer 
because of the pressure, and so we try to find it elsewhere and enjoy it 
like the people we serve here. I think about my trip throughout the whole 
year…Whenever things get difficult, I tell myself to be patient, that my 
turn will come too…My trip gives me strength to get through the summer, 
I don’t dare think how things would be without this pleasant interlude”. 

According to the above comment, the trip appears to restore any 
social ‘asymmetries’ between tourists and those serving them (Galani-
Moutafi, 1995), which manifest themselves wherever tourism exists. It 
would seem, however, that it is also a mental trick to transcend any 
negative thoughts and possible existential dead-ends, if one considers the 
loss of experiences because of intensive work. Work is presented as the 
driving force behind the mechanism for deferring experiences to a future 
time while at the same time, through the trip, the same mechanism 
bestows the desire to work with new significance. (Urry, 1990) Another 
of the debaters, commenting on the pressures from her daughters for free 
time in the summer, explained what she told them: 

“They mustn’t press me about going swimming because then who 
will mind the shop? Let them be patient, winter is not far away…they will 
go swimming there [in Phuket], they can’t have it all their own way all 
the time…I can’t wait either. Once I get out of Mykonos nobody can 
bother me…It’s not just the swimming, it’s that I don’t need to think about 
anything while I’m there. I can detoxify from work a little…Do you know 
what it’s like to coordinate two businesses? There is a lot of worry and 
mental fatigue…that’s why every year I end up there with Mimis [for 
three years now] where everything is at my feet, I don’t need to think 
about food or about what to wear…I’m carefree”. 

The trips to Thailand as tourism-consumer practices lend a bourgeois 
dimension to the entrepreneurs’ identity, as they constitute a consumer 
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model of an urban way of life, where life experience, according to 
international bibliography is mainly negotiated through work in Western 
capitals. The adoption of urban ways of life by the Mykoniot 
entrepreneurs was traced by Stott, a social anthropologist, when she wrote 
that the Mykoniots are beginning to act like townspeople (1996: 301). 

 
THE ENTREPRENEURS AS ‘TOURISTS’ 

 
The Mykoniot entrepreneurs who travel appear, like all modern-day 

tourists, to engage in practices rendered significant by the imaginary 
search for pleasure. Like most tourists, they also act on the basis of a sum 
of preferred social activities, structured according to their taste. They set 
off on their first trip having first contacted their information network, 
based on tourism experiences of fellow islanders or travel brochures. It is 
a multi-collective stage which reinforces the imagination, while also 
providing the security of pre-knowledge through reliable information. The 
validity of the latter is practically assured from the moment that the 
people who play the role of tour operator already trade in tourist services 
in Mykonos and are in a position to judge because they have a deeper 
‘knowledge’ of the subject. 

The entrepreneurs and their families go to Thailand not so much to 
learn about the ‘other’ or ‘different’ world, but to restore good relations 
with themselves. The first time Maria went to Thailand she went 
sightseeing and strolled around the markets. These things no longer 
interested her because she preferred to swim “…and when you go to the 
sights you lose out on swimming and you don’t rest”.  

The Mykoniot entrepreneurs choose to take their holidays in Thailand 
in highly ‘touristic’ areas, with hotel facilities that provide luxurious 
services for tourists. They choose – in a sense – what is already familiar 
to them from Mykonos, namely the artificial tourism environment, 
reproducing “a small monotonous world which reflects our image 
wherever we are” (i.e., Turner and Ash, 1975: 292). Their daily timetable 
includes breakfast, where they gather in groups, describe how they spent 
the previous day, joke with each other, talk about news from Mykonos 
and draw up plans for the day: a swim at the beach, excursions to nearby 
areas, planning the midday or afternoon meal in which a large number of 
Mykoniots participate, making up a large group.  

The trip to Thailand constitutes the means through which the 
entrepreneurs’ identity changes and is reversed, in other words from 
producers of tourism into consumers/tourists. Miller’s view sheds light on 
this reversal from an interesting interpretative perspective. He argues that 
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the same circumstance that constructs ‘production’ as a moment of self-
alienation could also provide the conditions through which ‘consumption’ 
(in the form of the trip in this particular case) may possibly appear as a 
‘re-appropriation’ of the self (Miller, 1987). Moreover – in an 
interpretative perspective that originates from Baudrillard’s view – what 
the Mykoniot entrepreneurs finally consume in Thailand is a world of 
mimicry and ‘copies’, since they consume nothing but ‘elements’ or re-
enactments of their own reality in Mykonos, when they act as 
entrepreneurs and sellers of tourism services. 

Nevertheless, it must be emphasised that the trip, whether as ‘self-
consumption’ or as ‘re-appropriation’, leaves much room for comparisons 
of the ‘slight’ differences (from the Mykoniots’ point of view, naturally): 
a) between the Mykoniot version of identity with reference to the working 
sector of providing services (if they are, for example, good hoteliers) and 
that of the Thais’ (if they are better, more polite with the tourists, what the 
reasons for this are, etc), and b) between the Mykoniots and the Thais 
with reference to their ways of life and the social reality in which each 
cultural group lives. With regard to the comparisons in the first part, the 
trip takes on the form of a rethinking of an aspect of the entrepreneurial 
identity that is linked with work and which results in widening the 
cognitive consciousness on this subject. The desire to re-examine the 
labour identity of the entrepreneurs constitutes a very serious reason for 
combining a holiday with obtaining information. For, despite talk of 
‘relaxation’, concern about work and business is never too far off the 
entrepreneurs’ minds. Vlassis, who also visited Phuket in Thailand, made 
the following comment:  

“I can’t tell you how efficiently the Thais work…And everybody is so 
polite in the hotels…[They give you] the moon and the stars…To the point 
that I’m ashamed now! I can’t do all that for the tourists…That’s why 
they say that tourism is on the decline in Greece…” 

As most entrepreneurs therefore know first hand the quality of 
another country’s tourism industy, they become a little ‘wiser’ concerning 
their own labour identity. From this point of view, the trips to Thailand 
involve a cognitive dimension beyond being essentially pleasure trips. 

With relation to the comparisons between Mykoniots and Thais in the 
wide intercultural context of their encounter, the former identify in the 
latter both positive and negative attributes such as ‘‘poverty’’, ‘‘stench’’, 
but also ‘‘inexpensiveness’’. As far as the provision of tourism services is 
concerned, they recognise their “politeness” and “attentiveness”. On the 
whole, the Mykoniot entrepreneurs place themselves higher up in the 
socio-cultural hierarchy dictated by the Western perception of ‘other’ 
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cultural realities. More specifically, they perceive ‘others’ through mental 
categories that reflect the Mykoniot/Western hierarchical value system. 
These intercultural encounters give rise to various value judgements like: 

“It’s nice there too but there’s nowhere like Mykonos…They showed 
us Buddhas and more Buddhas…but our ancient monuments in Dilos  [ an 
island with ancient monuments, closed to Mykonos], it’s as if God himself 
had created them…And the whole of Greece has so much to show…But 
we don’t know how to promote or advertise!”  

However, intercultural encounters are not the purpose of these trips. 
More than anything else, what is sought and what in fact takes place on 
these trips is an encounter with the ‘same’, in other words with other 
Mykoniot entrepreneurs, as well as the restoration of family ties 
somewhere ‘else’ as opposed to ‘here’ in Mykonos. 
 
RECOMPOSING THE ‘FAMILY’ AND ‘INDIGENOUS IDENTITY’ 

 
The trips to Thailand are characterised by the encounters between 

Mykoniot entrepreneurs away from Mykonos. With their families, they 
set off from Mykonos together as ‘groups of friends’ and, when they 
reach Thailand, they meet yet more compatriots to the point of joking 
among themselves that “half of Mykonos moves to Thailand in the 
winter”. This type of collective encounter in foreign places constitutes an 
opportunity for displaying aspects of the indigenous identity, and through 
this display to re-establish a ‘sense of belonging’ and ‘family’ and to re-
confirm social ties. 

The family that travels to Thailand appears to recover everything it 
had been deprived of by the stress and exhaustion of the summer and at 
the same time everything it could not get by self-withdrawing ‘within’ 
local boundaries during the winter: to see itself within a ‘rejuvenating’ 
reality, to make up for all the deficiencies, to determine its emotional 
fissures and heal the various traumas through the ‘lost’ but potentially 
‘regained’ summer in Thailand. The trip appears to be a need to regain 
personal balances through the small or extended yet fixed family group. It 
also seems to be an admission that the family is a stable framework 
through which the active subjects can draw strength, security and 
satisfaction. 

A trip to Thailand has the nature of a ‘gift’ and, in one sense, 
establishes relations of symmetry, reciprocity and interdependence 
between the people who exchange goods and services (Mauss, 1990). 
This ‘gift’ is usually offered by the parents to the younger members of the 
family who work intensively in the summer at the family enterprise. It is a 
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gift that signifies the feelings of love they have for one another, while it 
also appears to be a moral reward for the provision of emotional, financial 
and practical support by the younger family members towards their 
entrepreneur parents or support or recognition between spouses. The 
Mykoniot groups of friends that are formed during the holidays in 
Thailand give the trip a socially ‘unifying’ character. Vivi told that: 

“Us Mykoniots may not even say ‘good morning’ to each other  [in 
Mykonos] because we’re busy and in a hurry…there, when we meet each 
other, it’s as if we’re covered in honey, we don’t want to leave each 
other’s side …We get on really well together. We’re a large group of 
friends, a large family. We’re always kissing, hugging, making jokes and 
laughing…It’s because away from Mykonos we feel ‘united’ and there are 
no misunderstandings, nor do we quarrel easily”. 

The trip, therefore, does not only amount to movement in space but 
also to the movement of ‘boundaries’ in general. In Mykonos, the 
entrepreneurs are often competitive with each other and they try to defend 
their entrepreneurial interests in ways that bring them into conflict with 
one another for financial reasons as well as for reasons of social pride. 
However, from the moment they go away on holiday they surpass their 
competitive self, making Thailand a ‘neutral’ ground where the recovery 
of the collective indigenous identity is a priority among the various 
requirements that need to be satisfied during the holidays. 

The emphasis given – within the context of these trips – to the 
feelings of ‘‘love’’ and ‘‘camaraderie’’, and the use of the ‘‘family’’ 
metaphor by the same entrepreneurs to better convey their experience, 
could define these trips as the cultural framework within which the 
symbolic content of the identity of the entrepreneur/tourist intersects with 
that of the pilgrim. The movement from one stage to the next (in other 
words from the departure from and return to the familiar geographical 
space of Mykonos) encompasses a state of ‘liminality’, where the ‘self’ 
through ‘communitas’ (communion/experience of collectivity) loses its 
fixed boundaries and participates in what is ‘holy’ and ‘transcendent’ (in 
this case of the holidays) (Turner and Turner, 1978). 
                               
THE ‘PIG SLAUGHTER’ IN THAILAND 

 
If the trip of the entrepreneurs and their families could be viewed as a 

fissure in the structure of work that encompasses the experience of an 
indigenous sociability, then the significance of the game, ‘‘laughter’’ and 
‘‘joking around’’ (as they themselves point out) acts as a catalyst in this 
singular experience. On these trips the Mykoniots point out (together with 
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‘how much they rest’) how much ‘‘they laugh and joke with each other’’. 
They invent various kinds of games to the point of subverting the order of 
things, using symbols and meanings and reassigning them to the holiday 
context, changing their sense, as for example, in the case of the ‘pig 
slaughter’ in Thailand, which was like a show and a re-enactment of a 
‘native’ custom through a game-parody. 

The slaughtering of the pigs constitutes a customary domestic ritual 
practice for Mykoniot society from the end of October to the beginning of 
Lent. In the course of this family celebration, a pig is slaughtered and 
friends and acquaintances of each family are invited to eat and drink 
together. The symbolic force of this gathering is great, as it signifies the 
withdrawal of the local society unto itself after an ‘open’ tourist summer 
when cultural boundaries are fluid. The slaughtering of the pigs in which 
the Mykoniots indulge in Thailand is an ironic reminder of the above and 
is presented as an opportunity for ‘jest’. One of the interviewees 
humorously described the following mykoniot pig slaughter in Phuket: 

 “What should we do, what should we do… (we wanted something 
from back home) …slaughter a pig, that’s what we should do! We told the 
Thais about this…and the next day they turned up with two piglets in 
bags! But now we somehow had to slaughter them…Once the men had 
slaughtered one of the pigs, and they had boiled and shaved him and were 
in the process of skinning it, the other pig escaped from the pen and ran 
and hid in a swamp! (The Thais were watching us as if they were seeing 
the strangest thing in the world!) Mimis ran after it to save it and stop it 
from going under, but the mosquitoes woke up and turned on the good 
Christian …Mimis swelled up like a balloon from the bites. But the more 
lively pig turned out to be the tastiest!...Well, we couldn’t do everything 
that  we normally do when we slaughter a pig…Even if it was like the 
restaurant belonged to us -  they brought us everything we asked for. We 
only ate the pigs baked…but I will remember the fun and laughs we had 
for a long time”. 

The liberating force of ‘laughter’ through this game of sociability and 
parody lends the trip to Thailand another dimension: that of revisiting 
childhood and of play: The trip is an opportunity of being informal, of do 
not follow established rules. ‘‘Playing in its purest sense  lacks a pre-
defined structure and is an open-ended activity of people making 
immediate improvised responses to the stimuli of environments and of 
others’’ (i.e., Junemo, 2004: 186).  Also The Mykoniots’ laughs and jokes 
constitute powerful mechanisms for defusing accumulated tensions which 
would be enough either to destroy a person mentally or to destroy the 
cohesion of a group or society. 
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From the moment that such trips are made in a  collective way (in 
keeping with local travelling fashions),  the importance of being with 
others like ‘them’ in a similar but at the same time different environment 
is emphasised, as it reveals that the entrepreneurs feel safe within this 
‘collective’ environment from the various cultural challenges. At the same 
time, as they share a common set of references they constantly confirm 
their social position and their prestige among people who share the same 
code of values. From this point of view, a trip to Thailand, which is 
dictated by curiosity, competition and even more by mimicry of the same 
‘taste’, may be perceived in terms of an indigenous social ‘equalisation’ 
between subjects that belong to the socio-cultural category of 
entrepreneurs.  

It is of particular interest that the experience of the trip as a memory 
is retained both within the family as well as by the wider local social 
context, to the point that this common travel ‘memory’ feeds into 
narratives, as well as being fed by them, even when a long period of time 
has elapsed since the trip itself. These narratives, which are presented as 
family holiday chronicles, are needed in order to ‘tame’ the image of the 
world of ‘labour’ and the family ‘enterprise’, to tone down its ‘wildness’. 

 
CONCLUDING REMARKS 

 
Finally, the trips the entrepreneurs take to Thailand highlight once 

more the fluid meanings encompassed in the conceptualization of ‘place’ 
and its definition by perceptions about entrepreneurial (individual and 
familial) identity of the subjects: the place of work and the family 
enterprise, of the home and domesticity may be perceived as a ‘familiar’ 
and everyday place, but the same place may not also be perceived as a 
space that fulfils vital desires and pleasures. It is perceived more as a 
place from which sociability and a sense of belonging are ‘absent’, as 
well as a place which is limiting as far as pleasure and the subjects’ ability 
for self-knowledge are concerned, especially during the tourist period.  

One of the aims of this paper was to demonstrate that Thailand and 
Mykonos constitute a bipolarity through which one may observe the way 
in which the subjects shape their entrepreneurial or tourist identities by 
participating in social worlds as globalised as they are intensely local. 
Nevertheless there is still a set of issues such as family travels as a form 
of consumption or the concept of ‘family vacation’   which could be the 
analytical focus of a future study from an interdisciplinary point of view.  

Also a systematic fieldwork with participant observation of 
entrepreneurs’ actions in Thailand, combined with quantitative data of 
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tourism in Asia could provide a broader picture of this special category of 
mobile subjects. 
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An analysis of the existing literature has demonstrated the importance of word of 
mouth as a source of information for potential tourists and service consumers. The 
growth of the Internet and interactive websites has lead to the creation of online 
communities that serve as points of reference for word of mouth and in particular 
for independent, personal and experiential information. Recent articles have noted 
the growing interest of tourism companies and destinations to include UGC areas 
in their official websites to provide their users with these types of information and 
interactivity among each others. However, so far little research has been performed 
on the success factors of online communities. This paper wants to create a platform 
for further research on the topic. If destinations want to boost visits to their 
websites through UGS areas and create a “buzz” through positive word of mouth, 
it is necessary to know the correct ingredients for success.  Some of these 
ingredients have been discovered through a netnographic analysis of an Italian 
virtual mountaineering community. The analysis has shown that some of the most 
important issues when creating online communities are the reliability of 
information, the ease of finding information and creating threads and posts, the 
constant appearance of interesting threads and discussions, the respect for other 
members, the passion of all of the active users for the same topics and a certain 
homogeneity within the users. 
 
Keywords: virtual communities, netnography, electronic word of mouth, forums, 

information search 
 
 
INTRODUCTION 

 
Substantial literature on tourism marketing has recently concentrated 

on the growing importance of the internet as a marketing tool and in 
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specific, in the last few years, tourism marketing research has focused on 
the importance of blogs and peer to peer networks in providing decisive 
information to tourists. The special issue of the Journal of Vacation 
Marketing on “Bolgs and Virtual Communities in Tourism” (April 2008), 
the many articles appeared on academic tourism journals (a sample: 
Vermuelen & Seegers, 2008; Litvin et al., 2008; Lee et al., 2007; Kim et 
al., 2007; Stepchenkova & Morrison, 2006; Han and Mills, 2006; Wang & 
Fresnemaier, 2004), and the parallel sessions dedicated to Web2 marketing 
and related themes are an example of the growing interest of academic 
research on such a topic. 

Past papers have focused mainly on the use of User Generated Content 
(UGC) areas as a form of word of mouth and the way these can be used not 
only to promote the service but also to perform research on image 
perception and target markets. This interest is a reflexion of the recent 
trends in the tourism industry. Schmalleger and Carson (2008) have noted 
the increasing number of tourism organisations launching travel blogs to 
create a communication platform for their visitors and the recent interest of 
destinations to implement blogs for tourists to share their experiences on 
their official websites. UGC areas have become such a popular form of 
information source in tourism that, as stated by Schmalleger and Carson 
(2008), UGC influences about US$10 billion a year in online travel 
bookings and over 20% of consumers relay on UGC as a source of 
information when planning their trips. UGC areas are network communities 
taking various forms, including blogs, forums and social networks, and 
under a marketing perspective they can be classified as an electronic form 
of word of mouth. As such, their exponential growth has to be explained 
through the analysis of information needs and information search behaviour 
of service consumers and in specific tourism consumers. 

 
INFORMATION SEARCH BY TOURISM CONSUMERS 

 
Services are characterised by being not directly perceptible, frequently 

experimental and often unpredictable in their outcomes (Kotler, 2006).  As 
such, their performance evaluation is normally possible only after purchase 
and consumption.  This characteristic of services, such as tourism and 
hospitality services, increases the degree of uncertainty.  Therefore, service 
consumers may be forced to rely on different sources of information, and 
use different processes to evaluate services in a more complex and 
distinctive way (Davis, et al., 1979; Bateson, 1977; Booms and Nyquist, 
1981; Zeithaml, 1981, cited in Murray, 1991). 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 4, Number 3, Spring 2009, pp. 99-112 

 101 

In regard to the sources of information utilised, the literature shows 
that in a riskier environment, word of mouth is the most important source 
of risk reduction, and has a greater impact than mass media 
communications, as it gives the opportunity to clarify and receive feedback 
(Lutz and Reilly, 1974; Arndt, 1967).  The decision-making on service 
consumption (and specifically tourism service consumption) arises from 
the preference for information from other individuals, rather than from 
objective and impersonal sources.  In fact, it has been demonstrated that the 
types and sources of information used, differ according to the degree of 
perceived risk, making personal sources the second preferred source of 
information after direct observation and personal trials (Locander and 
Hermann, 1979; Lutz and Reilly, 1974). 

The main characteristic of tourism services is that they are 
conceptualised as experiences, and therefore difficult to specify or evaluate 
precisely before consumption.  Murray (1991) noted that this feature of 
services is the main reason why consumers who are willing to reduce pre-
choice uncertainty are more inclined to search for information from other 
individuals, who have experienced the service before, directly or indirectly.  
Furthermore, for the same reason that tourism services, compared with 
goods, are more difficult to evaluate prior to initial purchase, tourists may 
utilise fewer information sources.  However, the absolute number of 
information sources the consumer uses, may not be the absolute measure of 
the extent of information acquisition.  Source credibility, relevance and 
consequently effectiveness is a more relevant factor in the analysis of 
source search and usage.  The two source characteristics “credibility” and 
“relevance” determine “effectiveness” and reflect both the decisive 
influence of a source and its importance in relation to exposure.  Therefore, 
some sources provide more meaningful information than others (Murray 
,1991).   

From the above concepts, Murray (1991) identified several theories 
related to information search and needs of service consumers; as tourism is 
characterised by the provision of services, these theories can be easily 
applied to tourism consumers: 

1. Consumers choose more personal sources of information for 
tourism services than for goods; 

2. Personal independent sources of information are more effective 
for tourism services than for goods; 

3. Tourists have greater confidence in personal sources of 
information for services than for goods; 
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4. Tourists use direct observation and/or trial as a source of pre-
purchase information less often than consumers of goods, as a 
holiday cannot be tried before consumption; 

5. Tourists with prior experience have a greater preference for 
internal sources of information for evaluating services, than for 
evaluating goods. 

It is evident that the Internet has evolved as tool to provide the most 
diverse amount of information on a vast number of topics, products and 
services; specifically, for information related to tourism services, the 
Internet has evolved satisfying the needs of potential tourists for personal 
and independent pieces of information.  UGC areas are now able to provide 
personal information on a global scale. Additionally, the Internet is capable 
of overcoming the challenge faced by consumers to gather appropriate 
information for their specific needs.  Traditional information providers 
cannot always know what information is needed for any individual 
consumer; without knowing what information is relevant, the amount of 
information that is potentially relevant can be very large.  The internet has 
solved this difficulty providing consumers with interactive information 
systems that allow consumers to be appropriately selective in their own 
information search (Ariely, 2000, p. 233). It is evident that virtual 
communicates combine the need of tourists for independent personal 
information and interactivity, and offer the possibility to easily select the 
flow and type of information to read. As stated by Mack et al. (2008) 
compared with other types of information, the internet contains a vast 
amount of information, is more interactive, can be customised, and 
provides tailored contents.  Furthermore it offers more experiential 
information through videos and sound.  
 
VIRTUAL COMMUNITIES AS A FORM OF WORD OF MOUTH 

 
Virtual communities have been defined by Litvin et al. (2008) as 

“groups of online individuals who share interests and interact with one 
another”.  Virtual communities can take several forms, from blogs, chat 
rooms or social networks, to forums. All of these can be linked with one 
another and with other websites creating global interactive communities.   

• Forums are like social gathering where attendees discuss and 
interact with each others. Anyone can start a thread and anyone 
can respond to one; for example someone can start a topic on a 
selected destination and anyone registered in the forum can reply 
posting his or her experiences including pictures and links to 
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videos. Forums’ contents are usually divided by thread, unlike 
blogs, where the content is usually divided by people.   

• In blogs one person, the blogger, is in control of the discussion but 
allows others to post questions and comments. If the discussion in 
forums is “many to many”, in blogs it is “one to many”.  Blogs 
take the form of journals and in tourism they are often travel 
diaries.  

• Social networks and chat rooms allow people who want to meet 
each other to connect by a variety of common interests. People 
alike and with similar interests are able to get to know each other, 
keep in contact and share information.   

Virtual communities vary in scope and content from simple lists of 
resources (as for example single lists of excursions or travel tours) to 
complex cyber environments, and can group different features within the 
same site.  As reported by Litvin (2008) some virtual communities have 
arisen spontaneously, while others have been sponsored or managed by 
companies:  “in any case, these virtual environments represent fertile 
territory for the dissemination of eWOM [electronic word of mouth] and 
the creation of ‘buzz’”.   
 
RESEARCH OBJECTIVES AND METHODOLOGY 

 
Past research has shown the importance of word of mouth as a source 

of information for potential tourists planning a trip (see Morgan et al., 
2003; Crick, 2003; O’Neill et al., 2002; Shanka, et al., 2002; Crotts and 
Erdmanmn, 2000). Researchers have also demonstrated the efficiency of 
virtual communities as a form of word of mouth and recent articles have 
discussed the current trend of tourism companies and destinations to 
include an interactive virtual community through the creation of blogs and 
forums on their official websites (see Schmallegger and Carson, 2008; 
Litvin et al., 2008; Flavian and Guinaliu, 2005).  Most of the existing work 
focuses on the use of blogs as information sources, the segmentation of 
their users, and the use of virtual communities for marketing purposes. 
Although the increasing growth of communities sponsored, managed or 
owned by tourism companies and destinations little research has been done 
so far to understand the factors that make travel and trip virtual 
communities successful.   

This research paper aims to provide an insight into the success factors 
of trip forums. In specific, the analysis focuses on Italian virtual 
communities and their attached forums related to mountain adventure trips.  
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The results of such research provides destination and tourism companies 
managers with useful information on how to create successful forums to be 
included on their official websites, which in turn will provide continuous 
visits to the site, marketing information, and possible brand loyalty.  The 
virtual community taken into consideration is On-Ice: a meeting point for 
thousands of users who discuss about past trips and destinations, and search 
for ideas and information for their next mountain trip or excursion.  

The most famous Italian virtual communities on mountain adventure 
sports are Planet Mountain, On-Ice, Camp to Camp, and Fourivia.  They all 
include a forum and have posts on itineraries, trip destinations, photo 
galleries, users’ reports on trips.   

Planet Mountain can be considered the historic virtual community on 
mountain adventure sports. It experienced a rapid growth in the past years 
involving users from all over Italy, not only from the alpine regions. Many 
professional alpinists were part of this community, lots of mountain 
enthusiasts but also people who did not have much to do with mountains 
but liked the idea of been part of that community were members.  On the 
forum it was possible to find a lot of technical topics but also lots of “bar 
chats” which had little to do with mountains.  Around 2 years ago there was 
a split of the moderators of the community, which brought part of the users 
on another forum (Fuorivia). Now Planet Mountain is much smaller but 
still followed by mountain enthusiasts and still contains both technical 
contents and “bar chats”.   

Fuorivia is the community grown after the split of Planet Mountain.  
Technical topics are interesting but it is hard to distinguish them among the 
many “bar chats”.   

Camp to Camp is a wider community and offers an interactive guide 
with itineraries from all over the world, a forum for discussion on mountain 
sports, a data base of news and articles on mountains and mountaineering, 
photo gallery, and information on associations supporting the community.  
Camp to camp is offered in French, Italian, English, German, Spanish and 
Catalan, with most of the posts in French and Italian. 

On-Ice is a smaller community; it is regionally characterised with the 
majority of users from the central part of northern Italy. Most of the users 
are mountain enthusiasts and therefore the content is highly related to 
mountain sports and adventure. Little room is left to “bar topics” not 
related to mountains and sport.   

For this research, the author performed an analysis of this latter virtual 
community.  On its forum, a thread was posted with the title “dying 
forums… what is happening?”. In total the thread created 103 posts from 
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25 users and recorded 3593 visits.  Some of the users mentioned that fact 
that they are also users of more than one forum (mainly On-Ice, Planet 
Mountain and Camp to Camp) and provided a good insight on the reality of 
the wider network community of mountain enthusiasts. 

Conducting research on cyberspace by analysing journal stories is not 
new (Fong & Burton, 2008; Tsai & Huang, 2007; Woodside et al., 2007; 
Fuller et al., 2007).  Kozinets (2002) calls this type of research 
“netnography”.  He developed “netnography” as an online marketing 
research technique providing consumer insights. It is the adaption of 
ethnography to the study of online communities maintaining a more 
naturalistic and unobtrusive method than focus groups or interviews 
(Kozinets, 2002).  With 103 independent posts from 25 users the author 
was able to analyse users opinions and interactivity behind the screen and 
participants were not biased by the research purpose. The content analysis 
was performed manually and without a pre-ordered objective of 
categorisation, allowing the narrative to unfold in the search for reflections 
about factors for success. To familiarise with the content and style of the 
forum a first thorough reading of the forum and of its four most popular 
threads was performed.  
 
RESULTS 

 
The opening post of the thread was shortly highlighting the recent loss 

of interest of online users towards the competing mountain forums and 
their trend of less and less threads posted by their users, while On-Ice 
exploded by increasing its share of online mountaineers in such a short 
space of time. The thread finished by stating the importance of 
understanding the reason for this phenomenon. 

The replies to this post gave an insight into the phenomenon, with 
comments on what is liked and disliked on mountain forums by their users 
and what is sought after when logging in. Some of the main concepts that 
became evident as successful factors of an online forum on mountain 
adventure sport, trips and excursions include: 

1. The simplicity of browsing and creation of new threads; 
2. Reliability of the information; 
3. Contribution of new threads by all users; 
4. Territoriality and homogeneity; 
5. Creating a community that is not only virtual, but also real. 
The simplicity of browsing the site and in specific the forum has been 

one of the first issues to be raised.  Logging online and browsing the site 
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has revealed to have two main purposes: finding information and keeping 
connected. If the search for information is complicated and the necessary 
information are not reached easily the user will than move to another site. 
Similarly, if inserting new threads are not created in a simple and fast way, 
users will be less motivated to start a thread.  One user noted that the 
decline of Camp to Camp started with the redesign of the site in the attempt 
to make it more complete, but which also made it more complicated. 
Another user states that he was a user of Skirando [forum of the site Camp 
to Camp] which was the best forum before it was redesigned, but 
redesigning the forum was like braking the toy, and the forum is now 
dying. 

The issue of reliability of information has been discussed by most of 
the members. They stated that what they want is to find reliable 
information. What happens in some forums is that topics are started and 
than users are just transforming the topic in a simple reason for connecting 
(sometimes even including insults) without providing useful information on 
the topic or on the destination.  One of the users states that on some forums, 
mountain topics is only a reason to get lost in a chat that has nothing to do 
with alpinism. Others concur that some forums are visited, but they are 
merely chat rooms rather than a meeting point for discussion on mountain 
topics; anything is discussed, and often the threads become low range 
chats. Users of the On-Ice consider the site successful since threads are 
discussed and not transformed into low range chats, consequently users 
looking for information are sure they will be satisfied. 

However on this topic one users disagrees and says that chats are 
needed and discussion based only on serious topics does not offer long life 
to the community. The user insists on the need for some kind of “glue” that 
keeps users together and this can be chats. He refers to “real” meetings 
with friends from the Italian Mountaineering Association: “After the climb 
we all go to the pub for a beer, a discussion of the climb, the mountain and 
technical issues, but we also chat and joke on everyday life”.  For him the 
chats and the jokes are the necessary bond for online communities too.  
From there a long discussion started on the advantage and disadvantage of 
including everyday chats and jokes in the forum. 

The reliability of information lead the participants of the forum to 
move the discussion onto the different types of users accessing the site.  It 
was agreed by the participants that a forum needs reliable information, 
however the users did not agree whether everyday life chats and jokes need 
to be part of the forum or not. The discussion went on to the issue related to 
users that are part of the community although they rarely do posts related to 
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mountains. On this issue some users complained about the fact that in other 
communities users do tend to loose respect for each others and create posts 
that are offensive. Most successful forums result to be attended by friendly 
and well mannered people; a sense of friendship and sharing spirit is 
evident throughout successful forums and this is what makes them different 
from other forums.   

While discussing the issue of users visiting the forum but not 
participating in any of the topics and users that participate but never 
contribute with useful information, a participant of the discussion 
categorised users according to their behaviour. He classified users that read 
regularly the forum to find information on possible excursions - but then 
after a great trip are not taking any time to write a report – as “leeches”.  
From there a long discussion started on the so called “leeches” and another 
users pointed out the necessity of “leaders” or “beacons” who, as he states, 
“they keep the forum alive”.  “Leeches” are not seen favourably by most of 
the participants to the discussion, however one user states: “it has been said 
with disregard that people do posts because of a showing-off need: but that 
is the reason why the site is working! The wish that we have to 
communicate enthusiasm is human, and if a site gives you the opportunity 
to satisfy this need it becomes successful. […..] The ones that act as 
spectators (they shouldn’t be called “leeches” as they have been defined) 
are in reality a fundamental ingredient, because if there would be no 
audience nobody would post!!”. 

From the discussion it is obvious that a vital factor for the survival of a 
forum is the ongoing creation of new interesting threads by different 
members of the community and that there is the need to let leaders (or 
beacon-users) to emerge, however there is also a need for spectators (or 
leeches) as some of the leaders are motivated to create threads and post 
only if they know that they will be read and answered. 

Territoriality is a topic that has been discussed and that, in a sense, 
contrasts with the existence of the internet, which is defined as the global 
network. Territoriality has been related to the geographical location of 
users, the homogeneity of lifestyle, and leads to the next issue, which is the 
need to create a community that is not only virtual but also real. The fact 
that most of the members of the community live in nearby regions appears 
to be a success factor. The community is described as more than a virtual 
community: due to the proximity of a lot of the members, gatherings and 
group trips are sometimes organised.  One user states: “here [on the On-Ice 
forum] group trips are organised on a Friday evening in two hours for the 
next morning and up to 10-15 people participate”. Another user states: “a 
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forum where you can exchange information, get to know places that you 
cannot find on books, but especially where you cant get to meet in person 
people with the same passion of yours and with whom you might share 
small and big alpine and life experiences, well, then this means that the 
forum works very well”. 

The issue of geographic proximity is therefore a vital ingredient in the 
success of the forum. The fact that its member are sometimes able to 
practice together their passion for mountains seems to be a stronger “glue” 
and bond than everyday chats and jokes, to this point one user states: 
“people need to live in a real world”. 

After the debate on everyday chats and jokes was left open, the 
discussion on geographic proximity leads to a resolution of the problem. 
Users agree on the fact that most of the members come from north-central 
Italy makes them share the same lifestyle: working more than 8 hours a day 
and being out of home for at least 10 hours a day leaves little time for chats 
and jokes.  This type of member logs into the forum to find reliable 
information and does not want to waste time on jokes and chats.  Also, a lot 
of posts relate to excursions and destinations in the area, providing useful 
information for potential week-end trips.  So, the homogeneity of origin 
and lifestyle appeares to be another success factor of the community.  
However, it was noted by some members that the homogeneity is also 
needed in the level of passion for mountaineering and the level of 
mountaineering activities practiced.  This issue is very well represented by 
the following comment: “climbs that are often reported on this community 
are climbs that we all dream of or we have planned to do; they are the 
climbs of the average mountaineer. And when one member reports on a 
climb there is immediate interest. When you read about climbs that are very 
hard, you think within yourself: nice, good, excellent, but at the end, 
because you have never experienced that dimension, you remain a bit 
detached. On the contrary, a climb of a person that you consider equal to 
you involves you even more”. 

 
DISCUSSIONS AND CONCLUSIONS 

 
An analysis of the existing literature has demonstrated the importance 

of word of mouth as a source of information for potential tourists and 
service consumers. The growth of the Internet and interactive websites has 
lead to the creation of online communities that serve as points of reference 
for word of mouth and in particular for independent, personal and 
experiencial information. Recent articles have noted the growing interest of 
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tourism companies and destinations to include UGC areas in their official 
websites to provide their users with these types of information and 
interactivity among each others. However, so far little research has been 
performed on the success factors of online communities. This paper wants 
to create a platform for further research on the topic. If destinations want to 
boost visits to their websites and create a “buzz” through positive word of 
mouth, it is necessary to know the correct ingredients for success.  Some of 
these ingredients have been discovered through a netnographic analysis of 
an Italian virtual mountaineering community. This community, as many 
other mountaineering community, is a point of reference for information on 
potential excursions and destinations and represents the needs of many 
travel communities.  

The analysis has shown that some of the most important issues when 
creating online communities are the reliability of information, the ease of 
finding information and creating threads and posts, the constant appearance 
of interesting threads and discussions, the respect for other members, the 
passion of all of the active users for the same topics (mountaineering for 
example, or a certain destination or a brand) and a certain homogeneity 
within the users: reading about a trip that will never be undertaken and that 
has never been dreamed of will leave a form of detachment in the reader.  
Interestingly, the possibility for the virtual community to become also a 
real community has been recognised to be a success factor. Although the 
internet is renowned for overcoming geographical barriers, in the analysis 
of the community taken into consideration the possibility to meet and share 
experiences has a substantial importance.  This can be reconducted to 
previous research done on travel guidebooks (Osti, 2007).  Also to users of 
Lonely Planet travel guidebooks it is important to be able to mix and meet 
with alike travellers, and visiting certain destinations or staying in certain 
hostels implies the possibility to become a member of a certain “real” 
community of travellers. 
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Tourism is one of the first services sectors to adapt and use Information and 
Communication Technology (ICT) for promoting its services. ICT enable travelers 
to access reliable and accurate information, as well as to make reservations in a 
fraction of the time and the cost. The objective of this work is to measure the 
impact of ICT on the tourism sector growth. Assuming that the increase of e-
tourism sector depends on the increase in tourism demand and internet 
penetration, we examine the case of all Mediterranean EU member countries, and 
forecast the growth of online tourism services. 
 
Keywords: e-Tourism, ICT, forecasting techniques 
 
 
INTRODUCTION 

 
Tourism sector is one of the first services sectors to adapt and use 

information and communication technology (ICT) for promoting its 
services. Nowadays, ICT has deeply affected the way business is 
performed and organizations compete (Porter, 2001). Traditionally, the 
travel distribution role has been performed by outbound travel agencies, 
tour operators (TOs) and inbound travel agents or handling agencies 
(Buhalis & Laws, 2001). However, Internet and electronic Commerce 
developments in the late 1990s and the emergence of Tourism as one of 
the prime Business to Business (B2B) and Business to Consumers (B2C) 
applications has changed the situation rapidly (O’Connor, 1999; Smith et 
al., 1998). Internet has become a major tool and one that is widely used 
by the tourism sector. ICT enable travelers to access reliable and accurate 
information as well as to make reservations in a fraction of the time, cost 
and inconvenience required by conventional methods (O’Connor, 1999). 
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Tourism is usually defined as services for people travelling to and 
staying outside their usual environment for less than one consecutive year 
for leisure or for business purposes. Tourism involves transport, 
accommodation, restaurants, cultural activities and leisure and could be 
more effectively viewed and evaluated as a market rather than an 
industry. By definition “e-tourism is the use of new technologies for 
activities such as on line booking (hotels, tickets, etc.), portals of touristic 
destinations that contain information valuable for travelers, etc. What 
differentiates “e-tourism” from classical tourism is the large scale savings 
on traditional activities, such as call centers and information centers. In 
other words, e-tourism offers the potential to make information and 
booking facilities available to large numbers of consumers at  arelatively 
low cost.  

According to e-business w@tch report (2003), the world tourism 
industry has certainly been one of the first to make large-scale use of the 
new information technologies. It appears that technological progress over 
the past thirty years has allowed the most innovative tourism enterprises 
to redefine not only their own organisational structure but their 
relationships with partner organisations, thus achieving the twin goals of 
optimising operating costs and increasing ability to generate value for 
their customers.  

Three main innovation waves had a great impact on the tourism 
sector in recent decades: 

• the development of the Computer Reservation System (CRS) in 
the 70s; 

• the development of the Global Distribution System (GDS) in the 
80s; 

• Internet in the 90s. 
The big tourist organisations quickly implemented Internet strategies 

and set up their own Internet business areas or, in some cases, specific 
divisions or companies. More specifically, tourism enterprises have 
realised that Internet acts as an enabler that empowers organisations to 
achieve their objectives. However, the strategic and efficient 
implementation of technology within a business can reduce operational 
costs and support the delivery of better products or services to customers. 
If managed properly ICT help tourism companies and destinations to gain 
competitive advantage by either maintaining their price leadership in the 
market or by differentiating their product and services. (Poon, 1993; 
Werthner & Klein, 1999; Xiaoqiu Ma, J,et.al, 2003). 

From the consumers’ point of view, Internet is a valuable tool to 
search for travel-related information, making online air-ticket bookings, 
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online room reservations, online purchasing (Morrison, et.al, 2001).In 
other words, Internet enables consumers to engage directly with suppliers 
and challeng the role of intermediaries. It also allows consumers to 
interact dynamically with suppliers and destinations and often make 
requests that will enable them to customise their products. (Jeong, et.al., 
2003). 

The goal of this study is to measure the growth of e-tourism sector. 
Assuming that the increase of this sector depends on tourism demand and 
on the percentage of internet users, we analyze data concerning the 
number of tourists and internet users in five Mediterranean countries 
(Spain, Portugal, Italy, Greece and Cyprus) from the period 1996-2007. 
Using forecasting techniques we estimate the increase of tourism demand 
and internet penetration that gives an overall estimation for e-tourism 
increase in these countries for the next two years. 

The remainder of this paper is organized as follows: Section 2 gives a 
brief overview of e-tourism sector in European Union; section 3 describes 
forecasting techniques used in literature for estimating tourism, while 
Section 4 presents the case study of the five Mediterranean countries. 
Section 5 summarizes the main conclusions and makes suggestions for 
further research. 

 
e-TOURISM TODAY 

 
Tourism is a major source of revenue in the Mediterranean countries. 

The following figure (Figure 1) presents the expenditures on travel in the 
5 Mediterranean counties listed above. according to Tourism Panorama 
Guide (2007)  

• Greece is one of the most popular tourism destinations in 
Europe, especially for beach tourism. 

• Spain is one of the main tourism destinations in the world and is 
the best performer within the EU-27. It is also growing as a 
country of origin of international tourism. Outbound tourism 
flows show an increasing trend, resulting from the country’s 
economic prosperity  

• Italy like Spain, is traditionally one of the main destinations for 
tourism in both Europe and the world.  

• Cyprus, due to its geographical location and characteristics, is 
mainly a destination for international tourism. 

• Portugal, like Greece, is mainly an international tourism 
destination. This trend has been strengthened in recent years. 
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Figure 1. Amount in € million 
 

 
 

According to Eurostat’s newsletter concerning the use of ICT in 
tourism sector (Statistics in Focus, 34/2005), the e-Economy has thus 
brought many changes to the structure and to the organization of tourism 
markets.  A new business profile has emerged, based on increased 
competition, and new ways of buying and selling. Some features of this 
new business profile of the tourism sector compared to the wider 
economy will be illustrated by the following figures. 

1. The use of ICT in enterprises of tourism accommodation, which 
offer services such as access to catalogues and prices, is 63%, 
higher as compared to only 28% for all enterprises.  

2. Services related to travel and accommodation is one of the most 
frequent internet activities as 47% of all internet users have used 
such services in the three months prior to the survey.  

3. The ratio of internet users using services related to travel and 
accommodation increases from 7% to 47% of internet users 
according to educational attainment level.  

4. The ratio of tourist enterprises using IT systems (i.e. orders, 
purchases) is 26% lower than the ratio among all enterprises 
which is 34%.  

“World Economic Forum” (Report 2007) notes that Greece is a 
country with attractive destinations but it does not take advantage of the 
use of new technologies in order to offer more customized services to its 
“tourist-clients”. The low percentage of Internet users and tourism 
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enterprises that use Internet express the small number of electronic tourist 
services that are offered. 

 
Figure 2. Enterprises using ICT 

 

 
 

 
FORECASTING TECHNIQUES 

 
Tourism demand is an issue under examination in many research 

papers. According to Witt, et al., (1995), the majority of articles on 
tourism demand forecasting, are econometric studies. Other quantitative 
forecasting techniques which have actually been used in tourism include 
spatial models (particularly gravity models) and time-series models. One 
of the main findings of their study, with respect to econometric models, is 
that it is not possible to build a single model which is appropriate for all 
origin-destination pairs. Certain explanatory variables influence tourism 
demand for some origin-destination pairs but not others, and the estimated 
coefficients also vary considerably across tourist flows.  

Univariate and multivariate time series techniques have been used in 
many studies.  Johann du Preez &  Stephen F. Witt (2003),  conclude that  
ARIMA (auto correlation integrated moving average model) exhibits 
better forecasting performance than univariate and multivariate state 
space modelling. They test their hypothesis in a data set from an empirical 
investigation of tourism demand from four European countries to the 
Seychelles. Brannas, K., et al.,(2003), consider a monthly time series of 
the number of guest nights in Swedish hotels by Norwegian visitors. 
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Starting from a day-to-day model on hotel specific guest nights they 
obtain an integer-valued moving average model by cross-sectional and 
temporal aggregation. The results indicate strong seasonal patterns in both 
mean check-in check-out probability.  

Price and income are identified as key variables in forecasting tourist 
demand in many studies. Antonio Garcfa-Ferrer & Ricardo A. Queralt 
used these two variables in developing a forecasting model for tourism 
demand in Spain (1997).They found that the contribution of these two 
variable in terms of fitting and forecasting is nil. They also concluded that 
when dealing with medium and long-term forecasting comparisons, predicted 
annual growth rates may be a better alternative than traditional aggregate 
accuracy measures like MAPE. 

According to our knowledge forecasting techniques have been rarely 
used in literature until recently for estimating e-tourism increase. In this 
paper we use classical quantitative methods in order to estimate   tourism 
demand and Internet penetration, that leads to a conclusion related to e-
tourism sector’s growth.  

. 
THE CASE STUDY OF MEDITERRANEAN COUNTRIES  
 
Methodology  
 

The data used for this study has been drawn from Eurostat databases. 
They are collected according to Council Directive (the “Tourism 
Directive”)   on the collection of statistical information in the field of 
tourism. The data cover the period from 1996 to 2007 and include 
information for the five Mediterranean counties under consideration. 

 The scope of this paper is to explore the drivers of electronic 
delivery in tourism and specifically to determine the growth of e-tourism 
sector in five Mediterranean countries the last decade. The steps followed 
described below: 

(a) Analyze primary data concerning tourism demand from 1996-
2007 into their components, trend and cyclical component.  

(b) Apply forecasting techniques to estimate the demand for the next 
two periods, 2008 and 2009. 

(c) Analyze data concerning Internet penetration and forecast this 
penetration for the next two years.  

Following the above steps, the next graphs refer to data of tourism 
demand for the five Mediterranean countries under examination for the 
period 1996-2005. For every country dotted line corresponds the raw data, 
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while the curve expresses the trend which has been estimated using 
moving average techniques. 
 

Figure 3. Tourism demand in countries under examination 
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By looking at these graphs, we can make the following observations 
concerning the trend and the cyclical component: 

• Italy and Cyprus, show an increasing trend in tourism demand 
• Spain and Greece show a slightly decreasing trend  
• Portugal is the only country where the demand seems 

unchangeable during the period under examination.  
• In all cases the cyclical component of demand is almost 

negligible.  
 
Based on the above, we can use the moving average technique to 

estimate tourism demand for the next two years. The results are shown in 
Table 1. 

We have so far predicted tourism demand for the five Mediterranean 
countries for the years 2008 and 2009. As we are also interested in the 
number of tourists who book their tickets or their accommodation through 
internet, we will now try to estimate the contribution of Internet to 
tourism demand. 

 
 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 4, Number 3, Spring 2009, pp. 113-125 

 121 

Table 1. Forecasting tourism demand 
 

Countries 2008 2009 
Greece 5582 5503 
Spain  22496 21050 
Portugal 2884 2770 
Italy 25569 25891 
Cyprus 955.42 1050 

 
The following table summarizes Internet penetration (the percentage 

of individuals who accessed Internet, on average at least once a week), 
and the percentage of Internet users and of the total population that use 
Internet for travel info & accommodation booking for the five 
Mediterranean countries from year 2003 to2007. 

 
Table 2. Internet and Tourism 

 

Countries pulation nternet 
Users 

 of Internet users 
hat use Internet 

for Travel info& 
Accommodation 

% of popoulation 
hat use Internet 

for Travel info& 
Accommodation 

Greece 772,816 35.2 10.3% 3.6, 
Spain  491,051 63.2 9.8 6.2 
Italy 145.321 57 10 5.7 
Cyprus 92,604 48  11.4 5.4 
Portugal 676,910 73 9.1 6 .6 

 
The above data expresses the contribution of Internet to the 

tourism sector growth and specifically to the e-tourism increase in 
Mediterranean countries. These data imply that an increase in Internet 
penetration would lead to a respective growth to e-tourism sector. It is 
obvious that only a leap in Internet penetration in these countries may 
change the present situation. However, predictions concerning Internet 
adoption and use in these countries are not optimistic.  

Figure 4 refers to Internet penetration data for the five 
Mediterranean countries. For every country dots correspond to the raw 
data, which indicate a slight increase during the period under 
examination. The straight line fitted to the data is the linear regression 
line used to forecast Internet penetration for the next two years. 
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Figure 4. Forecasts of Internet penetration 
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Figures signify that the percentage of Internet users changes slightly 
and linearly over time. This variation implies a conservative change in 
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Internet penetration leading to a conservative increase in using online 
tourism services. 
 
CONCLUSION 
 

This study focuses on the uptake and impacts of electronic delivery in 
travel and tourism services, which include passenger transport services 
and accommodation. We started by analyzing the current situation in the 
tourism sector and we concluded that the number of tourists in the five 
Mediterranean countries has slightly increased over the last decade.  
Following that, we looked at the use of online tourism services by Internet 
users. The analysis showed that internet users have quite adopted online 
search and use of online reservation systems. Looking for and booking 
airline ticketing and hotel reservations are among the most widely used 
Internet applications. Assuming that the increase in tourism demand and 
in Internet penetration signifies an increase of e-tourism sector, we used 
forecasting techniques in order to estimate the change of tourism demand 
and Internet penetration for the next two years. Predictions show that no 
significant leap neither in Internet penetration nor tourism demand can be 
expected for the next two years.  

Since findings are very interesting, further research is required to 
support and verify them. Areas of further research may include 

• Re-estimation of Internet penetration by calculating the number 
of DSL connections 

• Consideration of Internet users’ personality 
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The obligatory military service for adult Greek male citizens creates a particular 
form of domestic “tourism”, although the members of the Armed Forces are not 
officially included in tourism statistics. Aim of this paper that takes as a case 
study the Greek border island of Samothrace in the Northern Aegean is to discuss 
how the so-called here “army tourism” could be used to develop a competitive 
advantage for the destination. A structured questionnaire method has been used in 
order to a) identify aspects of the soldiers’ “tourist” behaviour, b) evaluate 
destination image from the soldiers’ point of view, c) find out whether the soldiers 
wish to return as tourists to the island or not and underline the reasons leading to 
this decision and finally d) analyze the soldiers’ word-of-mouth. 
 
Keywords: Samothrace/Greece, destination image, repeat visitation, word-of-

mouth, “army tourism”. 
 
 
INTRODUCTION 
 

It is a common place in literature that “all tourism includes some 
travel but not all travel is tourism”, since people may travel for a wide 
variety of purposes of which tourism is only one (Medlik, 2003: vii; Hall 
and Page 2006:76). According to the World Tourism Organization (WTO, 
1994), tourism is defined as a “set of activities engaged in by persons 
temporarily away from their usual environment, for a period of not more 
than one year, and for a broad range of leisure, business, religious, health, 
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and personal reasons, excluding the pursuit of remuneration from within 
the place visited or long-term change of residence” (cit. in Smith, 
2004:29). Therefore, the term “traveler” –domestic or international– 
comprises “tourists” and “same-day visitors” –both included in statistics, 
but also categories of travelers excluded by convention from tourism 
measurements (Eurostat, 2007). More specifically, transit passengers, 
border workers, nomads, refugees and immigrants are not included in 
international visitor arrivals and departures, as well as diplomats, consular 
officers and members of the Armed Forces traveling from their country of 
origin to the country of their assignment and vice versa (including 
dependants accompanying them).  

However, every traveler can be considered as a “potential” tourist, 
while it is generally acknowledged that most of the travelers use or can be 
induced to use part of their available time and money budget for leisure 
purposes. Furthermore, if properly handled by marketing strategies, a part 
of the travel for non tourism purposes can be motivated into travel for 
tourism as an additional purpose and most of the times it is up to the 
destination and the industry managers to convert travelers not included in 
tourism statistics into “actual” tourists. Taking these into consideration, 
the present paper discusses the case of the Greek soldiers on the border 
island of Samothrace in Northern Aegean so as to provide a better 
understanding of the “tourist aspects” of military life and focus on the 
marketing strategies that can motivate soldiers to return as tourists to the 
destination. 

Domestic tourism and repeat visitation seem to be important for a 
destination –especially a peripheral one– and the travelers’ evaluation on 
the destination image is considered as a key factor that influences their 
repeat visit decisions and their word-of-mouth (Zhang, 2000). There is no 
doubt that soldiers are not tourists. However, during the weekends or free 
of duty afternoons, while they are out of the camp, they are in search of 
relaxation and enjoyment. How do soldiers spend their free time and how 
do they feel? Can their practices be considered as aspects of a special (or 
even hybrid) form of “tourism”, maybe called “army tourism”? How the 
soldiers evaluate the destination image of Samothrace and are they willing 
to return as tourists and/or propose the island for vacations to friends and 
relatives? This study raises these questions and tries to give some first 
answers.   

The paper is divided into four main sections. The first part provides 
an account of relevant definitions, followed by explanatory remarks on 
the conceptual framework and a brief literature review of destination 
image, repeat visitation and word-of-mouth. The second part offers 
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clarifying information about military service in Greece, while the third 
part focuses on the island of Samothrace as a tourist destination with 
emphasis on the current development and the main attractions and visitor 
activities. At the core of this paper is an empirically informed analysis of 
soldiers’ “tourist” practices, thoughts and evaluations that will be 
presented in the fourth section. The concluding part considers some 
implications of the findings for multiplying the benefits of “army 
tourism” for the border island. 
 
DEFINITIONS AND LITERARY REVIEW 
 

The proposed term “army tourism” refers to the activities and 
commonly held actions, behaviours and attitudes that soldiers adopt in the 
place of their unit (destination) during their off duty time and while being 
out of the camp, usually in an attempt to relax and enjoy themselves. In 
other words it concerns a “hybrid” form of tourism. Although the term 
might sound peculiar, we should not overlook the fact that the Army, like 
tourism, comprises a ritual process involving all key stages identified by 
Turner (1969), meaning the “separation” stage from the routine of 
everyday life, the entry into a state of “liminality” in which the structure 
of normal life dissolves, the state of “communitas” –a special social bond 
between strangers who happen to be in the same place (fellow-soldiers) 
and finally the “return”, having obtained an upgraded identity (civilian). 
Nevertheless “army tourism” should don’t be confused with “military 
tourism”, a half legal or not legal at all activity arranged by managers of 
tourist firms who provide civilians with shooting machine guns and tank 
rides by means of personal relations with commanders of military units 
(Russia - InfoCentre, 2007); nor should be associated with the visit to 
historic sites where great battles took place.  

The analysis of destination image, for almost four decades since the 
first studies emerged, has become one of the most popular topics in 
tourism research literature (Pike, 2002). In general, image can be referred 
as the sum of beliefs, ideas, and impressions that people have of a place or 
destination based on information processing from a variety of sources 
over time, resulting in an internally accepted mental construct (Crompton, 
1979; Assael, 1984; Gartner, 1993; Baloglu and Brinberg, 1997). Gunn 
(1972) in his pioneer image research argued that images are developed at 
two levels: organic and induced. The organic image develops internally 
because of actual experience or visitation, while the induced image forms 
because of externally received and processed information (e.g. 
advertisements, publicity, word-of-mouth) (Sönmez and Sirakaya, 
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2002:185). Milman and Pizam (1995) proposed a similar to Echtner and 
Ritchie’s framework (1993), suggesting three components of destination 
image: the product (e.g. level of cost and quality), the behaviour and 
attitude (e.g. towards the hosts) and the environment (e.g. landscape, 
weather, scenery). Baloglu and McCleary (1999) proposed and tested that 
image has two different distinct components but interrelated each other 
such as affective (feelings) and cognitive (beliefs) image. Affective image 
deals with the emotional response of individuals to a place/product, while 
cognitive image represents knowledge of place environments/ product 
features. 

Studies have shown that word-of-mouth seems to be the only 
information source which has a significant influence on all image 
dimensions and that it can be used to develop a competitive advantage for 
a destination (Kaplanidou and Vogt, 2003). Marketing research on word-
of-mouth dates back to the ΄60’s and over time various definitions have 
evolved (Litvin et al., 2008). In general the term describes an unofficial 
form of communication that allows consumers to share information and 
opinions about products, brands and services (Buttle, 1998; Simpson and 
Siguaw, 2008). In tourism, word-of-mouth is among the first three 
sources of information people use and the emotional involvement of the 
customer (tourist) is usually a good predictor of how often a person 
informs others about his positive or negative experience (Kaplanidou and 
Vogt, 2003:2). 

Given that destination image is based on perceptions about tangible 
characteristics and at the same time associated with psychological 
dimensions manifested by feelings and attitudes towards the destination, 
aim of this study is to emphasise the importance of the military service 
experience that could result in a positive word-of-mouth and in an 
increasing number of repeat visitors –where the term here describes more 
or less experienced tourists (or at least “hybrid tourists”) who –in 
opposition to first time visitors– have already been previously to the same 
destination. The studies on first-time and repeat visitors so far, have 
explored some evidences on issues such as: the visitors’ motivation, 
expectations, attitudes and practices (Fakeye and Crompton, 1991 & 
1992, Tiefenbacher et al., 2000; Hughes and Morrison-Saunders, 
2002:21; Freytag, 2008), the importance of repeat visitors for tourism 
destinations (Wang, 2003; Reid and Reid, 1993), the patterns of repeat 
visitation (Oppermann, 1997; Gitelson and Crompton, 1984) and the 
modelling of repeat visitation as well (Zhang, 2000). Generally, the 
results indicate differences regarding travel behaviour of first-time and 
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repeat visitors and prove that the latter category is more beneficial 
economically to a destination than the first one.      

    
MILITARY SERVICE IN GREECE 
 

According to the provisions of the fourth article, sixth paragraph of 
the Greek Constitution: “Every Greek citizen who is capable of carrying a 
weapon is obliged to contribute to the defence of the Country, as it is 
stipulated by the law”. In compliance with this constitutional mandate, the 
military legislation stipulates that all Greek males between 19 and 45 
years old are obliged to serve in the Armed Forces, namely the Army, the 
Navy and the Air Force (Ministry of National Defence, 2004a; 2004d). 
Consequently, the Greek Army’s personnel includes: permanent officers, 
non-commissioned officers, professional soldiers and citizens/conscript 
enlisted men that serve their obligatory military service. Until 2009 
military service reduction, the duration of the complete service in Greece 
was 17 months for the reserve officers and 12 months for the soldiers of 
the three branches of the Armed Forces, although there were also soldiers 
entitled to a reduced service according to the military law provisions, who 
usually served 9 months. In 2008 there were 93.500 military personnel on 
active duty (Wikipedia, 2008b). 

According to the Greek Ministry of National Defense (2004c), the 
main mission of the Armed Forces is the defence of the country’s 
independence and integrity, the safeguarding of the national territory as 
well as the decisive contribution to the achievement of the country’s 
policy objectives. The Greek Army, as the land force of the modern 
nation of Greece, has a history of nearly 190 years. It consists of the 
Active Army, the National Guard and Reserve Force and it is divided into 
Combat Arms and Corps, which offer Administrative and Logistics 
support to the Arms. The Army is composed of units, groups and 
formations. The main formations of the army are the brigade, the division, 
the army corps and the field army (Ministry of National Defence, 2004d).  

Those who are called to serve in the Army report to one of the 
various Enlistment Centres according to the Arms or the Corps that will 
serve. Until last year military service reduction, soldiers remained there 
for approximately two months in order to receive their basic training and 
afterwards they joined the Special Training Centres, where they were 
trained on the specialty they were assigned. After concluding the special 
training, soldiers were transferred to borderline units, where they served 
for approximately six months. Depending on the “points” they gathered in 
field units, they were then transferred to units at their place of residence 
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or of close proximity to the latter (Ministry of National Defence, 2004b). 
More specifically, the “points” given in each unit depended on 8 factors 
(Tsakiris, 2003): a) the distance from the borders and b) from the 
prefecture’s capital, c) the region’s population, d) the climatic conditions, 
e) the living conditions in the unit, f) the transfer possibilities for the 
soldiers, g) the correlation between the climatic conditions and the 
available means of transfer and finally h) the region’s tourist 
development. Given all that, it is not by chance that the borderline unit in 
Samothrace/Northern Aegean [Tactical Command/ 41st Infantry 
Regiment/ 289 Infantry Battalion] provided soldiers with 199.5 points and 
is considered as one of the most “tough” units in Greece.  

 
TOURISM ON THE GREEK ISLAND OF SAMOTHRACE 
 

The island of Samothrace in Greece, located in the north-east of the 
Aegean could be better described as an imposing forested mountain in the 
sea. Besides, its name has probably derived from the pre-Greek word 
“samos” which meant “height” and therefore “Samothrace” stands for 
“high Thrace”. The mountainous island covers a geologically complex 
area of 178 sq-km., its average altitude is the highest in the Aegean Sea 
and near its centre rises to more than 5.200 feet (~1.600 m.) in peak 
“Fengari” (moon), the third highest peak in the Aegean. It is not by 
chance that according to Homer, from this particular point of view on 
mountain Saos, Poseidon –the Greek god of the sea– watched the battles 
on the plains of Troy (Iliad, xiii, 12). Samothrace lies about 22 miles in 
the southwest of Alexandroupolis and only a few kilometres west of the 
maritime boundary between Greece and Turkey. It is a self-governing 
municipality in the prefecture of Evros included in the province of East 
Macedonia and Thrace and has a population of 2.723 inhabitants (2001 
census). Its capital is Hora, its main port is Kamariotissa and between the 
most important rural settlements of the island are: Alonia, Lakkoma, 
Prophitis Ilias, Karyotes, Therma, Xeropotamos and Paleopolis. 

Although Samothrace has many “fans” that visit the place for 20 and 
more years, tourism itself has been rather recently developed, basically 
because the most remote island of the northern Aegean faces intense 
problems of marine communication which result to its isolation and delay 
in economic growth (increased cost of transported products and 
consequently increased cost of life, reduction in tourism demand and 
consequently reduction in the local incomes etc.). Given that the island 
does not have an airport, the only way to access it is by ferry mainly from 
Alexandroupolis. The naval connection is though considered to be 
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problematical and very expensive. The distance is covered in 
approximately 2½ hours and theoretically there is a daily sea link all 
through the year; however during the autumn-winter period the island 
might be cut off from the mainland for days, due to weather conditions. 
On the other hand, during the summer season there are usually two boats 
a day. Additionally there are boats to Samothrace from Kavala and from 
Lavrio once a week. As Mayor I. Petroudas has pointed out, “until 1978, 
when the first ship connecting Samothrace to Alexandroupolis entered 
service, the only means of transportation were just the fishing boats. In 
1985 a second ship entered service as well and as a result tourism 
development started on the island” (Iordanoglou, 2008).  

Samothrace may not be on the main tourist route, but its natural 
rough beauty and various attractions have the ability to enchant all those 
who decide to visit the place. The majority of foreign tourists come from 
Germany and Scandinavia, while during the summer months (June-
August) the island’s population along with the visitors reaches the 10.000 
(samothrace.gr). According to statistical data from Alexandroupolis port 
authorities, in June 2007 travelled from Alexandroupolis to Samothrace 
almost 7.800 individuals and 880 car vehicles, while the same month in 
2008 were transported 7.200 individuals and 890 car vehicles 
(Karantzavelou, 2008). Samothrace could, in fact, be considered as an 
ideal destination for many special and alternative forms of tourism, such 
as:  

 
– Cultural and archaeological tourism: Since antiquity, Samothrace has 
had a reputation as a “sacred” and “mysterious” island because of its 
association with the worship of the “Great Gods” –also known as Cabeiri 
– and for its subsequent Cabeirian mysteries, which are considered to be 
the most important mysteries of ancient times, equally honored as, or 
even more honored than, the Eleusinian (Goudeli, 2001:299; Evslin 
2006). The ruins of the celebrated “Sanctuary of the Great Gods” are 
located near Paleopolis (=old city). Excavations held on that same area 
revealed in 1863 one of the most famous statues in the world: the 
“Winged Victory of Samothrace”, a masterpiece of Hellenistic sculpture, 
prominently displayed since 1884 at the Louvre, in Paris. A replica of the 
statue is on display in the local Archeological Museum in Paleopolis too. 
Other sites of archaeological or cultural interest include the ruins of 
Genoese towers and forts, mysterious megalithic monuments –probably 
“holy rocks” where the sacrifices for “Great Mother” took place 
(Malkidis, 2003:164), the remains of the “Cyclop Walls” and the 
picturesque Hora (old town) where the Folklore Museum is located. 
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– Religious tourism: Christian monuments are to be seen in various spots 
all over the island –churches, monasteries and chapels that according to 
tradition their number runs to 999. Especially worth mentioning are the 
Monastery of Aghios Athanassios at Alonia, the ruined church of the 
Saviour at Therma which was once a dependency of the Ivrion Monastery 
on Mount Athos, the church of Panaghia Kremniotissa with the 
enchanting view and the remains of the palaeochristian temple built in 
honour of the Apostle Paul who set foot on European soil for the first 
time at Paleopolis. Also of great importance are the numerous local 
religious festivals, held practically year round, indicating the islanders’ 
deep faith but also their vivid spirit and love for traditional music and 
dancing. 

 
– Ecotourism: Green-clad highlands, successive slopes, rivers, waterfalls 
and rare flora and fauna species (cormorants, sea shags, herons, hoopoes, 
falcons, hawks and kestrels) make Samothrace a paradise on earth for 
nature lovers. One of the most famous spots on the island is the “Fonias” 
(killer’s) stream, a few km. away from Therma, where the water springs 
from the mountain and pours to the river forming waterfalls. “Vathres”, 
natural small lakes surrounded by igneous rocks, are parts of that river 
and are free for swimming. The island’s unspoiled coastline is 
approximately 47 km. The sea is clean but most beaches are pebbled.   

 
– Sports/adventure tourism: 80% of the island is mountainous, so 
climbing, trekking, rapel and biking on mountain Saos or even canyoning 
are some of the activities of Samothrace Climbing Club (since 2001) in 
which visitors may participate. Furthermore, one may join the Samothrace 
Diver's Club for taking Scuba diving seminars, obtaining official Scuba 
Diving Licence or enjoy underwater explorations in interesting places of 
the island. Dive excursions are also available for snorkelling divers and 
non diving public. 

 
– Thermalism: Therma is 14 km away from Kamariotissa and it is 
believed that the medicinal effect of its springs has been known as early 
as ancient times. Their healing properties are surely mentioned in 
Byzantine historical sources. Samothrace medicinal baths have 
sulphurous and radium springs and are suitable for many diseases, mainly 
degenerative arthropathy and respiratory disorders.  
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The production of many agricultural and stockbreeding products 
should be considered as a great asset for the island although Samothrace 
has not yet developed agrotourism neither gastronomy (culinary) tourism. 
Local delicacies include grilled wild goat, traditional pasta, white village 
bread and rusks from the liquid of boiled chickpeas, “lioto” (meat in 
tomato sauce with melted walnuts), “mandi” (roasted pork mincemeat in 
leaf dough with filling of rice) etc. The rural cooperative of the 
municipality of Samothrace produces excellent olives and olive oil, while 
visitors can also savour local cheese varieties produced at the traditional 
cheese dairies of the island. Moreover, Samothrace is famous for its 
unrefined flower honey and royal jelly and for its preserves made from 
local fruit such as cherries, quinces, apricots, wild figs etc. A wild plum 
preserve called “praousto” constitutes a local specialty par excellence 
(agrotravel.gr). 

Taking into consideration that tourism in Samothrace undergoes 
faster development in latter years, inhabitants are in some way “divided” 
into “Northerners” and “Southerners”: people on the north side of the 
island make a living from tourism, while people living in the southern 
villages are mainly cattle-breeders and farmers (Iordanoglou, 2008). 
According to the official website of the municipality (Samothrace.gr), 
about half of the active population (approximately more than 500 people) 
is occupied in the tertiary production sector –meaning services and 
tourism (trade, hotels, rooms to let, taverns, supermarkets, cafés, public 
services etc.). As the mayor I. Petroudas underlines “the traditional 
professions decline. Young people deny getting involved in agriculture or 
traditional livestock-farming” and choose to turn into the promising 
tourism industry (Iordanoglou, 2008). 

Although Samothrace does not have a fully developed tourism 
infrastructure and superstructure, more than adequate accommodation 
facilities are available all over the island, but quality standards vary. More 
specifically, there are 10 hotels (1 in Ano Kariotes, 3 in Kamariotissa, 2 in 
Paleopolis and 4 in Therma), 10 apartments/studio suites (1 in Ano 
Kariotes, 3 in Kamariotissa, 2 in Makrilies, 1 in Palaiopolis and 3 in 
Therma), 83 registered rooms to let (1 in Alonia, 2 in Ano Kariotes, 1 in 
Dafnes, 1 in Hora, 28 in Kamariotissa, 9 in Kato Kariotes, 2 in Lakkoma, 
2 in Makrilies, 1 in Pahia Ammos, 6 in Paleopolis, 1 in Profitis Ilias and 
29 in Therma 29) and 2 camping sites (samothraki.org). Nightlife options 
are limited but there are enough taverns, cafeterias and café-bars. Public 
transport is done by bus; taxi services are also available, but there are only 
3 taxis on the island. However there are 3 rent- a-car/bike agents in the 
seaport of Kamariotissa.   
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RESEARCH METHODOLOGY, RESULTS AND DISCUSSION 
 

The present study, focusing on the soldiers of the 289 Infantry 
Battalion in Samothrace, has adopted a structured measurement 
technique, mainly employing Likert scale questions for a) identifying 
“tourist” aspects of military life, b) measuring cognitive and affective 
components of destination image and c) measuring word-of-mouth as 
well (Baloglu and Brinberg, 1997). The research was conducted at the end 
of October 2008 and the research population comprised all the 112 
soldiers of the 2008 2nd enlistment rank (meaning the soldiers that 
enlisted on May 2008), who had spent at least four months on the island. 
The questionnaires were distributed to 85 soldiers (75.9% of the 
population), since the rest of them were on legal leave from the unit. 
However it should be noticed that that all potential participants in the 
survey had familiarized themselves with the island and were all equally 
suitable as interviewees. 

The demographic data collected from the survey reveal that the 
samples’ major age group was 18-21 years old (26 soldiers –30.6%), 
followed by 24-27 and 27-30 years of age (18 soldiers each group – 
21.2%) and then by the group 21-24 (14 soldiers – 16.5%), while there 
were only nine soldiers over 30 years old (10.5%). The majority of 
soldiers came from cities in Southern Greek mainland (44 soldiers – 
51.8%), while the rest came from cities in Northern Greece (31 soldiers – 
36.5%) and from the islands (10 soldiers – 11.7%). It is worth mentioning 
that only 11 of the 85 soldiers had visited Samothrace before their 
military service (13%) while the rest 74 of them had never been to the 
island before (87%). 

First of all, the soldiers were asked about how they spend their free 
time, meaning the time when they are off duty and out of the camp 
(usually 3 times a week: afternoons 17.00-22.00 and weekends 12.00-
22.00). It should be noticed that the camp is 10-15 minutes away from 
Kamariotissa and that a military bus or taxis transfer the soldiers from 
camp to the port and vice versa. In particular, the soldiers were asked to 
rate the following options on a 1-5 scale, where 1: rarely, 2: sometimes, 3: 
quite often, 4: usually, 5: almost every time. The results in Table 1 
represent the average rating of all respondents. 

It is evident that the soldiers tend to spend most of their free time in 
cafeterias and taverns, while they often visit the one and only internet café 
at the port which –besides others– offers them the possibility to 
communicate via web camera with their friends/relatives. The fact that 
during summertime soldiers go quite often for a swim in the sea suggests 
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one of the most solid “tourist aspects” of military life along with the 
activity of sightseeing, although the latter takes place only sometimes. At 
this point we should mention that one of the “musts” when visiting 
Samothrace is a visit to the “Sanctuary of the Great Gods” and the 
Archeological Museum in Paleopolis. This usually takes place as an 
excursion organized by the unit, transferring soldiers to and from the 
archaeological site with unit’s buses. In addition the survey reveals that 
soldiers are quite “active” in moving and getting around in Kamariotissa 
by walking short or longer distances –a pastime totally “free of charge”. 
Reading newspapers and magazines (probably while drinking a coffee), 
staying in the campus for sleeping and relaxing or other activities (e.g. 
jogging) are among the least popular activities for the soldiers during their 
free afternoons. Anyway, every time they are out of the camp the soldiers 
tend to spend an average of 15 euros. 

 
Table 1. How the soldiers spend their free time in Samothrace 

 

1:rarely – 5: almost every time 

I go for a coffee  4.17 
I go for food  4.03 
I go to the internet café  3.30 
I go for swimming in the sea (during summertime) 2.93 
I go for walks around Kamariotissa  2.57 
I rent a car/motorcycle or take the bus and visit the villages 
(sightseeing) 2.35 

I read magazines/newspapers 2.12 
I remain on the military camp to relax/to sleep 2.07 
Other (please specify) 1.14 

 
In the next two questions, the soldiers were asked to rate on a scale 

from 1 to 5 how much they enjoy their free time in Samothrace and how 
much they enjoyed their free time before their military service, where 1: 
not at all and 5: an extreme amount. 
 

Table 2. Soldiers’ evaluation of their free time 
 

1: not at all – 5: an extreme amount 

How much do you enjoy your free time in Samothrace?  3.10 
How much did you enjoy your free time before your military 
service? 3.87 
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The average ratings of all respondents in both questions reveal that 
the “gap” between the “enjoyable free time” before and during military 
service is not that wide as one would expect. Soldiers seem to quite enjoy 
their free time in Samothrace by adopting leisure tourist practices that 
neither correspond to first time tourists nor repeat visitors and of course 
nor to residency. Although rushing from one tourist attraction to another 
taking pictures and similar practices –which are generally attributed to first 
time visitors and often rejected by repeat visitors (Freytag, 2008:13)– seem 
to be rejected by the soldiers majority as well. However 41 of the respondents 
(48.2%) admitted that would buy a tourist souvenir or local products for 
themselves or their family before leaving the island, 23 soldiers (27%) had 
not decided yet, while 21 soldiers (24.7%) stated that didn’t intend to buy 
anything as a souvenir.   

The results in the crucial question “Regardless of whether you have 
visited Samothrace before your enlistment or not, would you like to visit 
the island again after the fulfillment of your military obligations” are 
shown in table 3. 

 
Table 3. Soldiers’ intentions to visit Samothrace as tourists after 

their military service 
 

 Frequency Percentage (%) 
Yes, I would like to visit Samothrace 
as a tourist. 30 35.3 

Maybe/ I am not sure if I would like 
to visit Samothrace as a tourist. 28 32.9 

No, I wouldn’t like to visit 
Samothrace as a tourist. 27 31.8 

Total 85 100 
 

As it is obvious the responses are almost equally divided and for 
exactly this reason the next questions that try to underline the causes 
behind the soldiers’ decisions are of great importance.  Results in Tables 4 
and 5 represent the average rating of all respondents; soldiers that had 
answered “yes” to the previous question were specifically asked to rate 
from 1 to 5 six possible reasons leading to their decision where 1: 
extremely important and 5: not important at all. Those who had answered 
“no” were asked to do the same with seven possible causes. The soldiers 
who had said “maybe” were asked to rate both the reasons leading to a 
“yes” or a “no” decision.  
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Table 4. What are the reasons behind the “yes” or “maybe” 
answers to the question “…would you like to visit the island again 

after the fulfillment of your military obligations?”  
 

1: extremely  important – 5: not  important at all 

I would like to visit Samothrace as a tourist with my 
friends/family so as to show them the place where I spent some 
months of my military service.  

1.74 

I would like to experience the island as a tourist (civilian), 
having much more time at my disposal.  2.36 

I have made friends here and I will definitely come back to 
visit them.  3.09 

My experience on the island –up until now– is very enjoyable 
and therefore a visit after the end of my military service would 
recall pleasant memories.  

3.15 

I won’t seek to return to the island as a tourist, but I wouldn’t 
bother to spend here some of my vacation time; it would be 
like going to any other destination for a second time.  

 
3.62 

Other reason (please specify).  4.74 
 

Most soldiers who wish to return as tourists in Samothrace seem to 
have developed a strong emotional attachment to the place, wishing to 
come back with friends and relatives, probably in an attempt to reaffirm 
their “new”, “upgraded” identity (after the military service) within the 
family/friends group. Furthermore, the fact that they rate as second 
important reason for returning the experience of the island having more 
time at their disposal, suggests that the military service creates a special 
type of “repeat visitors” who want to go beyond the superficial encounter 
with the destination. Rather than being perceived as physical or 
geographical space, places are locales to which personal meaning is 
ascribed (Marles, 2006); and when the associated experiences are 
enjoyable, the recall of such pleasant memories seems to be a quite 
powerful motive for repeat visitation. However there are soldiers who 
admit that they have no special reason for returning to Samothrace as 
tourists but they wouldn’t bother to spend there some of their vacation 
time. On the other hand there are some soldiers for whom the most 
important reason for visiting Samothrace again is the local friends they 
have made there. As Marles (2006) points out, people interact with other 
people in the various destinations and therefore they develop affective 
bonds to the community as well as to the place –an interaction that should 
be perceived again in terms of emotions.  
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Table 5. What are the reasons behind the “no” or “maybe” answers 
to the question “…would you like to visit the island again after the 

fulfillment of your military obligations?”  
 

1: extremely  important – 5: not  important at all 

I would like to return to Samothrace as a tourist but the access 
is very difficult.  2.24 

I have already experienced the island (or part of the island), I 
liked it but I don’t think that I have any reason to return as a 
tourist.  

2.71 

I have already experienced the island (or part of the island), I 
didn’t like it, and therefore I have no reason at all to return as a 
tourist.  

3.05 

My experience on the island –up until now– is not enjoyable 
and therefore a visit after the end of my military service would 
recall unpleasant memories.  

3.35 

I haven’t experienced the place enough, but I don’t care to 
experience it as a tourist.  4.24 

Other reason (please specify).  4.57 
I had already visited Samothrace as a tourist before my 
military service.  4.71 

 
As we can see, the difficulty in access is considered as the most 

serious obstacle for the majority of the soldiers who don’t wish to return 
to Samothrace or haven’t made up a decision yet, along with the fact that 
although they like the island they don’t have any special motive to come 
back. The admission that they have experienced the island (or part of it) 
but didn’t like it has been ranked by the soldiers somewhere in the middle 
and then follows the recalling of unpleasant memories from Samothrace 
as a “military” and “tourist” destination. However there are soldiers who 
although declare not having experienced the place enough (and therefore 
are not sure whether they like it or not), don’t wish to return so as to form 
a complete opinion. Other reasons that prevent a few soldiers from 
returning is “the lack of night-life choices”, “the expensive prices” and 
the “unfriendly locals”, while there are also –even fewer– soldiers who 
had already visited the island before their military service and therefore 
don’t wont to come back for a third time.  

The key cognitive/perception factors in creating a positive or negative 
destination image for Samothrace are given in Table 6. Respondents rated 
the factors on a scale from 1 to 5, where 1: very poor and 5: excellent.  
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Table 6. Image-influencing factors for Samothrace  
(1 - 5 scale, 1: very poor – 5: excellent) 

 

Untouched and unpolluted nature/ beautiful scenery/ 
natural attractions 

4.37 

Interesting cultural/historical attractions 3.23 
Taverns/ restaurants/ cafés  2.67 
Local cuisine 2.59 
Interesting and sociable local people 2.23 
Accommodation facilities 2.20 
Night life/ entertainment  1.79 
Transportation: buses 1.71 
Transportation: taxis 1.62 
Shopping/services (how easy is to find what you are 
looking for) 

1.60 

High hygiene and cleanliness standard in public spaces 1.57 
Accessibility (how easy is to get to Samothrace)  1.45 

 
According to the results, Samothrace received high ratings as a 

destination with untouched nature, beautiful scenery and interesting 
historical/ cultural attractions. The ratings for its taverns, restaurants, 
cafés and local cuisine were modest, while the island received poor 
ratings for the sociability of the local people, accommodation facilities, 
night life, transportation (taxis and buses), shopping facilities and hygiene 
standards in public spaces. The lowest rating was for the destinations’ 
accessibility. At this point we should note that not all the soldiers rated 
the accommodation facilities of Samothrace and that those who did it –19 
out of 45 persons– had either visited Samothrace before or, as explained 
in another question, had formed an opinion by friends or relatives who 
had visited them and had spent from 2 to 10 days on the island. This 
detail implies that apart from creating repeat visitation from soldiers 
themselves, “army tourism” has as a consequence the generation of 
“actual” tourism by the soldiers’ friends and relatives who visit them 
during their military service –an undoubtedly beneficial fact for the 
destination’s economy.  

Finally, the soldiers were asked (regardless of whether they would 
like to return to Samothrace as tourists or not) if they would recommend 
the destination to their friends and relatives. Their answers revealed that 
35 soldiers (41.2%) would suggest Samothrace as a tourist destination, 23 
soldiers (27%) would probably recommend the island, 10 soldiers 
(11.8%) probably wouldn’t recommend it, while 17 respondents (20%) 
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declared to be “absolutely certain” that they wouldn’t recommend it. 
These results imply that even the soldiers who haven’t decided yet if they 
want to return as tourist to the island (32.9% see Table 3), is more likely 
to say “a good word” for the destination to other people.  

 
POLICY IMPLICATIONS AND MARKETING STRATEGY:  
“COME AS A SOLDIER, RETURN AS A TOURIST” 
 

Although soldiers are in no way “actual tourists”, this paper has 
shown that the special and hybrid form of “army tourism” offers 
economical benefits especially to remote areas, while it also seems to 
affect the place’s visitation; many soldiers wish to return for vacations to 
the place where they have spent some months of their military life and/or 
recommend the destination to their friends and relatives. The study 
sample has been soldiers from Samothrace; therefore this information can 
be generalized to other areas with military units only under certain 
circumstances and future research needs to be carried out.  

The present study has emphasized the importance of destination 
image held by Greek soldiers for the border island of Samothrace and by 
examining cognitive and affective images of the place has identified its 
strengths and weaknesses as being perceived by the soldiers. Necessary 
actions need to be taken not only on local level but also on the level of the 
prefecture of Evros, in order to improve the weak or negative aspects of 
the destination (such as the accessibility, the transportations, the tourism 
infrastructure and the hygiene standards in public spaces) and promote its 
strengths (meaning the natural and historical attractions and the local 
cuisine).  

The paper’s results imply that a marketing campaign could be 
developed and directed to the soldiers in order to motivate them to return 
as “actual” tourists to Samothrace and promote the destination to other 
people as well. More specifically, regional and local tourism authorities 
could adopt the following policy and strategy actions in order to offer to 
the soldiers of Samothrace a Q.U.A.L.I.T.Y. experience (adapted by 
Richardson, 2008). In particular, they could:  
 

Q uestion soldiers about their expectations and experiences 
(positive or negative). Extended surveys through questionnaires 
or even focus groups could be conducted in cooperation with the 
Greek Army, encouraging feedback and responding to soldiers’ 
concerns while they are still in Samothrace. 

U nderstand the soldiers’ needs and wants. As we have already 
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clarified, soldiers are not tourists and therefore they are not in 
Samothrace for vacation; however, during their time off duty and 
out of the camp they undoubtedly seek for moments of relaxation 
and enjoyment. Providing soldiers with a “special” travel guide 
of Samothrace that will include useful information and 
interesting suggestions on what to see and what to do, apart from 
being helpful it could give them motives to return to the island as 
tourists, having all the time at their disposal. 

A sk soldiers to return as tourists to the island and recommend the 
destination to their friends and relatives by: 

L isting all the reasons for which they should do that, such as 
various activities and special events; we shouldn’t forget that 
Samothrace has the possibilities to develop various special and 
alternative forms of tourism and improve the existing ones. 

I ncetives, such as offers and special-price coupons (for 
accommodation, ferry transport etc.) for the soldiers and for their 
friends and family as well, not only during but even some time 
after the end of their military service can encourage soldiers to 
return to Samothrace, bringing other people with them.   

T eamwork with local residents is very important, so as to make 
them serve as “effective community ambassadors” who will 
express with words and actions to all the visitors of the island 
that …. 

“Y ou are welcome to come back to Samothrace”. If the destination 
can ensure that all the tourists (“army” and actual) leave the 
island feeling satisfied, chances are not only that they will be 
back but that good word-of-mouth about the destination will 
spread.  
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Knowledge management and the development of the destination’s capacity of the 
intellectual skills needed to use tourism as an effective tool in the search for 
regeneration and development are central themes explored within this paper. The 
authors have lived and worked with the problems inherent in short term funding 
of special projects designed to achieve or facilitate tourism development. We have 
witnessed with growing sadness the results – and the lack of them – as funding 
cycles end and staff with experience move away. Development processes require 
multi-stakeholder involvement at all levels, bringing together governments, 
NGOs, residents, industry and professionals in a partnership that determines the 
amount and kind of tourism that a community wants (Sirakaya et al., 2001). 
Planners need to provide knowledge sharing mechanisms to residents, visitors, 
industry and other stakeholders in order to raise public and political awareness. 
We note an absence of literature relating to the capacity of communities to learn 
from short-term funded projects that inherently are destined to provide a strategic 
blueprint for destination development and in most cases regeneration through 
community-based tourism action.  
 
Keywords:      Knowledge management, sharing and embedding, community 

tourism 
 
 
INTRODUCTION 

 
This paper presents an argument about the importance of knowledge 

management (KM) and knowledge sharing that the authors have been 
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discussing, in various contexts, for over three years. The authors have 
lived and worked with the problems inherent in short term funding of 
special projects designed to achieve or facilitate tourism development. We 
have witnessed with growing sadness the results – and the lack of them – 
as funding cycles end and staff with experience move away. Development 
processes require multi-stakeholder involvement at all levels, bringing 
together governments, NGOs, residents, industry and professionals in a 
partnership that determines the amount and kind of tourism that a 
community wants (Sirakaya et al., 2001). The authors’ perceptions 
concern the knowledge accumulated in both explicit and tacit forms, and 
the ways in which that knowledge can and could be embedded to facilitate 
improved formal and informal communication within communities. This 
construction of social capital has typically been seen as a task for 
communities through political and social reform. Unfortunately, as has 
been observed elsewhere (Putnam, 1995; Roberts, 2004) this democratic 
and public social capital accumulation is neither created or shaped by 
public policy (Fukuyama, 1999) 

The coordination between knowledge management and social capital 
(SC) is produced informally and exists as leverage for additional capital 
in modern economies, and arguably becomes more important as the 
nature of tourism economic activity becomes more complex and 
technologically sophisticated. These complex functions in KM and SC 
accumulation are both costly to monitor and better controlled through 
some form of quality management KM systems than through formal 
public sector management. We argue that tourism planners need to 
provide knowledge sharing mechanisms to residents, visitors, industry 
and other stakeholders in order to raise public and political awareness.  

We draw examples from work we have been directly involved in, 
using the tourism development of a market town in the United Kingdom 
as our main test case. However we will also draw upon the experience of 
two multi-country, multi-agency projects: one targeted at developing 
urban tourism, DETOUR (Clarke and Raffay, 2002), and the second 
designed to enhance the uptake of heritage and cultural tourism 
throughout Europe, Heritour, to establish parallels that rule out arguments 
of scale. 

 
LITERATURE REVIEW 

 
We wish to elaborate an analysis informed by key developments in 

sustainable community tourism (Choi and Sirakaya, 2006), stakeholder 
theory (Raffay, 2007; Clarke and Raffay, 2007; Clarke and Raffay, 2008) 
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and network analysis (Cooper, 2006; Scott et al., 2008; Lazzeretti and 
Petrillo, 2006; Michael, 2007). In their review of the literature to underpin 
what they call sustainable community tourism (SCT), Choi and Sirakaya 
(2006) argue that sustainable development should aim to improve the 
residents’ quality of life by optimising local economic benefits, by 
protecting the natural and built environment and provide a high quality 
experience for visitors (Bramwell and Lane, 1993; Hall and Lew, 1998; 
McIntyre, 1993; Stabler, 1997; UNCED, 1992). Traditionally, tourism 
development contains economic, social or socio-cultural and 
environmental dimensions (Mowforth and Munt, 1998). However, recent 
debates suggest that SCT development involves even more dimensions. 
SCT is “comprised of ecological, social, economic, institutional/ political, 
cultural and technological dimensions at the international, national, 
regional and local community levels, and within agriculture, tourism, 
political sciences, economics and ecology (Bossell, 1999; Mowforth and 
Munt, 1998). These dimensions of SCT are interdependent and mutually 
reinforcing (Colby, 1989; Reid, 1995; Slocombe, 1993).” (Choi and 
Sirakaya, 2006:1275) In short, they offer the following summary: “a 
holistic approach to sustainable tourism development should be 
ecologically responsible, socially compatible, culturally appropriate, 
politically equitable, technologically supportive and, finally, 
economically viable for the host community.”(Choi and Sirakaya, 
2006:1276) A holistic approach to sustainable tourism development 
should be (Lorincz, Raffay and Clarke, 2007) 

 Responsive 
 Ecologically responsible 
 Socially compatible 
 Politically equitable 
 Economically viable 
 Culturally appropriate 
 Technologically supportive 
and we would argue have to ensure that knowledge transfers occur. 
Davenport and Prusak (1998: 5) describe knowledge as a “fluid mix 

of framed experience, values, contextual information, an expert insight 
that provides a framework for evaluating and incorporating new 
experiences and information”. Its origin is the human mind and according 
to Polányi (1966), recalling and capturing it is not that straightforward 
because we know more than we can tell, this is tacit knowledge.  While 
explicit knowledge, the “know-what” is usually collected in written 
format, tacit knowledge, the “know-how” is needed to put the “know-
what” into practice. Tacit knowledge is built upon experiences and is 
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subjective while explicit knowledge can be seen as objective. When 
people leave only that part of their knowledge which has been made 
explicit remains but the ability to use the acquired knowledge disappears. 
To prevent this organisations that realise the importance of this intangible 
asset create knowledge sharing circumstances with the help of a 
systematically and consciously organised knowledge management 
system. 

The knowledge sharing process is successful when the source is 
transferred to the recipient who can and will reuse it by recreating the 
knowledge elements. The measurable valid success is when the recipient 
internalises the received knowledge that is “obtaining ownership of, 
commitment to and satisfaction with the transferred knowledge”. 
Cummings and Teng (2003, 2006) investigated five primary contexts that 
affect knowledge internalisation: 

- Relational context they mean those factors that generate 
distances between the participants such as: organisational-, physical-, 
institutional-, knowledge-, and relationship distance. Organisational 
distance implies the methods through which transfer is governed; physical 
distance refers to the actual propinquity of the parties; institutional 
distance indicates the similarities between an individual’s and the 
organisational values; knowledge distance shows the different knowledge 
base the source and the recipient have while relationship distance refers 
to the social and strategic similarities of the quality of the experience that 
the two parties create. 

- Knowledge context alludes to the knowledge transferred and has 
two features, knowledge explicitness and knowledge embeddedness. The 
former is related to the degree to which knowledge is verbalised while the 
latter refers to deep-rooted knowledge in people, tools, tasks, routines, 
sub-networks or products and technology.  

- Recipient context which includes a number of elements such as 
recipient’s motivation, absorptive and learning aptitude, willingness, 
knowledge and collaborative experience, retentiveness and learning 
culture. Regarding successful knowledge sharing recipient’s accepting, 
retaining and fostering new knowledge competences are key factors. 

- Source context is a vital part affecting the success of knowledge 
sharing because credible knowledge sharing activity improves the 
recipient’s learning and helps those with less capacity to learn more 
effectively.  

- Environmental context both national and international business 
environmental factors, such as economy, culture, politics, institutional 
and technological environment are taken into account.   
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The appropriate synthesis of the five factors impinges on successful 
knowledge transfer. In addition according to one of the findings of the 
Siemens Knowledge Management Case Book (Davenport and Probst, 
2002) the success of global knowledge sharing lies in a healthy mixture of 
four interrelated areas: cognitive knowledge (the “know-what”), skills 
(the “know-how”), systems understanding (the “know-why”) and self-
motivated creativity (the “care-why”) along with the proper leadership 
support, organisation structure, motivation and reward system and 
organisational culture. 

Successful knowledge management methods rest on the notion of 
communities of practice, where the members of the communities 
exchange knowledge informally and develop a single identity, shared 
values and knowledge through problem solving, mutual work and 
everyday interactions. The members of the communities exchange 
knowledge informally and develop a single identity, shared values and 
knowledge through problem solving, mutual work and everyday 
interactions. In an organisation there are visible communities of practice 
and some that are not easily detectible since the members keep changing, 
Internalised knowledge is exchanged directly and implicit knowledge is 
embedded in everyday performance that is always linked to a specific 
context. Formal communities of practice tend to have moderators whose 
responsibility is to direct the community towards achievements. In the 
Siemens case study the experiences and findings of successfully working 
communities of practice are summarised in eight points (Davenport and 
Probst 2002:122-123): 

• an information platform must be centrally available and well 
structured 

• well-skilled moderators play a vital role 
• the activities of moderators, the information and communication 

platform are properly funded 
• limits of communities  and the need for additional support are 

recognised 
• additional incentives are not required 
• consistent internal promotion is necessary 
• the definition of ‘Community of Practice activities’ is flexible   
• the need to foster and maintain strong personal relationships. 
While Siemens demonstrates that there are consciously developed 

communities of practice, other organisations might not even be aware of 
their presence, or if they exist the terms used to describe them will differ. 
These communities generate extraordinary learning and they play an 
enormous role in the structure and development of organisations.  
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Applying these theoretical principles and observations from other 
academic fields to tourism development requires a focus on destination 
development. Svensson et al (2005:32) argued that five assumptions 
could be identified that informed studies of tourist destinations and their 
development process. They summarised them as: “ 

a) There is a multi-actor complexity of the destination that needs to 
be taken into account. 

b) It is also likely that certain resource dependencies between the 
actors involved are important dynamic factors of the process and 
need to be understood. 

c) The public-private dimension of the destination may be 
important; i.e. the role of government vis-à-vis firms needs to be 
taken into account. 

d) Who is in control and the leadership aspect are open issues in 
destination development 

e) Destination development is a process with low predictability in 
regard to outcomes.” 

This demonstrates the range of areas in which communities of 
practice can be constructed and need to operate. It is also useful to note 
the final point, that development is a process with low predictability. We 
would argue that building knowledge management into the development 
processes would help to render destination development more predictable. 

Within the literature, communities of practice can be seen to have 
much in common with networks, clusters and collaboration. Gray 
identified a series of phases through which collaboration was formed. 
From the perspectives of stakeholder theory and of the modern power 
theories, Phase one: Problem setting is the most crucial. This is the stage 
where the desire to collaborate is expressed, and where the legitimate 
stakeholders are identified. Stakeholders in collaboration theory are 
defined as including “all individuals, groups or organisations that are 
directly influenced by actions others take to solve the problem.” (Gray, 
1989:5) A problem arises with this definition as it looks at certain aspects 
of the issue and but fails to consider some others. For example, the above 
definition of stakeholders stresses the ‘affected by’ element of the 
stakeholder approach rather then the ‘interested in’ factor, which seems to 
form an at least as important if not more important part of most 
stakeholder definitions (Freeman, 1984; Hill and Jones, 1992; Donaldson 
and Preston, 1995; Carroll, 1996). However, this may be Gray’s way of 
developing a theory: starting with a basic statement and incorporating 
new aspects into it with the development of the thought process. She 
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enriches the definition with the claim that the actors who she regards as 
stakeholders will also have an interest in a common problem.  

As far as stakeholders are concerned, one could argue that if the 
relevant persons and/or organisations with a stake in the problem are not 
identified at the beginning, the failure of the collaboration process is most 
predictable. It is also necessary to examine if the stakeholders 
participating in the process represent the affected stakeholders adequately 
(Boiko et al., 1996). If the collaborating stakeholders do not represent all 
the affected stakeholders, some needs and interests may not be expressed 
and therefore, related alternatives might be ignored. It can also lead to the 
excluded stakeholders rejecting the proposals. (Gregory and Keeney, 
1994) 

In the first phase, a diverse set of stakeholders will be identified, with 
the expectation that they all hold some but not all of the necessary 
resources. Stakeholders enter the collaboration process not only with 
different resources but also with a varying degree of power, therefore are 
likely to have different expectations as to what the outcome of the 
collaboration should be. “Each stakeholder has a unique appreciation of 
the problem.” (Gray, 1989:5)  

As one of Gray’s more elaborate definitions suggests, collaboration is 
about shared responsibility and shared power, therefore stakeholders have 
to learn  ‘strategies of mutual empowerment’ (1989:271). This definition 
shows more than healthy optimism: real-life examples will not be likely 
to testify sharing power. Nevertheless, she recognises that if power 
imbalances are perceived by the would-be collaborative partners, 
collaboration may not take place at all. “There may be circumstances in 
which stakeholders are unable or unwilling to engage each other in this 
way. […] When one party has unchallenged power to influence the 
domain, collaboration does not make sense.” (Gray, 1989:24) Clegg and 
Hardy claim that a different scenario may also arise from power 
imbalances, where collaboration is achieved in rhetoric but nothing 
indicates ‘shared power’ or ‘mutual empowerment’. “We cannot ignore 
that power can be hidden behind the façade of “trust” and the rhetoric of 
“collaboration”, and used to promote vested interest through the 
manipulation of and capitulation by weaker partners” (Clegg and Hardy, 
1996:678). Reed (1997:567) argues that “While power relations are 
included within collaborative theory, it is frequently assumed that 
collaboration can overcome power imbalances by involving all 
stakeholders in a process that meets their needs.”  Bramwell and Sharman 
(1999:394) suggest that Reed firmly believes “such power differences 



Alan Clarke, Ágnes Raffay & Peter Wiltshier 

 156 

among stakeholders actually are so embedded in society that they always 
affect the nature of the collaboration”.  

Phase 2: Direction setting is the stage in the collaboration process, 
where the ground rules are established, an agenda is agreed and 
agreements are reached. The decisions made in this phase reveal whether 
the relevant stakeholders have been identified and the potential power 
imbalances between them have been dealt with. If the agenda features 
actions that seem to favour the interests of dominant groups and/or ignore 
those of others with a less significant voice it can be assumed that the 
relative power of the stakeholder groups has not been neutralised (Getz 
and Timur, 2005). 

Although Phase 3: Implementation is an integral part of the 
collaboration process, it is usually overseen. Case studies (Sweeting, 
2006) in general do not offer an insight into how the decisions made 
during the collaborative process are implemented, or even into what 
happens to the collaboration at all after its organisational structure has 
been established.  

Even if one phase of the process enjoys more attention than others, 
nobody should argue the usefulness of collaboration as an aid to 
development processes. However, only if all relevant stakeholders, 
adequately representing all affected and interested stakeholders are 
identified as collaborative partners, and there are no major power-
imbalances between the actors, will the benefits of collaboration be 
available for all concerned to enjoy. These benefits, according to Gray, 
are the following: 

• The process ensures that each stakeholder’s interests are 
considered in any agreement 

• Parties most familiar with the problem invent their solutions 
• Participation enhances acceptance of solution and willingness to 

implement it 
• Relations between the stakeholders improve 
• Mechanisms for coordinating future actions among the 

stakeholders can be established (1989:21) 
We are concerned that during the processes of tourism development, 

knowledge stocks (the things that are known) should be shared within 
community networks. Knowledge sharing assumes a knowledge 
community and we will explore how the creation of such a community 
sometimes fails. We will demonstrate the tendency to leave project work 
to the project workers, maintaining discrete and separate stocks of 
knowledge which result in a failure to embed the knowledge in any 
sustainable form within the community. In order to do this we will draw 
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on the experiences of two European funded projects and explore how the 
projects could have embedded themselves into the tourism communities. 

 
DISCUSSION 

 
The first project was known as DETOUR and was funded through the 

ECOS-OUVERTURE scheme using ERDF and PHARE contributions to 
a total of €797,176. Officially known as ‘Compact Cities and Tourism - 
Developing Tourism in Urban Europe’ this project was aimed at 
producing Regional Development Strategies, developing specific local 
potential and the creation of lasting jobs. It began in January, 1999 and 
ended on the 30th of June, 2001. The project was led by a Steering Group 
from Derby City Partnership, including the Southern Derbyshire Chamber 
of Commerce, Derby City Council and the University of Derby. This 
project 
(http://ec.europa.eu/regional_policy/innovation/innovating/ecos/detour.pd
f) brought together six compact cities from across Europe to develop 
strategic approaches to urban tourism: Ghent, Kaunas, Maribor, Patras 
and Veszprém joined Derby. The main objective of the project was to 
develop a Tourism Strategy model that could be used by the participating 
cities to develop, review or refine their own strategies, and could also be 
applied in other cities. The model was developed through sharing 
professional expertise and experience at a series of workshops in the six 
cities. Programmes for visitor care and tourism management were also 
developed at the workshops to help establish best practice guidelines for 
urban tourism in Europe. 

The partnership began with a Seminar and Evaluation week in Derby 
where delegates interested in tourism, economic development and city 
promotion met to look at Derby’s tourism product and that of the wider 
region. A review of the city’s tourism strategy had been produced and 
discussions on best practice guidelines were initiated. Seminar and 
evaluation weeks were then held in each of the other partner cities to 
review their tourism product, current developments and future potential. 
During these weeks, delegates also explored the nature and strengths of 
the partnerships involving public and private sector and the universities in 
the respective cities. A second round of workshops then took place in 
each city. In Derby, the development and implementation of the Derby 
Diplomat customer care programme for front-line staff was the main 
theme. This was demonstrated and then explored in terms of potential 
roll-out to each of the other partners. The workshop in Ghent was focused 
on partnerships, taking examples of best practice from each city. In 
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Patras, an outline Tourism Strategy for Compact Cities was drawn up. 
During the final three workshops in Maribor, Kaunas and Veszprém, this 
outline strategy was used to help establish or refine the Tourism Strategy 
for that city. A further workshop was held in Gent during which a 
reference manual was drawn up, designed to establish a base level of 
tourism data required by any city to underpin their strategic development. 

Another project which had a somewhat similar agenda within a 
different context was The HERITOUR project which was co-funded by 
the European Community within the INTERREG IIIB CADSES 
programme. HERITOUR was designed to protect cultural heritage in rural 
areas through sustainable development. To achieve the project goal during 
the implementation the project developed cultural thematic routes both at 
regional and trans-national level. The project also included product 
development feasibility studies, marketing studies, the creation of a 
common database and architectural planning guidelines were elaborated.  
The project originated in a small village called Kislőd in Hungary. There 
were 14 partners (10 financed and 4 with observer status) involved in this 
project: 3 Greek, 2 Italian, 1 Slovakian, 5 Hungarian, 1 Czech and 2 
Romanian. The project ran from July, 2005 to the 31st of December, 2007, 
with a total budget allocation of € 2,205,600 (http://project.heritour.com/). 
The project's main objective was the protection, thematic organisation and 
promotion of local cultural heritage in remote/rural/mountainous/border 
areas by creating regional and transnational cultural routes.   
This objective is intended to be reached by carrying out the following 
main activities: 

• Assessment of local cultural heritage  
• Elaboration of feasibility studies and marketing strategies on 

possible transnational thematic routes and on the necessary 
investments  

• Architectural planning activities for investment (cultural heritage 
included in the thematic route where protection was needed, 
tourist access infrastructure)  

• Implementation of marketing tools suggested by the 
transnational marketing strategy.  

The project’s long term objective was the preservation of local 
cultural heritage in European villages, and the economic development of 
rural areas of the EU by assessing and developing their local cultural 
values into tourist attractions, providing a good basis for the further 
development of rural tourism. The project aimed at involving local 
communities in defining, mapping and caring for what they considered 
important about their local cultural landscapes and what they saw 
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contributing to the perception of regional identity and a sense of place. 
The project also helped to change the attitude of the local people towards 
their own values, “giving them back” their history in the long term, 
becoming a part of European culture that is characterized by the diversity 
of cultures. The project contributed to transnational economic 
development and social cohesion due to many partners involved at local 
and regional level both within the preparation phase and later on during 
the implementation and marketing phase. 

As a result of the project the cultural values of the participating 
regions have been assessed, and with common work, methodology, 
feasibility studies and marketing strategy thematic cultural routes have 
been developed. As the attractions of the target regions are rather at local 
dimensions more thematic routes (approximately 4 or 5, for example: 
religious, industrial, handcrafts etc.) will be developed per region, 
focusing on the involved partner's similarities in a broader sense, in order 
to create transnational thematic routes too. Taking into consideration the 
rural nature of the target areas the routes mainly organised in villages are 
linked to a town within each region, in order to attract tourists arriving 
there, mobilizing them to visit the rural areas. After the project 
finalisation the thematic routes are being promoted with common 
marketing tools to tourists (common website, image, signs). 

What we see in these examples are two projects which were viewed 
as successful by the participants and the funders. However we would urge 
a reconsideration of the projects from a knowledge management and from 
a social capital accumulation perspective. The initial successes look less 
convincing. The participants clearly bought into the processes of strategy 
formation and stakeholder inclusion during the projects and went away 
enthusiastically advocating the benefits of inclusive, partnership working. 
The projects have both developed capacity, in deed we could claim that 
the projects addressed this both at an individual level and at a community 
level with some success. We have evidence of training workshops that 
clearly had positive outcomes. The communities too, in the HERITOUR 
project, expressed a stronger sense of identity and recognition of their 
cultural heritage. These gains were very important and are valuable 
outcomes, correctly valued by the organisers and the funders. 

The longer period of hindsight that is possible with the DETOUR 
project clearly demonstrates that there are issues which the project was 
not designed to address and which are beyond the scope of these sorts of 
developmental projects. These projects are ‘good news’ for the organisers 
and local communities as they bring with them levels of funding and 
opportunities which were previously not there. There is a sense in which 
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the attention brought with the money and the space to think through and 
enact development is a luxury not usually experienced in tourism 
development. Even some of the professional tourism workers were 
dubious about taking time away from their posts in order to take part in 
the programme of study visits. Private sector representatives, especially 
from SMEs, made valid calls about the loss of earnings and opportunities 
which were the – hidden – costs of participation. The bonuses from 
participation did not emerge immediately in the short term cash flows of 
their businesses to offset this sense of disruption. What we have seen in 
the intervening period is a huge turnover of people working in and 
managing the tourism operations in the six cities. If we are brave, we can 
say that this has contributed to the dissemination of the best practice 
models and creative thinking the project engendered. But if we look at it 
from the cities and from the cities’ points of view, then we can see that 
the project has left them behind. In only one city is there still a DETOUR 
project participant directly involved in the development of the city’s 
tourism strategy – and she is one of the authors of this paper! 
 
CONCLUSION 

 
We would urge projects to look for more than individual and 

community capacity building in their actions. The idea of community of 
practice is beneficial here with the need for knowledge to be shared 
before it can properly be evaluated. The content of the projects has been 
of a very high standard but the process by which they are embedded has 
not been as consistent or as thorough. One problem emerges from the 
very success of the projects in attracting monies which can be used for 
development and the opportunities these create for employment. Given 
the nature of the funding and of the projects these appointments are by 
their very nature of a fixed term and often the people working on the 
project are he ones most committed to the development and to its 
processes. This is almost inevitable as the project champions mainly come 
from within the project, as they have the direct experience of the benefits 
and the enthusiasm which comes from participating in a successful 
initiative which gathers its own momentum. More painfully the processes 
are doubly challenged, as when the funding ends it is those core members 
who have spent most time on the projects and therefore received the most 
of the funding who find themselves most challenged and very often 
without a job (or, at least, a job which allows them to carry on working in 
the fields covered by the project funding). This is a direct loss of explicit 
knowledge but informally it is also often a source of demotivation for 
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others as they see the key drivers of the project drifting away. This is not 
a challenge to those people who have been project funded but for the 
organisations who have accepted the funding. The individual must seek 
further employment and often has to leave the area in order to find 
suitable work. It is definitely a challenge to those who apply for project 
funding and make commitments to long term sustainable development 
objectives. 

We think the tragedy is greater than that suffered by the individual. 
What we have seen happening has greater effects that spread far wider 
than the core group, as those outside this inner circle of the project team 
are often less enthusiastic finding themselves picking up the recurring 
work that was entailed in the project initiatives. As we all know, websites 
do not update themselves. As the realisation impacts on the wider group, 
the workload and prioritisation changes further disrupting those connected 
to the project.  We need to think through how we develop sharing and 
reflection amongst those who do not form the nucleus of the project. 
Social capital accumulation and tacit knowledge management cannot be 
stored and retrieved without a greater involvement in and elaboration of 
knowledge store and retrieval systems being at the core of the project 
review and feed forward. The feed forward necessarily involves 
stakeholder agreement on KM and SC outcomes and outputs being clearly 
identified, which in turn are firmly embedded in knowledge management 
software and appropriately filed for the external parties involved in policy 
and planning to later retrieve (See for example, Hu et al, 2006;  Abdullah 
et al, 2009).  

As we have observed the DETOUR project insisted that the city 
teams were made up of representatives of the private sector, the public 
sector and the Universities in the cities, which already constructs a 
challenge. The existing and emergent needs of these three sectors can be 
very different and there is often no reason – or even willingness – to meet 
across sector or indeed to think outside of our own vested interests. We 
have often found that individuals are reluctant to share at the beginning of 
projects, believing perhaps that knowledge is power but have experienced 
the joy that comes with exchange and sharing across the community of 
practice that the project helps to create. 
 
IMPLICATIONS 

  
There are three components to encouraging the public and private 

partners in tourism development networks embedding the lessons learned 
from the project work engaged by the authors. The first identified and 
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related stakeholder theory in practice. Concerns include a lack of credible 
long-term enthusiasm for collaboration in knowledge management; 
inequality of resources distributed through the stakeholders in the 
destination and what has been described by the rhetoric of collaboration 
(Clegg and Hardy, 1996). The second component relates to informal 
structures underpinning the current experience of collaboration and 
embedded knowledge. The final is the irregular storage and retrieval 
options available to use the accumulated knowledge for the purpose of 
planning and policy creation in the future. 

 Our approach to capacity building and project delivery has now 
moved beyond a simple concern for reviewing what we do and even 
analyses of why we do the things we do. We are deeply committed to 
exploring the processes involved in tourism development, sharing the 
insights that come from an appreciation of and involvement in these and 
in sharing this capacity with those stakeholders in tourism that ought to be 
involved in the tourism development of their areas. This can then breathe 
life into the RESPECT modelling of sustainable community tourism with 
long term changes built into tourism governance and civil society 
structures. We see this sharing of knowledge contributing to a deeper 
embeddedness of the work that has been funded by the project sponsors. 
It is possible to change the formal structures governing tourism 
development but it is also necessary to build confidence in the informal 
processes that shape the local conditions that we have to work with. Our 
views of effective communities of practice echo the points made by 
Cummings and Teng (2003, 2006) but we would emphasise that formal 
systems are not sufficient in themselves to ensure effective and continued 
sharing of knowledge and capital throughout the stakeholders involved.  

Systems have greater fixity than individuals but what we are 
addressing is a cultural shift about the way we see roles within tourism 
development. Sharing breaks down compartments and challenges 
compartmentalised ways of thinking. “We did not ask you because it is 
not your job” is a statement we have heard all too often and which goes 
completely against the ideas of effective sharing. Effective knowledge 
management systems make knowledge available to the widest possible 
audience and empower those widest audiences with the skills and the 
confidence to act on what they ‘know’ and therefore contribute to the 
development processes. With a culture change towards sharing and 
openness knowledge management becomes a possibility.  

We also have observed that another cultural change is actually 
necessary to make this long term objective realisable. We know it is 
important for people to think about what they do and the ways in which 
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they do those tasks. However the task focus also needs challenging to 
move towards a model where people are concerned with processes 
themselves. Sharing involves opening up to different aspects of the 
processes involved and therefore necessarily adds to people’s sense of 
task. What we would argue is that lifting the eyes helps, but refocusing on 
the processes adds even more to our sense of understanding, involvement 
and commitment. It is not what we do but why that becomes the question 
that drives our desire for knowledge. The why question is also about why 
we have the processes we do and where they have come from and where 
they are going. 

Our experience of collaboration, partnership building and project 
working has been wonderful but we believe that more can be achieved if 
we can find a way to embed our developmental processes in a wider and 
deeper context. We think that the knowledge management framework 
offers a useful way of considering the challenge of how we can address 
the embedding of the knowledge and social capital that the projects create 
and prevent us from losing it completely when individuals, skilled in 
tourism and regeneration project management, move on. 
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In order to create awareness & motivation among future travellers, tourism 
communication, should, according to our understanding, not only appeal to the 
visuals, but to all user senses in an inter medial mix. Hence, smell, sound, touch, 
taste and sight must be touched, in order for communication to be perceived 
valuable and interesting, as we argue that the activation of multiple senses 
enhances the feeling of authenticity and experience. If combined with ration and 
need, in addition to the involvement of other users, only then can tourism 
marketing claim to be future-oriented and engaging. According to Lindstrom and 
Kotler (2005) our understanding of the world, for the most part, is experienced 
through multiple senses. Our senses are the link to memory and can tap right into 
emotion. After sight, smell appears to be the most persuasive sense. We will, in 
this article present a few related cases, our findings and discuss the implications 
of our findings. 
 
Keywords:     Multiple senses, Marketing communication, Tourism marketing 
 
 
INTRODUCTION 
 

Imagine the streets of London, the markets in Marrakesh, the tulips in 
Holland or skiing in Switzerland. What do you see, hear or sense, i.e. 
which of your senses are stimulated the most or is it a blend of all of your 
senses that activates your memory and/or triggers your desire to 
consume? When you hear music including bag pipes you might imagine 
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Scotland, you may picture the Alps through the French horn, Africa by 
the sound of drums and the southern parts of North America with the help 
of jazz-music. You can most probably also fairly easily get into the mood 
for movies through the smell of popcorn and you may be able to imagine 
a Finnish summer day by the sound of seagulls, by the touch of water, by 
the sound of sea-breeze or by the taste of new potatoes. 

There are not many studies on the effective usage of multisensory 
marketing, at least not within the tourism sector or within and between 
different media channels. There are studies, however, showing that 
odoured areas increase the usage of slot-machines (Hirsch, 1995), that 
ambient scent has a positive effect on social interactions (Zemke and 
Shoemaker, 2006), that queuing is perceived less stressful in scented areas 
(Mc Donnell, 2002) etc. There are also studies showing a positive 
correlation between the usage of scent and the increase of sales (see e.g. 
Sprangenberg et. al., 1996; Morrin and Chebat, 2005), but not many 
studies showing the out of scape impact that multisensory applications 
have on tourism, -marketing -sales or -behaviour.  

It seems that brand-marketers are pioneers when it comes to 
commercial exploitation and the usage of multisensory marketing. Martin 
Lindstrom published in 2009 a book, BUY.OLOGY, in which he 
persuasively shows the benefits that the usage of multiple senses in brand 
marketing has on brand-loyalty and attachment, habit and consumer 
behavior. Lindstrom (2009) connects the use of multiple senses with 
emotional experiences.  

In order to be more effective, it thus seems that the tourism industry, 
the marketers and/or the researchers cannot ignore the effect, position and 
impact that the use of multiple senses may have on marketing and sales. It 
seems that the usage of pictures and sounds as promotional methods are 
not enough in attracting attention and sales.     

Moreover, traditional marketplaces within tourism for e.g. airline 
tickets and holiday bookings are shifting. It has been estimated that two 
thirds of all the flight and hotel accommodation reservations in Europe 
take place on the web (Kauppalehti, 2007). Advertisement in digital 
media is increasing, ads are thus gradually shifting from TV and 
newspapers to web and mobile phones. 

Our research project draws on the assumption that traditional tourism 
marketing methods are not sufficient as they still tend to overemphasize 
the visuals as well as printed media. We argue, that to be able to create 
awareness and motivation among future travellers, tourism 
communication should, not only appeal to the visuals, but to all user 
senses in an inter medial mix. Hence, not only sight should be activated in 
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tourism marketing communication in order to create feelings of 
authenticity and experience among customers and users, but also sound, 
smell, touch and taste should be stimulated. 

In order for future tourism communication to be attractive, marketing 
communication should not only be made available in printed media or in 
physical environments, but also in social spaces and in interactive media. 
When multisensory, intermedial marketing communication is effectively 
combined with ration and need in addition to user co-experiences, then it 
is future-oriented, engaging and stimulating. 

Our research project argues for the need of a better understanding of 
multisensory, intermedial marketing communication within tourism as 
there is little, if any research in this area. This research thus takes an 
interest in these questions from a tourism communication user, social 
space and interactive media point of view. In this article we will discuss 
how specific tourism company can benefit from the usage of multiple 
senses in a campaign/selling/event situation. 

 
TOURISM MARKETING COMMUNICATION 
 

The marketing mix is a traditional way to understand marketing in 
general. The majority of marketing practitioners consider the Mix as the 
toolkit of transaction marketing and archetype for operational marketing 
planning (Grönroos, 1994). While empirical evidence of the exact role 
and contribution of the Mix to the success of commercial organizations is 
very limited, several studies confirm that the 4Ps Mix is indeed the trusted 
conceptual platform of practitioners dealing with tactical/operational 
marketing issues (Sriram and Sapienza, 1991; Romano and Rathatunga, 
1995; Coviello et al., 2000). The marketing mix has been defined as a 
mixture of controllable marketing variables that the firm uses in order to 
pursue the sought level of sales in a targeted market (Kotler 1984: 68, ref. 
Armstrong & Kotler, 1999). These theories have been adapted by many 
scholars and marketing professional, also within the tourism industry, in a 
number of forms. Firms marketing strategies use marketing mix variables 
in order to plan an operational marketing plan for their business. 

The focus being on how firms can increase or improve sales, position 
themselves and their image in a competitive environment in which 
customer demands and competitors´ strategies are constantly changing. 
Traditional 3 marketing P´s, product, place, and promotion, can be argued 
to be relevant also for the analysis of multisensory marketing even though 
the Mix has been critized for not allowing interaction and for not 
capturing relationships. 
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In our research on multisensory tourism marketing communication 
we use the term inter medial marketing communication. We understand 
inter medial marketing to be interactive communication involving at least 
two media channels. The easiest application for intermedial marketing is 
through the use of digital media. Inter medial marketing communication 
is thus very close to the concept of digital marketing. Urban (2004: 2) has 
defined the concept of digital marketing communication as follows: 
“Digital marketing uses the Internet and information technology to extend 
and improve traditional marketing functions”. 

 
MULTIPLE SENSES IN MARKETING COMMUNICATION 

 
Marketing communication has been defined in new media vocabulary 

as company driven communication which aims directly or indirectly to 
influence the demand or to at least have a positive influence on demand 
among reference groups (Kuutti, 2006: 128). With the help of marketing 
communication a travel company thus aims to inform and remind 
customers of its services and to have an impact on consumer behaviour. 
In addition, marketing communication aims to arouse feelings and desires 
for consumption, for the creation of company & product image, for sales 
and customer decisions. Furthermore the purpose of communication is to 
maintain, develop and deepen customer relations (Albanese & Boedeker, 
2002: 179-181). Many people look for value fulfilment also in 
communication. Advertisements should thus not only be purposeful, but 
also enjoyable and comfortable, an aesthetical experience (EURO Rscg., 
2004). 

For service firms, the management of the service experience is of 
vital importance. It does not only affect the success of the firm, but also 
determines customers level of satisfaction, perception of service quality 
and future behaviour, i.e. the intention to visit the store again. In other 
words, the service experience is a result from an activity that can be 
defined as a process where a set of resources interact with each other and 
with the customers aiming at supporting the customer’s processes in a 
value generating way (Grönroos, 2000: 7). Usually the resources for 
service organizations are divided into two central components: backstage 
and frontstage. Hoffman and Turley (2002) describe backstage to consist 
of behind the scene processes and elements which are invisible to the 
customers when on the other hand the frontstage consists of elements and 
processes visible to the customers. There are many front- and back-stage-
factors affecting customer’s service experiences. 
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According to Schmitt (1999) and Lindstrom & Kotler (2005), a 
customer is often attracted towards a brand based upon its sensory 
experience. Lindstrom & Kotler further stresses that almost our entire 
understanding of the world is experienced through our senses. Our senses 
are our link to memory and can tap right into emotion. Smell appears to 
be the most persuasive sense after sight, which implies the importance for 
multisensory marketing. 

Multisensory marketing stands in this research for involving several 
bodily senses in marketing activities. Kahn Consulting describes it as the 
purposeful design and deployment of the interaction between the senses in 
order to stimulate a consumer’s relationship with a brand; and to foster a 
lasting emotional connection that optimizes brand loyalty. Multisensory 
marketing is in a starting phase and there is just a hand full of marketers 
who are using multisensory marketing in their campaigns nowadays, also 
in the tourism industry. It is stated by several researchers that 
multisensory marketing is the future of advertising and branding 
(kahnconsulting). According to Lindstrom & Kotler (2005:69), vision in 
brand building and bonding is our most persuasive sense with a share of 
58 %, smell being the second most important one with a proportion of 45 
%, hearing stands for 41 %, taste for 31 % and touch for 25 %. 

Studies show that pleasant scents create pleasant states of moods. It 
has also been shown that we process senses differently depending on age, 
gender, cultural background etc. (Lindstrom & Kotler, 2005). 

Sight is thus perceived as the most seductive sense and the one used 
the most by brands. Visual cues govern consumer behaviour. Sound on 
the other hand help us generate moods by creating feelings and emotions. 

Taste and smell are closely connected, although smell is perceived 
10,000 times more sensitive as it taps right into our memory. Scent has 
been used in order to increase sales, to promote or evaluate products, to 
enhance the perception of quality, to reduce stress etc. (see e.g. 
Sprangenberg et al., 1996, 2006; Bosmans, 2006; Zemke and Shoemaker, 
2006; Morrin and Ratneshwar , 2000, 2003; Hirsch, 1995; Mc´ Donnell, 
2002 ). The luxurious car brand Bentley on the other hand has made good 
use of sounds in their marketing in order for customers to perceive quality 
and success. 

In 2009 Martin Lindstrom undertook a vast multisensory consumer 
research project involving the scanning of brains and stimuli-testing. He 
concluded that visual pictures are more effective and meaningful if they 
are combined with another sense such as scent or sound. Lindstrom´s 
research hence proves that sight does not have such a power-position as 
we originally assumed on consumer behaviour. He forecasts that e.g. the 
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use of scents and sounds have a lot of future potential. Lindstrom suggests 
that sound and scent in combination affect our behaviour more than sight 
(Lindstrom 2009:142). 

Generally speaking the visual sense has attracted the most attention 
in literature (Davies & Ward, 2002). Other elements and stimuli that 
affect our minds, emotions and consumer behaviour have attracted less 
attention. 

 
The effect on odours and scent in marketing communication 

 
There are about 100 000 scents out of which about 1000 are so called 

primary scents and the rest being mutations and blends of scents 
(Lindstrom, 2005). Of all our senses scent taps right into memory. When 
we smell something our nose recipient cells signal our brains limbic 
system that triggers memories, our emotions and senses of wellbeing 
(Lindstrom 2005:147). The scents are being registered in our brains faster 
than other senses as through the connection between our nose and brain is 
short. There are about 6-10 million cells in our nose and we can identify 
2000-4000 different smell combinations. Scents are found out to 
strengthen communication and bonding. Features of scents are: ambience, 
identification and memory-cap. 

The physical environment or the servicescape is probably among the 
first things a customer encounters. The reason why the servicescape is of 
importance is that it plays a significant role in determining a customer 
level of satisfaction, perceived quality and service experience. 
Furthermore it also affects customers’ behavioural intensions (Keillor et 
al., 2003). The physical environment plays a role similar to that of a 
physical good’s package in that it communicates an image of what is 
included in the service (Bitner 1992; Baker, Grewal & Parasuraman, 
1994). It is apparent that different services (resorts, hotels, cruise ships, 
hospitals etc) are depending on their servicescapes when communicating 
and creating customer experiences. The physical facilities (facility 
exterior and interior elements) can be seen as “man-made” or constructed 
elements. Scent can be applied to facility exterior to lure customers to 
visit the facility interior (e.g. example given of the gas stations that place 
fresh brewed coffee scent at the pumps to lure pay-and-go customers to 
stay) or simply to create a pleasant environment outside the store. Using 
multiple senses in marketing is not a new thing in itself, neither is the use 
of scent for marketing and/or for servicescape purposes new. In cafeterias 
coffee packages have been opened for years for the purpose of spreading 
nice aroma of coffee. Bakers put their coffee bread on show in order to 
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disseminate a good scent. According to Lindstrom (2005) there is no such 
thing as the scent of a new car. It is rather a question of an artificial 
production, i.e. a successful marketing plot.      

When Rolls-Royce launched their new models they received 
complaints. They were lacking the old car´s eminent smell of wood. To 
keep their customer satisfied Rolls-Royce produced an old Rolls-Royce 
smell from the Silver Cloud 1965 model. To this day this unique scent is 
added under the bench of every new car that is driven out of factory. 
Hirch researched in 1995 the use of scents in slot machines in Las Vegas. 
One part of the Harrah casino was a nicely scented are, the other was 
odourless. The results showed a 45 % increase of money spent in the 
nicely odoured area. 

The traditional concept of servicescape has been affected by the 
emerge of the Internet (Zeithaml, Bitner and Gremner, 2006). Web pages 
and communities have become a new form of servicescapes, also known 
as virtual servicescapes, where the customer can get in contact with any 
company and explore their service offerings without physically visiting it. 

These are the more recent forms of physical evidence, which 
companies may see great potential in and which they can use to 
communicate the service experience both before and after the service 
encounter, thus making the service more tangible for the customer. For 
example, travel agencies use their web pages as virtual servicescapes, 
where the customer can preview destinations and also view and take 
virtual tours of hotels. Often these virtual tours include a chance to see all 
the available rooms, how the rooms are decorated and equipped and even 
watch the view from the balcony live through a webcam. 

One good example from the tourism world where the usage of 
multiple senses have been successfully applied is the case of the 
Experimental Guest Room in which professor Cihan Cobanoglu together 
with his students and the Marriot hotel chain has implemented 
experimental, sensual and technologically advanced multisensory hotel-
rooms in which touch, hearing together with interior decor and usability 
are combined (experimentalguestroom.) Another good examples are e.g. 
the films about space, flight and extreme engineering producedin Sweden. 
With technical effects adding another dimension to 3D films, Cino4 at the 
Technical Museum in Stockholm provides a multi-sensory experience for 
learning about technical innovation and science (tekniskamuseet.) 
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Media channels  
    
New types of combinations for presenting pictures together with 

voice and videos are emerging. Different types of media channels, 
internet and new publication platforms, such as the electronic books are 
being developed and introduced. The boundaries between massmedial 
targeted communication and interactive communication involving user 
medias have becoming blurry in the process. We are thus heading from 
one way communication towards various forms of interactive 
communication involving inter medial solutions. Multiple forms of 
internet and digital advertising such as billboards, skyscrapers, banners, 
leader boards, rectangles, floating flashes, buttons and tickets have been 
produced in order to attract potential consumers attention. The banners 
represent one of the oldest modes for internet advertising. Nowadays the 
term is used as a general term and more or less equivalent to internet-
based marketing. The challenge though is to make people use and click 
the banners, i.e. new applications have been taken into use, e.g. Rich 
media-format: Java, 

Flash and Shockwave-formats in interactive net advertising 
(Viljakainen et al., 2008: 13). The media-advertising channels and 
operational models have expanded during the ten last years. At the same 
time customer segments are being splashed down in new ways 
accordingly with life styles. For example e-commerce is growing annually 
with approximately 20 per cent (Viljakainen, Bäck & Lindqvist, 2008: 9). 

Digital channels and information technology are changing the way 
that companies communicate and maintain relationship with their 
customers. The Internet, email, mobile phones, digital TV, and other 
evolving channels offer opportunities for frequent, cost-effective, 
personalized, and interactive communication between the company and 
their customers (Merisavo, 2008: 2). 

 
THREE CASE STUDIES ON USING MULTIPLE SENSES IN 
TOURISM MARKETING 
 
Case Helsinki Expert 

 
Picture a sunny day in Helsinki. The bus starts and you sit 

comfortably looking out while placing your head phones. You choose 
English as language and start to listen to a gentle voice with an 
impeccable British accent explaining the historic sites and places of 
Helsinki. 
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When passing the Mannerheim street you hear the horseshoes hitting 
the pavement. At the Sibelius monument you enjoy the sculptures to the 
sounds of the Finlandia hymn. At the end of the 1,5 hour Audio City Tour 
the bus guide turns on the TV and you feel a nice scent disseminating in 
the bus, reminding you of the woods of Finland, more precisely the scent 
of pinewood resin. You look at a short film from Nuuksio National Park 
while enjoying the last few minutes of the bus ride. Upon departure from 
the bus you receive a flyer with some information on half-day excursions 
out of which you choose the National Park that you just recently felt and 
experienced a little, already in advance. 

Our partner in this case is an incoming travel agent in Helsinki. They 
provide a wide variety of service-bundles and products for Helsinki 
visitors, among others, half day excursions and the very popular audio-
guided city bus-tour in Helsinki. The travel agency was chosen as the case 
company for this study primarily because they are a partner in our 
research project, but also because of the servicescape. The bus where our 
study is conducted, offers an interesting, and suitable environment for 
exploring. The aim of this case is to explore the effects of ambient scent 
in combination with film and sound. We are studying how a specific 
tourism company can benefit from the usage of multiple senses in a 
selling situation. This study will compare three different conditions in 
separate time periods; one where the servicescape is constant (no 
additional stimuli) another in which the visual and auditive senses are 
stimulized and yet a third test period in which the servicescape is on top 
diffused with a pleasant ambient scent, i.e. a situation in which moving 
pictures, scent and sound are congruent with the service context, design 
and theme. The case-study was conducted for 12 weeks in summer 2009; 
from 22.6 until 13.9.2009. 

The aim of the study was to establish if the use of multisensory 
marketing had any impact on the Helsinki Expert sales of a half day 
excursion to Nuuksio National Park during the above period. 

The study was conducted on board audio-guided city bus-tours in 
Helsinki. 

During the first four weeks of the study period there was not any 
activation of senses. At the end of the sightseeing tour a flyer was though 
distributed about the special offer on the half day excursions for all 
passengers on board. The flyers were distributed during the whole 12 
week long study period. This period (100 %) was compared with two 
comparative periods (see table 1). In the first comparative period a 3 min. 
long film on Nuuksio was showed. The aim of the film was to activate the 
visual and hearing senses of the passengers and to attract their attention to 
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the natural beauty of the park. This period occurred during weeks: 30, 32, 
34 and 36. During these weeks the sales of the Nuuksio half day 
excursion increased by seven per cent (107 %). During the second 
comparative period pinewood resin was disseminated in the bus while 
showing the film. The dissemination took place with the help of a scent 
machine during weeks 31, 33, 35, 37. Sales increased during this period 
with 51 per cent (151 %). Every second week there was thus a film 
showing Nuuksio National Park and activating the visual and hearing 
senses of the passengers. Every second week pinewood resin scent was 
disseminated in the bus during the film. All periods were four week long. 
Changing variables were the amount of passengers and the weather. 

One variable was also the bus guide who told the passengers about 
the half day excursions and distributed flyers to the passengers at the very 
end. 

 
Table 1. Results of study and the sales figures percentual growth 
 
                            1. No multiple senses 2. Visual film    3. Film+ scent 
12 weeks             100 %                         107 %                151 % 
Nr of passengers 4 wks / 100 %             4 wks / 99 %     4 wks / 99 % 
Weather                                                  Sunny days 16   Sunny days 14 
                                                                Cloudy days 7   Cloudy days 7 
                                                                Rainy days 5     Rainy days 7 
                                                                30, 32, 34, 36    31, 33, 35, 37 

 
According to our survey sales increased by 51 % during scented 

weeks. 
The amount of passengers in the buses was rather stable during the 

whole study period. During the first four weeks 1 % more passengers 
used the bus than during the remaining 8 weeks. From the sales-figures 
free of charge tickets have been deducted as they are commonly used e.g. 
for staff training. 

Only 12 special offer flyers were returned, 7 during scented weeks 
and 5 during other weeks, of which 2 were used elsewhere than for 
Nuuksio half days tours. 

 
Case Eckerö 

 
Eckerö Line operates two ferries one for passenger traffic and the 

other one for cargo between Helsinki and Tallinn.  
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The theme of the Eckerö Line stand at the Helsinki Fair Centre 
during 13.-15.11.2010 in Helsinki was spa & wellness. The aim of the 
study was to investigate how the perceived ambience at the stand changed 
according with senses. The visual of the stand was created by an ad-
agency (see visual below). Scent and sounds were produced by Laurea 
University of Applied Science´s sub-contractors. The scent was fresh 
linen and the sounds calming waters and seagulls. 

During the study-period there was either scent or sound, scent and 
sound or none of the above at the stand. The study was conducted by 
Laurea students through random interviewing of visitors at the stand. The 
students also conducted participant observation while at the stand.  

 
Picture 1. Eckerö stand at Health fair 

 
Fri 13.11.2009 at 10-14 Sound / two students, together 8 (9) interviews 
Fri 13.11.2009 at  14-17 Scent /  two students, together 4 (6) interviews 
Sat 14.11.2009 at 10-14 Sound and scent /two students, 2 (3) interviews 
Sun 15.11.2009 at 10-14 Nothing/two students, 4 interviews 
Sun 15.11.2009 at 14-17 sound and scent / one student, 2 interviews 
 

Nine (9) students interviewed in total 24 respondents during each day 
of the fair using a thinking out loud method and participant observation. 
The purpose of the study was to see if there were any variations in the 
perception of the stand among visitors in relation to sense-stimuli. 

The interviews were successful even though the responses were 
short. The average age of the respondents was 50 years of age. The 
youngest respondent was 17 years and the oldest 74. 

The main themes to which thoughts were asked for were as follows 
(followed up by supporting questions):  
 
What did you pay attention to at the Eckerö stand?  
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What images does the stand convey to you? 
Please describe the stand using three adjectives 
Is the ambience at the stand congruent with your images of Eckerö?   
Have you used Eckerö Line´s services before. Any memories.  
What beauty- or spa-services have you used in Estonia?  
Did it occur to you that you would like to tell somebody of this stand? 
How would you tell and what would you tell? 

 
 It seems that the scents or sounds stimuli did not affect visitors 

perception or sensations of the stand. The fact that the scent machine was 
in the corner of the stand and the fact that the sounds were covered by  
noises that e.g. the Scandinavian Hunks made on stage, may have affected 
the perception as one respondent stated ”Nice feeling except for the 
noise” (N55x2). Responses were about the same with or without sense 
stimuli. On Friday morning one person mentioned the sound  ”the sounds 
reminds me of summer, how wonderful” (N60+). On Saturday morning 
another interviewee mentioned bird singing at the stand  ”lovely spring 
and bird singing (N55x2). The respondents attention was paid especially 
to the freshness, cleanliness and brightness of the stand. Also the 
colouring of the stand was noticed. On Friday afternoon when the scent 
machine was on two persons commented on the stand with the following 
words: “fresh, energy and rest” (N30, 47). 

Five (5) respondents found the stand to be clean, three (3) depicted 
the image of calmness, relaxation (3), greeniness (4), freshness (4) and 
brightness (8). Many (6) respondents paid attention to the familiar name 
and colours. 

The Eckerö logo was situated high above the stand, so it could be 
spotted from far “the company sign could be spotted from far and I 
instantly through about Estonia and spa-trips” (N60+) 

The overall image of the stand appeared congruent with Eckerö Line; 
“we paid attention to its brightness, light and freshness, vacation and 
travel “(N30, N47).  

According to a few respondents the stand gave a more positive view 
on Eckerö than their own experiences had been and some stated that the 
company was not well presented at the fair;  “ more positive stand than 
boat” (N40+). To others the stand conveyed images and memories of 
Estonia, spas and boat trips in addition to nice travel experiences to 
Estonia. Most of the respondents had used Eckerö services and about half 
had been on spa-trips, but not necessarily on Eckerö spa-trips. Other than 
spa-services the respondents mentioned having used: hairdressing-, facial- 
and feet- in addition to massage-services in Estonia. The majority stated 
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that the fair stand inspired them to travel and to use spa-services. Replies 
indicated more or less the same regardless of extra stimuli.   

Apart from one all others were ready to tell about the fair experience 
to their friends. In a few cases the respondents stated that the friends 
already know so much about Eckerö that they do not need to say more. 
The ones who wanted to share information said that they would tell about 
the attractiveness of the stand as it was so inviting. Word of mouth and 
face to face were informed to be the most important means of 
communication. 

The average time spent on the stand was a few minutes. The visitors 
took along some brochures, asked about offers, packages and 
competitions. Because of the open location of the stand most people just 
walked through. The majority of people did not pay any attention to the 
stand, regardless of sense stimuli. 

 
Case Linnanmäki amusement park  

 
At a X-mas event arranged by and at the Linnanmäki amusement 

park in late autumn 2009 in Helsinki, a study on the role of social media 
and viral media postings to friends were conducted.  

Data was obtained by registering social media pages postings. In 
addition interviews were conducted at the spot through which information 
was obtained on how information of the event had been. 

 
The X-mas event in marketing communication  

 
The event was marketed through print- and e-media. In two 

newspapers (Helsingin Sanomat and HBL) an advertisment was placed. 
There was also extensive outdoor advertising in the metropolitan area. In 
addition the event was being advertised at web-pages and electronically as 
follows:  

 
Perhe.fi : What is the smell of X-mas? 
KaksPlus.fi: Children wish, X-mas-advertorial  
Habbo: X-mas greeting and sticker 
MTV3 Helmi: mega-box 
Roottori: targeted direct-mailing                                                                       

 
In addition the event was mentioned in many event calenders 

appearing in the metropolitan area.  
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From the point of view of viral-marketing the ads at the family sites 
Perhe.fi and KaksPlus.fi were of special interest. In both media, families 
were encouraged to send e-mail invitations to friends.  In the same forums 
one could participate in the lottery of the amusement park VIP-card. In 
parts of the sites the VIP card was emphasized and in others the 
invitational part played a bigger role. Send message to a friend was also 
presented at the Linnanmäki web-pages on the right hand side. At the 
same pages there was also a link available to some other competitions and 
an encouragement to become a Linnanmäki fan at Facebook.  

At the competition on X-mas scents, the competition form was found 
through scrolling through the front page to the bottom or through the 
competition-linkage. In the competition form itself the attention was 
drawn in particular to the fact that personal data were inquired through a 
complex form with many linkages that may have confused the user. At 
the KaksPlus.fi pages there was a so called advertorial in which 
information on the event was given thoroughly focusing on social values 
and families co-experiencing. 
 

Table 2. Web-page visits and e-mail postings, Google Analytics 
 
Campaign   Web site   Immediate Stayed   Invitors  Invitors           Invitors  
                      visits      disappea-   at pages                share of         share of 
                                     rance                                      stay-ons         all 
 
Roottori        959          35 %          626        172        27%              18% 
Perhe            120          28%             86          40        47%              33% 
KaksPlus      572          50%           284        229        81%              40% 
Habbo        1465           85%          222        121        55%                8% 
 
 

Habbo attracted people who also soon disappeared from the sites. 
Perhe attracted very few visitors, whereas KaksPlus family web-site had 
572 visitors during the campaign out of which 229 invited friends to join 
the event. The advertorial at the KaksPlus site thus inspired people more 
than the scent competition at the Perhe site. The advertorial emphasized 
family values. All in all the findings indicate that the biggest challenge in 
web-advertising is to get people to notice and react. Out of those people 
who visited Linnanmäki sites a big portion also sent invitations.   

The visitor´s feedback was generally good in the interviews and in 
the social media feedback that could be tracked. The use of blogs was not 
mentioned in the interviews, however, some postings could be identified. 
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Through the interviews it was established that Facebook was the most 
significant media and in fact, it was mentioned in 13 % of the interviews.  
The discussion boards on the other hand were not mentioned at all.   
Sharing information with friends was important also in this case, 
however, information was indicated to have been shared face to face 
rather than electronically. Of the respondents 15 % had gained knowledge 
on the event through a friend and 62 % estimated that they would share 
information about the event in their own contact network. The 
acknowledgment of the event had been raised primarily among children, 
who on the other hand were the number one target group. As to scents the 
case did not bring much news. The scented division of interviewing was 
not successful and indicate that the use of scent outdoors is very 
unreliable  

 
DISCUSSION AND IMPLICATIONS 
 
Product  
 

It was the first time that the X-mas event at the Linnanmäki 
amusement park was arranged. Despite efforts families did not come to 
the event in expected numbers even though the amusement park is the 
number one tourist attraction in Finland. For the X-mas event Linnanmäki 
had arranged many fun things for families and children to enjoy, e.g. 
rides, animals, work-shops etc., but the weather during the first two 
weekends was really poor (cold and rainy) and the timing was not the best 
as X-mas was approaching and shopping tends to take over the closer to 
X-mas we get.  However, the families that did come were generally quite 
happy with the event.  

Eckerö Line on the other hand has a strong product among its target 
group, i.e. seniors. They know the vessel m/s Nordlandia and are a very 
loyal group of travellers. 

The audioguided Helsinki city sightseeing tour is perceived a very 
successful product and apparently also effective as a place for 
promotional activities. 

       
Place  

 
From the point of view of place the bus (tour) as a marketing service 

scape proved to be successful and well chosen. The experiment with the 
scent in combination with the video and sounds worked out perfectly as 
the results and sales of half-day tours to Nuuksio indicated. The sales 
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increased by 51 % during weeks when the scent, video and sounds were 
used in the Helsinki audioguided bus-tour for the purpose of promoting 
the Nuuksio half-day tour. One can thus conclude that a bus is a good 
place for multisensory promotion. 

The health fair attracted thousands of visitors, but as the Eckerö stand 
was in a remote area at the fair, very close to the general stage, it did not 
attract many visitors. The closeness to the general stage was also found to 
be disturbing. Participant observation moreover indicated that the stand 
was clinical, not very ambient, i.e. lacking the X-factor. It was also found 
to be too open, it was lacking activities and was not engaging. 
Furthermore, it did not have any attractions, such as bubbles or baths, spa-
clothing and/or other wellness related artefacts or objects. In other words, 
the space was too open, too noisy and too stripped in order to be attractive 
from the point of view of sense activation and engagement. Many visitors 
strolled through the stand without stopping, i.e. we conclude, that a sense 
activating campaign needs to be in a well planned space in order to be 
effective and in order to attract new customers. The old and loyal Eckerö 
Line cruise customers, however, identified the Eckerö stand and found it 
to be both appealing, fresh and green, i.e. a familiar product.   

      
Promotion  
 

When the aim is viral coverage, it is very important to support 
continuance. In an advertorial or in competition related messages, 
participants need to be informed about the next steps and stages in order 
to become involved and engaged. In the Linnanmäki case this idea was 
not supported enough. The amount of links at the web-pages were also 
confusing, and any feedback or reply to participants answers were not 
given in order to stimulate further use. 

The Linnanmäki case also indicated that traditional marketing 
communication methods are still effective, i.e. outdoor advertising and 
print-media as well as face-to-face and word-of-mouth communication, at 
least among families and children.  

We thus conclude that in order for the use of multiple senses in 
tourism marketing communication to be effective and engaging, the 
promotional place needs to be non disturbing and “quiet” and the 
promotional activities stimulating and continuous. Moreover, in order for 
people to share experiences and become emotionally engaged in an 
advertisement, event, service or product, personalization and an X-factor 
is called for. 
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OBJECTIVE BASED SEGMENTATION 
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This work uses data from the Spanish Tourism Demand Segments Survey 
(N=6900) conducted by the IESA-CSIC for Turismo Andaluz, SA. The objective of 
the paper is to develop a statistical segmentation or typology of Spanish tourists 
based on objective aspects of tourist behaviour measured in the survey including 
destinations visited, theme of the trip, lodging, transportation and travel group. 
Initial categorical data are reduced using multiple correspondence analysis and 
grouped through cluster analysis. Afterwards, identified segments are evaluated 
to analyse their tourist profiles with a view to examining sociological perspectives 
of tourist behaviour. 
 
Keywords: Tourist Demand, Segmentation, Spain, Domestic Tourism, Multiple 

Correspondence Analysis, Cluster Analysis 
 
 
INTRODUCTION 
 

In recent years, tourist consumption has experienced far-reaching 
internal differentiation or diversification due to multiple economic, 
technological and sociological factors (Urry, 2002; Bramwell, 2004; 
Cohen, 2008). As a result of this trend, increasingly greater attention has 
been paid to tourist typologies, classifications and segmentations in 
analyses on tourist behaviour1.  

The common assumption underlying all these typologies is that, 
among the wide array of tourist behaviours, there are broad groups of 
individuals who share common characteristics which are crucial to our 
understanding and/or manipulation of tourist behaviour. However, 
researchers differ as to which aspects of this behaviour are relevant for 
constructing tourist typologies, how they are to be selected and the aim of 
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analyses, thus making it necessary to address three interrelated problems: 
the levels of analysis of the variables used as criteria for segmentation, the 
methodologies employed to develop these typologies and their aim 
(description and strategic orientation, explanation). 

As concerns the segmentation of tourist behaviour, Cervantes, 
González & Muñíz (1999) propose classifying the different variables used 
as criteria of segmentation in two manners: the position with respect to 
the individual (objective/subjective) and the position with respect to the 
tourism industry (general – non-tourism properties of the elements / 
specific – tourism properties); giving rise to four levels of reality: 
– Social structure. The general and objective characteristics of 

individuals: sociodemographic variables, variables related to access 
to resources and geographic variables. 

– Tourist action. Specific and objective characteristics of individual 
tourist behaviour: the qualities of the trip(s) made (cost, components 
of the trip, activities). 

– Social and cultural structure. General subjective characteristics of 
individuals: cultural values and consumption patterns, stereotypes 
and lifestyles. 

– Tourist culture. Specific, subjective characteristics of beliefs about 
tourism: tourist motivations, perception of destinations, satisfaction, 
tourist biography. 
Table 1 shows some articles (most of them about Spanish tourism 

demand) classified according these criteria. 
A close relationship exists between the purposes of segmentation and 

the methodologies used to carry it out. When the classification of tourist 
behaviour is restricted to quantitative statistical analyses, a wide range of 
statistical methods can be used. Cervantes et al. (1999, following Wind, 
1979) propose two criteria to classify these methods. Firstly, prior 
knowledge of the variable(s) that identify the segments or their 
development as a latent variable based on other variables that have been 
included previously (a priori/a posteriori); and secondly, the descriptive 
intention (to classify individuals) or explanatory intention (to identify 
homogeneous groups with respect to a dependent variable) which serve to 
orient the analysis. Table 2 shows the most usual statistical techniques 
used in the different types of segmentation, with references to articles that 
applies them to tourism demand. In line with this scheme, cluster 
analysis, the most widely-used statistical method of segmentation, would 
be defined as an a posteriori classification method.  
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Table 1. Segmentation criteria, levels of reality and literature 
review 

 
Position with 
respect to the 
individual 

Position with respect to the tourism industry 
General Specific 

Objective SOCIAL ESTRUCTURE 
Fernández (2006): Socio-
demographic 
characteristics 

TOURIST ACTION 
Álvarez Sousa (1994): Trip 
characteristics 
Fodness & Murray (1999): 
Information search patterns 
Kang et al (2003): 
Decision-making process 

Subjective CULTURAL STRUCTURE 
Camarero (2002): 
Posmodern values 
González Fernández (2005): 
Lifestyles 

TOURIST CULTURE 
Díaz e Iglesias (1999): 
Customer expectatives 
Román et al (2000): 
Satisfaction 
Bigné y André (2004):  
Tourist emotions 

 
Table 2. Aims of analysis, statistical techniques and literature 

review 
 

Aims Stage in the research design 
A priori (before data 

collection) 
A posteriori (after data 

collection) 
Typology (classification) Single and bivariate 

tables 
McKercher (2002) 

Cluster analysis 
Factor analysis 
Kang et al (2003) 
Bigné and André (2004) 

Segmentation 
(Explanatory purposes) 

Contingency tables 
ANOVA-MANOVA 
Regression Models 
Sung et al (2001) 
Huybers (2003) 

CHAID 
Neural networks 
Chen (2003) 
Bloom (2005) 

 
A further approach is to employ segmentation in conjunction with 

other statistical methods used in broader analytical strategies. In this case, 
segmentation methods are combined with data reduction techniques 
(factor analysis, multidimensional scaling) and hypothesis testing 
methods to establish, with greater or lesser success, causal relationships in 
which the dimension that gives rise to the clusters acts as an independent 
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variable. A general approach to the explanatory power of segmentation in 
tourism consumption can be found in Van Raiij (1986). Following this 
approach, Kau and Lim (2005) identify five clusters of visitors to 
Singapore based on a series of tourist motivation factor scores and 
analyse the differences between the clusters for both objective aspects 
(trip and sociodemographic characteristics) and subjective aspects 
(satisfaction, loyalty). 

In line with this general approach, we develop an a posteriori 
classification in this paper with a view to describing trips made by 
Spanish tourists based on specific objective characteristics (means of 
transport, destination, lodging, etc.). This classification is then linked to 
other variables of tourist behaviour, relating the findings of our research 
on Spanish tourism demand with relevant topics in the literature on 
tourism behaviour. 

The paper is structured as follows: the objectives of the research, the 
methodology used and the characteristics of the data are described in the 
next section. The main results of the segmentation and an initial 
description of the different segments according to the model variables are 
then provided.  Finally, an in-depth analysis is made of tourism market 
segments in Spain, in which other aspects of the behaviour of tourists who 
make different types of trips are examined, giving rise to a series of 
conclusions that provide further insight into this topic.  
 
WHY AND HOW TO SEGMENT THE SPANISH TOURIST 
MARKET. RESEARCH OBJECTIVES, METHODOLOGY AND 
DATA CHARACTERISTICS 

 
Tourism research has traditionally placed greater emphasis on 

international tourism than domestic or internal tourism. In his analysis of 
tourist flows, Julio Aramberri (2008) recently emphasised the risks this 
bias entails by comparing the international ranking of number of 
international arrivals (World Tourism Organization, WTO) with the 
ranking of travel and tourism output (World Travel and Tourism Council, 
WTTC), which is calculated using a tourism satellite accounting tool that 
includes the income generated by domestic tourism. While in the first 
ranking North America must divide up a mere 17% of international 
arrivals with other countries of the continent, it occupies the top position 
in the second ranking with 34% of global travel and tourism consumption 
due to the country’s thriving domestic market in which travellers do not 
need to cross borders in order to travel to a wide array of destinations.  
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Domestic tourism is also highly relevant in the case of Spain. 
Although Spain is usually described as a ‘tourism powerhouse’ as it ranks 
second in 2007 international arrivals (WTO, 2008), the cross-referenced 
data from FAMILITUR and FRONTUR provided by the Spanish Institute 
for Tourism Studies (Instituto de Estudios Turísticos, 2008) reveal that 
overnights generated by domestic tourism (Spaniards who travel to 
Spanish destinations) greatly exceeds those generated by international 
tourism (660.2 million vs. 479.5 million overnights; author’s findings 
based on data from FRONTUR, EGATUR and FAMILITUR2). Even 
when the large number of overnights in second residences and other 
forms of non-commercial lodging are not accounted for, domestic tourism 
is found to play a crucial role in the total demand of Spain’s tourist 
market, making the country an increasingly attractive target market for an 
industry that has begun to flag in international markets. 

The above points clearly reveal the importance of certain aspects of 
Spanish tourist behaviour that give rise to segmented sets of trips. The 
destination choice for trips (international or domestic) is key to 
determining the commercial interest (from the perspective of Spanish 
tourist supply) of the trip in question. Likewise, type of lodging 
(commercial or non-commercial) provides relevant information regarding 
tourist profitability. Extending this analysis further, it should be noted that 
given the relative specialisation of different Spanish regions in terms of 
the specific combinations of products they offer (geographical, historical, 
tourist development), the primary motivation (or thematic orientation, i.e. 
sun and sea, cultural, rural, etc.) of leisure travel will determine which 
destination is chosen and delimit the activities and tourist components 
that should be included in the offer. Other aspects that are frequently 
taken into account include the means of transport used to travel to the 
destination and the group of people who make the trip.  The above five 
variables will be used in our analysis as criteria of segmentation. 

These are the criteria which are commonly included a priori in the 
research design and analysed separately in double-entry tables. The 
question is: Is it possible that some of these characteristics coincide, 
giving rise to specific types of trips in which market patterns function 
differently? That is, if a trip is understood as a tourist product comprising 
a series of sub-products (lodging, transport, activities) which are 
consumed by a group (travel group) at a specific location (destination), 
the aim of this research will be to determine if there are typical 
combinations of these factors that permit us to talk about qualitatively 
different tourist products. 
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As regards the methodology, cluster analysis is the most widely-used 
statistical tool for classifying individuals according to the proximity of the 
values of a set of variables. However, this procedure has some requisites 
regarding data characteristics that entail certain problems for the 
objectives of the analysis. While cluster techniques often provide better 
results with scale level variables, the variables involved in the 
segmentation model are measured at the nominal level since they respond 
to characteristics that are classified into mutually exclusive categories 
(i.e., travel destination). This impedes the use of the K-means and poses 
difficulties for the hierarchal model given the large sample size (N=4182).  

In a previous work, the authors (Rodríguez and Molina, 2008) used 
the two-step cluster algorithm included in the SPSS 12.0 and subsequent 
packages to overcome the problems of calculating distances for the 
nominal variables in large samples. This algorithm, which iteratively 
combines hierarchal and non-hierarchal  procedures using the log-
likelihood function to measure the distance between objects (cases and 
variables), significantly improves the stability and interpretability of the 
results and has been used in this analysis.   

However, in order to improve the robustness of the results and refine 
the treatment given to nominal variables, we chose to previously apply a 
data reduction procedure to the data matrix in order to transform the 
categorical information into continuous variables. Specifically, we used 
the HOMALS homogeneity analysis included in the SPSS 12.0 
Categories module. This method conducts a multiple correspondence 
analysis (MCA) which, in a similar manner to factor analysis, computes 
dimensional measures that position each case in the space formed by the 
correspondences between the different categories of the variables 
introduced in the model (Van de Geer, 1993).  

The sample was then classified by applying the SPSS 12.0 two-step 
cluster analysis to the two dimensional variables obtained with the MCA. 
Using double-entry tables and Z tests, the clusters were described by 
examining their distinctive characteristics in the variables that were 
initially introduced in the MCA. Finally, the identified segments were 
evaluated according to different criteria (Kang et al., 2003), thus 
permitting us to examine the descriptive capacity of this exploratory 
analysis. 

Data characteristics.  The data were drawn from a sample of 4182 
tourists (people who had made at least one leisure or holiday trip in 2006) 
that were selected from a wider sample (N=6949) of Spaniards aged 18 
and older who do not reside in Andalusia or the Canary and Balearic 
Islands. The sample was obtained using a random stratified sampling 
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procedure with non-proportional affixation for six geographical areas 
(absolute maximum error of 1.2% for the entire population with a 95% 
confidence interval). Information was gathered by means of computer 
assisted telephone interviews (CATI) using a structured questionnaire on 
four aspects of travel: tourist behaviour (general aspects and 
characteristics of the trip of reference), perceptions about the destinations 
(Andalusia and other regions of Spain), tourist motivations and 
sociodemographic characteristics.  

Given that trips are the unit of analysis employed in the 
segmentation, it is important to clarify the methodology used to obtain a 
sample of trips from the sample of individuals. During the interview, 
respondents (tourists) who had taken at least one leisure trip during the 
reference period were asked to list the destinations (Spanish provinces or 
foreign countries) they had travelled to during the year in question. The 
CATI system then selected one of these destinations at random. 
Information was subsequently gathered regarding the characteristics of 
this particular reference trip (among them, the variables used in this 
segmentation). With due caution, we assume that this sample of reference 
trips comprises a representative sample of leisure and holiday travel 
engaged in by Spaniards throughout a year. 
 
CHARACTERISTICS OF TRIPS BY SPANIARDS. DATA 
REDUCTION USING MULTIPLE CORRESPONDENCE 
ANALYSIS 
 

In this section, we discuss the results obtained in the data reduction 
using multiple correspondence analysis. The variables originally included 
in the survey were recoded by merging certain categories. These variables 
were recoded in order to omit categories with few cases and obtain more 
robust results, while ensuring the coherency of the merged categories.   
The variables for the trip of reference and their categories are collected in 
Table 3. 
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Table 3. Variables and Categories of the Model 
 
Destination Theme of 

trip  
Type of 
lodging 

Travel group Means of 
transport 

Andalusia Sun and 
sea 

Hotel/Hostel Travelled alone Private 
vehicle 

Northern 
Spain 

Country 
and nature 

Apartment With spouse /partner 
only 

Coach 
/Train 

Levante 
Region/ 
Catalonia 

Cities and 
monuments 

Private 
residence 

Nuclear family 
(couple with 
child/ren) 

Plane 

Interior Get to 
know the 
place 

Rural lodging/ 
Campsites 

Extended family  

Balearic 
and Canary 
Islands 

Visit 
friends or 
relatives 
(VFR) 

 Colleagues /Friends 
/Others 

 

Abroad Others    
 

The variables were reduced to two dimensions following 22 iterations 
upon reaching the criteria for convergence (convergence increment 
<0.00001 with respect to the previous iteration). Both dimensions explain 
79% of the categorical information contained in the original variables. 
 

Table 4. Discrimination measures 
 

 

Dimension 

1 2 
Travel destination .660 .294 
Theme of trip .329 .651 
Type of lodging .394 .534 
Travel group .156 .211 
Means of transport  .708 .013 
Eigen value .450 .341 

 
The first dimension explains 45% of the original variability, where 

the variables “transport” and “travel destination” have the largest 
discrimination capacity in this dimension (0.708 y 0.660, respectively). 
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The second dimension explains 34.1% of the information and is more 
closely related to the variables “theme of trip” (0.651) and “type of 
lodging” (0.534). “Travel group” reveals a low level of discrimination in 
both dimensions (0.156 and 0.211) (see Table 4). 

Both dimensions have been interpreted taking into account the 
variables that have a greater discrimination capacity. To do so, the 
average scores of individuals in each category of the variable, also 
denoted as quantifications, are analysed in relation to the rest of the 
categories of variables of each dimension. The dimensions are interpreted 
according to the configuration of the categories with respect to the 
dimensions. Once the dimensions have been defined, possible patterns of 
the original variables are examined taking into account the groups of 
categories that are formed due to their proximity to the resulting 
dimension, for which the following graphic representation in the form of a 
perceptual map is of great aid (see Figure 1).  

 
Figure 1. Location of categories in the dimensions 

 

 
In the first dimension, which corresponds to the association between 

destination and means of transport, air travel (1.317) to destinations 



Rodríguez González & Molina Molina 

 194 

abroad (1.189) and to the Canary and Balearic Islands (1.288) are located 
at the positive end of the axis. Trips by coach and train (0.125) to 
Andalusia (-0.175) are located in the central area of the axis. Trips in 
private vehicles (-0.643) to northern Spain (-0.719), the Levante 
Region/Catalonia (-0.548) and the interior (-0.537) are located on the 
negative area of the axis, suggesting that this dimension is an indicator of 
the effect of distance to destinations when choosing means of transport. 

In the second dimension, which corresponds to the relationship 
between theme of trip and type of lodging, private residences (0.876) and 
apartments (0.747), VFR trips (1.294) and sun and sea travel (0.665) are 
located at the positive end of the axis. Hotel/Hostel (-0.245) and other 
orientations (-0.245) are located in the central area of the axis, while 
motivations for cultural tourism (see cities and monuments, 0.429; get to 
know the place, -0.489) are located somewhat further left of the axis. 
Rural tourism (country and nature; -1.267) and rural lodging/campsites (-
1.426) are located at the negative end of the axis. The positions in this 
dimension reflect the range of products that comprise each tourism theme 
(activities and lodging). 

 
 
TRAVEL SEGMENTS IN SPANISH TOURISM DEMAND. 
RESULTS OF THE CLUSTER ANALYSIS 

 
A five-cluster solution was obtained by applying the 2-step cluster to 

the dimension. The centroid of each cluster in the dimensions and their 
weights in the total number of trips are shown in Table 5. 

 
Table 5. Distribution and Values of Cluster Centroids 

 

  Centroids 
Weight in 
sample 

    Dimension 1 Dimension 2 % 

Cluster 

1 -0.13 -0.36 32.2 
2 -1.18 -1.59 12.5 
3 1.50 -0.32 21.1 
4 0.81 1.14 9.1 
5 -0.77 1.09 25.2 

N=4182. Weighted results  
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When observing the variation between the clusters in the different 
dimensions, the values of the centroids of the first dimension were found 
to differ significantly from each other, with an order from lower to higher 
of 2-5-1-4-3. As regards the second dimension, significant differences can 
be seen between cluster 2 (lowest value), clusters 1 and 3 (values close to 
zero) and clusters 4 and 5 (values above 1.00). Although both dimensions 
contribute significantly to the formation of all the clusters, dimension 1 is 
particularly important (-Log10(P)>250) for clusters 3 and 5, while 
dimension 2 contributes more highly to clusters 5 and 2. 

In what follows the clusters are described according to the variables 
that were initially introduced in the MCA. The results are shown in Table 
6. 

 
C1. Short-distance cultural trips 
 

This segment accounts for 31.8% of the trips. In this type of trip, 
private vehicles predominate (76.2%) as do coaches/trains (20.3%). 
Cultural travel (cities and monuments and get to know the place) accounts 
for 50.5% of the trips in this segment, although sun and sea are also 
relevant (22.2%) as well as other motivations (15.5%). In almost two of 
every three trips in this segment, visitors lodge in a hotel/hostel (64.4%), 
although it should be noted that private residences also account for a 
fairly significant proportion of accommodations (20.1%). In general, 
destinations within the peninsula are more frequent in this particular 
segment than in all other types of trips, especially trips in the interior 
(20.3%) and to northern Spain (24.9%). Compared to other segments, 
family groups play a less relevant role in these trips (29.6% compared to 
41.1% of the total) than large groups (friends, colleagues and others, 
36.7%) and, to a lesser degree, couples (32.9%). 

 
C2. Nature trips to northern Spain 

 
This segment accounts for 12.3% of all travel. Private vehicles are by 

large the preferred means of transport (94.6%). Thematic orientations 
related to the countryside and nature account for almost three-fourths of 
the trips in this segment, followed by the less urban facet of cultural 
tourism (get to know the place, 13.2%). In line with these orientations, 
rural lodging and campsites obtain the highest value (74.8%), followed far 
behind by hotels/hostels (12.8%). Northern Spain is clearly predominant 
in this segment of trips (64.7%), although the interior also accounts for a 
relatively high percentage of this type of travel (18.0%). Nuclear families 
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(36.6%) and couples (27.4%) make up the largest part of this segment, 
followed at some distance by large groups (23.6%). 

 
C3. Cultural trips outside the peninsula 

This segment accounts for 19.8% of travel. Air travel is the chief 
means of transport for this type of trips (85.2%), which are chiefly 
cultural in nature (71.5%), although sun and sea are also important 
(16.8%). As can be deduced from the name of this segment, two 
destinations are particularly important here: destinations abroad (57.9%) 
and the Canary and Balearic Islands (33.4%). The majority of travellers in 
this segment lodge in hotels (86.8%). Here couples obtain the highest 
values of all the segments (40.5%), followed at a short distance by large 
groups (38.6%). 

 
C4. Non-cultural trips outside the peninsula  

 
This segment is smaller in size (9% of trips) and is similar to the 

above segment in terms of means of transport and destinations. Air travel 
(82.8%) is the most frequent form of transportation, while island 
destinations (47.3%) and travel abroad (33.4%) continue to carry a large 
weight in this segment. In terms of destinations within the peninsula, 
Andalusia obtains the highest ranking (12.6%). Clear differences with 
respect to the previous segment are found in terms of travel motivations: 
cultural themes account for a mere 10.4% of all trips, while 45.3% are 
VFR trips, followed by sun and sea destinations (39.7%). In line with the 
importance of VFR trips, private residences carry a large weight (47.4%) 
than hotels (33.6%). A large number of people in this segment travel 
alone (27.8%). 

 
C5. Family trips to the coast  

 
This is the second largest segment (27.2%). This segment chiefly 

includes travel in private vehicles (84.6%) and, to a much lesser degree, 
travel by coach or train (13.9%). In contrast to the first and second 
segment, sun and sea is the most important motivation (52.8%), although 
VFR also accounts for a large percentage of the trips (35.8%). Private 
residences are the preferred lodging choice in this segment (56.6%), 
followed by apartments (25.1%). The majority of these trips are made by 
family groups (67.5%), followed by couples (17.5%). The majority of the 
trips in this segment are to the Spanish Mediterranean coast. Of these, half 
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are made to the Levante Region/Catalonia (50.5%), followed by 
Andalusia (22.2%).  

 
Table 6. Profile of Segments in Segmentation Variables 

 
   Cluster (% col)  

  C1 C2 C3 C4 C5 
Tota
l 

Travel 
destinatio
n 

Andalusia 
16.
7 2.1 4.7 

12.
6 

22.
2 13.6 

Northern Spain 
24.
9 

64.
7 1.2 0.3 

10.
2 18.9 

Levante Region/Catalonia 
27.
0 

10.
6 1.7 5.0 

50.
5 24.4 

Interior 
20.
3 

18.
0 0.8 0.8 

13.
7 12.6 

Balearic or Canary Islands 1.0 0.3 
33.
4 

47.
3 0.2 11.2 

Abroad 8.1 2.3 
57.
9 

33.
4 1.1 17.6 

Others 2.0 2.0 0.4 0.6 2.2 1.6 
Means of 
transport Private vehicle 

76.
2 

94.
6 2.5 1.6 

84.
6 59.5 

Coach/Train 
20.
3 3.9 7.9 8.3 

13.
9 13.0 

Plane 2.4 0.2 
85.
2 

82.
8 1.0 25.3 

Others 1.1 1.2 4.3 7.3 0.5 2.1 
Type of 
lodging Hotel/Hostel 

64.
4 

12.
8 

86.
8 

33.
6 

15.
8 46.5 

Apartment 4.3 2.1 1.6 
11.
0 

25.
1 9.8 

Private residence  
20.
1 7.4 2.6 

47.
4 

56.
6 27.5 

Rural lodging/Campsite 9.3 
74.
8 1.5 3.4 0.5 12.9 

Other accommodations 1.9 2.8 7.5 4.6 1.9 3.4 
Travel 
group Travelled alone 0.9 0.6 2.3 

27.
8 8.3 5.5 

Travelled with 32. 27. 40. 19. 17. 28.4 
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spouse/partner 9 4 5 6 5 

Nuclear family 
19.
4 

36.
6 9.2 

22.
0 

40.
7 25.5 

Extended family 
10.
2 

11.
9 9.3 

19.
9 

26.
7 15.6 

Colleagues/Friends/Others 
36.
7 

23.
6 

38.
6 

10.
6 6.7 25.0 

Theme of 
trip Sun and sea 

22.
2 4.0 

16.
8 

39.
7 

52.
8 28.8 

Country and nature 
10.
4 

72.
0 3.3   2.6 13.5 

Cities and monuments 
21.
2 4.3 

35.
0 4.4 1.7 15.0 

Visit friends or relatives  1.3 1.1 0.6 
45.
3 

35.
8 14.5 

Get to know the place 
29.
3 

13.
2 

36.
5 6.0 2.6 19.4 

Others 
15.
5 5.4 7.8 4.5 4.5 8.8 

 
 

EVALUATION OF SEGMENTS 
 
In this section we characterise the segments taking into account the 

differences that arise in some of the relevant indicators of the trips 
(seasonality, length, activities, sources of information; see Table 7). We 
provide some parameters of interest for the strategic assessment of the 
proposed segmentation following the criteria of Kang et al. (2003). 

Family trips to the coast (C5) are mostly concentrated in the summer 
season (75.5%); a fact that is to be expected given the importance of sun 
and sea in this segment. These trips are relatively long (two weeks in 
length) in which activities we call ‘relaxed coastal’ are of special 
importance (Rodríguez González and Moreira, 2008). When organising 
this type of trips, travellers make little use of tourist information sources 
other than recommendations by friends and family. This suggests that 
these are “routine” trips that do not require complex decisions as 
described in the typology of Fodness and Murray (1998, 1999). 

In contrast to the above, cultural trips outside the peninsula (C3) is 
the least seasonal. 56.7% of trips are made during seasons other than 
summer, while 20.8% are specifically made in the last quarter of the year. 
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The predominant pattern of activities on these trips is what we call ‘active 
interior’, which are characterised by an intensive programme of cultural 
activities (museums, events, popular festivals and festivities, shopping, 
etc.). This segment is characterised by shorter stays, as would be expected 
by the presence of  relatively costly components (hotel, plane travel) and 
the tendency to take off-season trips (the importance of long winter 
weekend holidays). In this segment, information provided by travel 
agencies is more important, which together with the extended use of 
online information, means that the travellers in this segment engage in 
‘extensive’ decision-making processes. 

The segment nature trips to northern Spain (C2) reveals distinctive 
characteristics that permit us to examine aspects of the stereotyped image 
of rural tourism in greater detail. These trips are more seasonal than 
normally assumed (62.4% during the summer season) and short in length 
(9.12 overnights), in which activities of the ‘relaxed interior’ type 
predominate (46%). We consider this to be very relevant, given that the 
data reveal the existence of tourists who are more interested in relaxing in 
an environment away from big cities than engaging in nature activities; 
activities practiced by only one of every five travellers in this segment 
(19.4%). In contrast, activities we call ‘active coastal’, which combine 
cultural or nature activities with beach leisure, are more frequent (23.5%). 
For an in-depth qualitative analysis of the specific characteristics of this 
emergent model of coastal tourism see Rodríguez González (2007). An 
interesting aspect of this segment is the use of sources of information: the 
travellers in this segment are very independent and do not usually resort 
to information provided by ‘traditional’ tourist intermediaries (agencies), 
but instead make use of online information in conjunction with tourist 
information networks at the place of destination. 

 
Table 7. Tourism Profile of the Different Segments 

 
   Number of two-step clusters    
  1 2 3 4 5 Total 

    % col % col % col % col % col % col 
Month trip 
taken 

January - March 10.5 8.5 13.5 10.2 2.9 8.8 
April - June 22.5 17.4 22.3 15.3 14.6 19.0 
July - September 54.0 62.4 43.3 56.3 75.5 58.9 
October - December 13.0 11.7 20.8 18.2 7.0 13.3 

Average length of trip (nights) 8,89 9.12 8.95 17.05 14.30 11.13 
Clusters by 1 Relaxed coastal 16.8 11.1 8.7 22.6 39.0 21.1 
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activity 2 Active coastal 23.8 23.5 29.6 44.3 27.2 27.7 
3 Relaxed interior 29.6 46.0 11.8 17.0 25.7 25.9 
4 Active interior 29.8 19.4 49.9 16.0 8.1 25.3 

Sources of 
tourism info 
(multiple 
responses) 

Recommended by friends and 
family  47.8 52.0 44.9 52.5 51.1 49.1 

Recommended by travel agent  16.6 7.5 30.6 19.8 10.3 16.8 
Travel agency catalogues-
offers  21.4 9.4 37.5 18.9 11.7 20.2 
Advertisements in press and on 
television  8.5 6.4 9.7 6.9 4.9 7.4 
Information offices at 
destination 43.0 58.5 46.9 35.1 24.4 39.9 
Online information about 
transport and lodging  36.5 58.0 52.2 41.3 16.7 37.3 
Online information about 
activities and tourism 
resources   33.5 52.8 51.6 34.7 18.5 35.5 

 
The segment non-cultural trips outside the peninsula (C4) reveals 

specific features. In this segment, travellers take the longest trips; a factor 
that contributes to the importance of private residences and visits to 
friends and family. In spite of the fact that culture is not the principal 
orientation, ‘active’ tourist patterns predominate in these trips. As regards 
sources of information, the combination of air travel and accommodation 
in private residences means that the travellers in this segment make a 
relatively high use of online information on transport and lodging.  

Finally, the segment short-distance cultural trips (C1) is the segment 
with the least distinctive characteristics as the values are almost always 
situated at median thresholds. These trips are less concentrated in summer 
than those of the C2 or C5 segments, but continue to reveal a clear 
inclination for summer travel (54% of the trips are taken from July to 
September). Together with segments C2 and C3, this segment includes 
trips with an approximate duration of 9 nights as compared to the longer 
trips found in segments C4 and C5. A final aspect that is worthy of 
mention here is the greater tendency for travellers to engage in ‘interior’ 
rather than ‘coastal’ activities during these trips.  
 
CONCLUSIONS 
 

Some contributions of this paper can be pointed out. At the 
methodological level, the combination of multiple correspondence 
analysis and clustering methods is an innovative approach in tourist 
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segmentation research. The multiple correspondence analysis identifies 
two relevant dimensions in order to explain the variation in the Spaniards’ 
tourist trips. One dimension marked by distance (transportation and 
destination) and the other related with motivation (theme of trip and type 
of lodging). The cluster analysis revealed five segments of tourists with 
qualitatively different trip profiles. Both dimensions shed light on well 
known association between common variables. Although they would look 
obvious, the novelty of these findings comes from the identification and 
quantification of typical positions (trip types) in the intersection between 
these dimensions into the Spanish domestic tourism. Their implications 
for policy and research purposes are discussed in the evaluation section, 
showing significant differences in terms of decision and information 
processes and activities patterns. Further research should attend to the 
influence of sociodemographic factors in the choice of trip types. 
 
 
REFERENCES 
 
Alvarez Sousa, A. (1994). El ocio turístico en las sociedades industriales 

avanzadas. Barcelona, Bosch.  
Aramberri, J. (2008). El turismo de masas. Algunos mitos sobre su naturaleza. 

Paper presented at II Jornadas sobre Turismo y Sociedad, IESA-CSIC, 
Córdoba, Spain.   
Http://www.iesa.csic.es/es/jornadasturismoII/ponencias/S1-Aramberri.pdf 
Accessed the 10 th of February 2010. 

Bigné, J.A. & André, L. (2004). Emotions in segmentation. An empirical study, 
Annals of Tourism Research, Vol. 31, No.3, pp.682-696. 

Bloom, J. (2005). Market segmentation: a neural network application, Annals of 
Tourism Research. Vol. 32, No.1, pp.93-111. 

Bramwell, B. (2004). Mass Tourism, Diversification and Sustainability in 
Southern's Europe Coastal Regions. In B. Bramwell (Ed.), Coastal Mass 
Tourism: Diversification and Sustainable Development in Southern 
Europe. Clevedon (UK), Channel View Publications. 

Camarero Rioja, M. (2002). Tipología de la demanda turística española. El turista 
posmoderno y las tecnologías de la información. Paper presented at  
Turismo y Tecnologías de la Información y las Comunicaciones 2002, 
Málaga University, Málaga, Spain.  
http://www.turismo.uma.es/turitec/turitec2002/actas/Microsoft%20Word%
20-%2021.CAMARERO.pdf. Accesed the 10 th of February 2010. 

Cervantes, M., A. González & D. Muñiz (1999). La segmentación del mercado de 
los turistas de destinos de interior en la comercialización turística. II 
Congreso de Turismo, Universidad y Empresa, Benicassim, Tirant lo 
Blanch. 



Rodríguez González & Molina Molina 

 202 

Chen, J. (2003). Developing a travel segmentation methodology. A criterion-
based approach. Journal of Hospitality & Tourism Research Vol. 27, 
No.3, pp.310-327. 

Cohen, E. (2005). Principales tendencias del turismo contemporáneo. Política y 
Sociedad, Vol. 42, No.1., pp.11-24. 

Cohen, E. (2008). The changing faces of contemporary tourism. Society, Vol. 45, 
No.4, pp.330-333. 

Consejería de Turismo, Comercio y Deportes de la Junta de Andalucía. (2008). 
Balance del año turístico en Andalucía. 2007. Sevilla, Junta de Andalucía. 

Díaz Martín, A.M. & Iglesias, V. (1999). El uso de las expectativas de los clientes 
como criterio de segmentación de los mercados turísticos. II Congreso de 
Turismo, Universidad y Empresa, Valencia, Tirant lo Blanch. 

Fodness, D. & Murray, B. (1998). A typology of tourist information search 
strategies. Journal of Travel Research, Vol. 37, No.2, pp.108-119. 

Fodness, D. & Murray, B. (1999). A model of tourism information search 
behaviour. Journal of Travel Research, Vol. 37, No.3, pp.220-230. 

González Fernández, A.M. (2005). La segmentación del mercado turístico por 
estilos de vida: Una estrategia empresarial en auge Investigación y 
Marketing, Monográfico: Marketing turístico. Vol. 87, pp.18-24. 

Huybers T. (2003). Domestic Tourism Destination Choices - a Choice Modelling 
Analysis. International Journal of Tourism Research. Vol. 5, pp.445-459. 

Instituto de Estudios Turísticos (IET) (2008). Movimientos turísticos de los 
españoles. Informe anual de 2007. Madrid, Ministerio de Industria, 
Turismo y Comercio. 
Http://www.iet.tourspain.es/informes/documentacion/familitur/Familitur2
007.pdf  Accessed the 20 th of August 2008  

Jurowski, C. & Reich, A. (2000). An explanation and illustration of cluster 
analysis for identifying hospitality market segments. Journal of 
Hospitality & Tourism Research, Vol. 24, No.1, pp.67-91. 

Kang, S.K., Hsu, C. & Wolfe, K. (2003). Family traveller segmentation by 
vacation decision-making patterns. Journal of Hospitality & Tourism 
Research, Vol. 24, No.4, pp.448-469. 

Kau, A.K. & Lim, P.S. (2005). Clustering of Chinese Tourists to Singapore: An 
Analysis of their Motivations, Values and Satisfaction. International 
Journal of Tourism Research, Vol. 7, pp.231-248. 

McKercher, B. (2002). Towards a clasification of cultural tourists, International 
Journal of Tourism Research, Vol. 4, No.1, pp.29-38. 

Rodríguez González, P. (2007). Las definiciones sociales de la playa. In M. 
Latiesa, M. García Ferrando and A. Álvarez Sousa. (coords.) Sociología 
del Ocio y del Turismo: Tipos, planificación y desarrollo. Granada, 
Editorial Universidad de Granada. 

Rodríguez González, P. & Molina Molina, O. (2008). La segmentación de la 
demanda turística española. Metodología de Encuestas, Vol. 9, No.1. 

Rodríguez González, P. & Moreira, P.E. (2008). Motivaciones turísticas. Revisión 
teórica y aproximación empírica. Paper presented at II Jornadas de 
Turismo y Sociedad, IESA-CSIC, Córdoba, Spain. 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 4, Number 3, Spring 2009, pp. 185-203 

 203 

Román, M.V., Recio, M. & Martín, M.T. (2000). Segmentación de turismo rural a 
través de indicadores de satisfacción: aplicación al caso de Andalucía, II 
Congreso de Turismo, Universidad y Empresa, Benicassim, Tirant lo 
Blanch. 

Sung, H., Morrison, A., Hong, G. & O’leary, J. (2001). The effects of household 
and trip: a consumer behavioral approach for segmenting de U.S. domestic 
leisure travel market. Journal of Hospitality & Tourism Research. Vol. 25, 
No.1, pp.46-68. 

Urry, J. (2002). The tourist gaze. London, Thousand Oaks. 
Van Raiij, W.F. (1986). Consumer research on tourism: Mental and behavioral 

constructs. Annals of Tourism Research, Vol. 13 No.1, pp.1-9. 
Van de Geer, J.P. (1993). Multivariate Analysis of Categorical Data: 

Applications. London, Sage 
Wind, Y. (1978). Issues and advances in segmentation research. Journal of 

Marketing Research, Vol. 15 No.3, pp.283-297. 
World Tourism Organization. (2008). Tourism Highlights. 2008 Edition. Madrid, 

WTO. Http://www.hotelnewsresource.com/pdf8/UNWTO123008.pdf 
Accessed the 10 th of February 2010. 

 
 
ENDNOTES 
 
1. This study is framed within the research project titled Tourism and 

Society in Andalusia, which has been conducted since 2005 at the 
IESA-CSIC with funds from the Ministry of Tourism, Trade and 
Sports of the Regional Government of Andalusia. For a more 
extensive study and a more exhaustive bibliographic review of the 
topic of tourist segmentation see Rodríguez and Molina (2008). 

2. FRONTUR: Spanish Border Survey of Inbound Tourism; 
FAMILITUR: Spanish National Tourism Survey; EGATUR: 
Tourism Expenditure Survey. Available at www.iet.tourspain.es  
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The use of cost accounting systems by hotel businesses is improving the quality of 
decision making. The development of theories on costing, combined with advances 
in information technology, has improved the theoretical capabilities of such 
systems. However, two questions remain largely unanswered: a) whether these 
theories lead to tangible improvements; and b) what are the variables that drive 
the success of cost accounting systems. Our research shows that hotel managers 
need to be convinced about the use and performance benefits of such systems in 
the decision making process.  
 
Keywords:      Cost Accounting, Decision Making, Luxury Hotels, Greece 
 
 
INTRODUCTION 
 

Managers everywhere make decisions based on accurate and timely 
information related to the internal and external environment of their 
organizations. While gathering external information depends on the 
quality of the overall state of the economy (accounting for transparency, 
administration, reliability, etc.) in which a firm and its competitors 
operate, managing internal information flows varies from one company to 
another. Regardless of its type, every internal reporting system of every 
firm depends on accounting channels of reporting, namely on managerial 
accounting. Managerial Accounting (which includes Cost-based 
Management, Budgeting and Budgetary Control) is concerned with the 
estimation of expenses and investments that a firm is willing to make in 
order to achieve its business goals, improve control procedures and foster 
monitoring of its financial status. Using the right costing system (Full 
Absorption Costing, Marginal Costing, Activity-based Costing - ABC, 
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Standard Costing), combined with the right IT support can significantly 
improve the information flows to the directors of a firm. The effectiveness 
of such a system is reflected on the soundness of business decisions made 
by the firm’s executives and is measured by the performance targets of 
the firm. As company needs grow and company sizes expand, demands 
on reporting (and its support functions) are multiplying. In this context, 
commercially-available information systems allow companies to 
customize them based on their internal needs, so that they can play a key 
role in making strategic and tactical decisions while boosting the overall 
image of the firm in the eyes of internal and external stakeholders.  

A field that is of particular interest for studying managerial 
accounting systems in the service sector is tourism, and especially hotels. 
Costing of hotel products (part of service costing) aims at controlling 
costs (in order to reduce them while improving quality) and using them 
for making strategic and tactical decisions. Although manufacturing is the 
usual field for developing and applying theories of managerial 
accounting, the peculiarities and special circumstances of hotels require 
more than just a simple adaptation of existing theories. During the last 
few decades, in parallel to the growth and expansion of the hotel sector, 
there was an expansion in the range of offered services, with a 
corresponding distortion in the boundaries between business functions 
(Rowe, 1993; Field, 2008).  

Modern hotels, especially luxury hotels, do not simply offer lodging, 
food and beverage services; they provide an extended range of services, 
many of which are offered by non-hotel companies (e.g. conference 
facilities, spa, golf courses, etc.). In addition, a hotel is a place where 
offering services to third parties coincides with customer consumption. 
The number and peculiarities of such activities further complicate the cost 
cost/return equation and the making of relevant business decisions. The 
cost/return approach per individual activity is not applicable anymore, 
because in certain cases there are ‘points of attraction’ that do not 
generate net gains but they instead lead to revenues from related 
activities. In other cases, there is lack of necessary capabilities for 
performing multiple activities (Hemmington and King, 2000). At the 
same time, tourist packages, especially the all-inclusive ones, make cost 
considerations even more difficult as a host of other issues emerge, such 
as taxation (Bekiaris and Pinakoulaki, 2006). 

The need for cost-based management of hotels is this obvious and is 
already well documented (Sharma, 2002; Mongiello and Harris, 2006; 
Mia and Patiarb, 2001; Harris and Brown, 1998), as the use of a cost 
system would reveal a firm’s strengths and weaknesses, allow economies 
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of scale, improve pricing strategies and define the relationships that link 
capital, labour and materials. However, there are relatively few research 
findings on the adoption of costing systems by hotel accountants and 
managers. This article investigates the perceptions of hotel accountants 
and managers on how cost-based management and decision making are 
linked within hotel operations. The focus of our research was the luxury 
hotel sector in Greece – a mature destination with a variety of 
characteristics (Strong seasonality, family-owned hotels, small number of 
publicly traded hotel businesses, etc.). In Greece, despite the fact that 
tourism is a key industry and a significant revenue source for the state, 
there is no Greek Uniform System of Accounts for Hotels (GUSAH), as 
one could find in countries like the UK (“A standard system of accounts 
for hotels”, published by the National Economic Development Council) 
or the United States (Uniform System of Accounts for the lodging 
industry, published in 1996). Accounting for hotels in Greece follows the 
Greek Uniform System of Accounts (GUSA), which is based on the 
Italian and French Systems of Accounts. GUSA includes an optional 
group of accounts for monitoring costs. 

This article is structured as follows: first, there is a brief presentation 
of the cost definition process in a hotel business, placing emphasis on the 
peculiarities of the sector and the offered goods and services. Next, there 
is an analysis of research findings of various international research efforts 
related to cost-based management of hotels. In the last part of this article, 
there is a detailed description and analysis of research findings from an 
extensive survey of luxury hotels in Greece. 
 
BRIEF PRESENTATION OF THE COST DEFINITION PROCESS 
IN A HOTEL BUSINESS 

 
Costing records and presents financial and non-financial information 

related to the acquisition and consumption of resources by a financial 
unit. It provides relevant information to both financial accounting and 
managerial accounting (Hornegren et al, 1997; Hilton et al, 2000). 
Costing in a hotel business is comprised of a set of concepts and 
techniques that aim to alleviate the gathering, analysis and use of 
historical costs and other cost categories for use in the decision making 
process (Fay et al, 1976).  

Hotel executives need accurate and timely information regarding 
their costs, as would their manufacturing counterparts. However, due to 
differences in the nature of activities and services offered by hotels 
(including idle costs, range of offered services, geographical distribution 
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of hotels that belong to a hotel chain, cost structure, etc.), several costing 
systems used by manufacturing firms are not suitable for use in the hotel 
sector (Jones and Lockwood, 1995; Harris, 1992 and 1995). 

According to Pellinen (2003), there are no extensive references in the 
international research literature on the use of costing by tourism 
businesses, and especially hotels. In contrast, Harris and Brown (1998) 
claim that over the last few years, there is significant research interest in 
costing an managerial accounting issues in the hotel sector. This 
difference of opinions may be attributed to the lack of applying new 
costing and managerial accounting practices in the tourism sector. 
According to Potter and Schmidgall (1999), managerial accounting in the 
hotel sector is attracting serious research interest. 

The cost identification process for different types of tourism products 
and services is similar to that followed by manufacturing firms as well as 
by firms in other sectors. 

An indicative list of tourism products is as follows: 
• Lodging service. 
• Food service and beverages services. 
• Telecommunications service. 
• Laundry service. 
• Swimming pool service/ sea sports services 
• Safe deposit service. 
• Fax/Computer facilities services. 
• Secretarial services. 
• Transportation service (to and from airports, ports, etc.) 
• Health services (spa, thalassotherapy, massage, etc.) 
• Art/Cultural services/ Sightseeing service. 
• Other services.     
The cost structure of tourism firms is based on their administrative 

structure which is reflected on their corresponding organigrams. For every 
organizational unit, there is a corresponding set of profit centres, cost 
centres, investment centres and other centres of accountability. 

 The basic cost subcategories or basic cost centres of a hotel business 
are the following: 

• Hotel’s Operational Function 
• Marketing and Sales function 
• Financial and Administration function 
• Financial Function 
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Every basic function or cost subcategory is further divided into sub-
functions or cost centres, e.g. hotel’s operational function, tourism 
product development, etc.  

More specifically, every hotel unit is comprised of Divisions and 
Departments that correspond to the unit’s cost centers. 

Based on the cost structure of a hotel unit, itemized expenses are 
distributed and allocated to the functions responsible for incurring the 
corresponding operational costs. The cost of support functions is allocated 
to the main support centres in order to generate the total cost of the main 
centres. Support functions are administratively part of the Production 
function (i.e of the hotel’s operational function). Support cost functions 
produce outcomes that contribute to the main cost centres of a hotel.   

Hotel businesses share a key characteristic in terms of the 
products/services they offer: the latter are consumed on the day of or 
during production time, thus creating revenues for the department or costs 
for the cost centre to which they belong. Hence, every operational 
department acts as both a cost centre and a profit centre. Costs are 
therefore linked to corresponding revenues that are created from the 
consumption of a product or service that is developed or offered by each 
operational unit. If we further add the cost of the Marketing function, the 
total figure leads to the definition of Gross Income. The latter 
encompasses the profitability and productivity aspects of both a 
department and the service line or tourism product it offers. 

  
REVIEW OF COSTING SYSTEMS LITERATURE 

 
Research findings in the UK (Drury et al, 1993), the United States 

(Green and Amenkhienan, 1992), Australia (Blaney and Joye, 1990) and 
Belgium (Kerremans et al, 1991) reached a common conclusion: direct 
costs account for 75% of total production costs, while the remaining 25% 
is attributed to indirect costs. Drury (1993) found that 13% of those 
surveyed indicated that indirect costs amount to 12% of total production 
costs while 19% of the sample said that indirect costs correspond to more 
than 37% of total production cost. Most hotels have a large fixed costs 
component (Kotas, 1997, Brignal et al, 1991), corresponding to almost 
three quarters of total costs. For example, fixed costs for rooms (mostly 
comprised of salaries and related personnel costs) correspond to 15-20% 
of sales revenues, while variable costs are much lower (mostly comprised 
of laundry costs, internal supplies costs, etc.). Fixed costs for food and 
beverage services are high and include salaries and related personnel 
costs. The related variable costs are also high and include energy costs. 
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High fixed costs result in high gross margins, implying that any increases 
in total revenue will result in significant growth of a hotel’s net income 
(Kotas, 1982). 

In a survey conducted by Brignall et al. (1991), researchers observed 
hotel chain operations and defined certain practical guidelines for costing. 
They concluded that hotels are using the profit margin ration more than 
the profit contribution ratio. In addition, cost management of hotels is 
based on cost centres that are defined in terms of hotel departments and 
functions.   

   In another survey conducted by Hyvonen (2005), researchers 
surveyed corporate attitudes towards managerial accounting systems on a 
sample of 132 of the most advanced Finnish companies (drawn from the 
forestry, basic materials and electronics sectors). The systems were 
graded based on their offered benefits and the results were compared 
against survey findings drawn in Australia by (Chenhall and Langfield – 
Smith, 1998). Marginal Costing is used by 94% of the surveyed 
businesses, followed by Full Absorption Costing (86%) and Activity-
based Costing (86%). These results reinforce the findings of Lukka and 
Granlund (1996) who observed that Marginal Costing is dominant within 
Finnish firms. According to Laitinen (1995), there are three different 
classes of Finnish businesses that have adopted or are currently adopting 
ABC, with corresponding percentages of 39%, 26.7% and 39.3%. 

   Virtanen et al (1996) claim that none of the 12 Finnish firms they 
observed practiced Activity Management, as they prefer other costing 
methods and techniques. According to Malmi (1999), the adoption rate of 
ABC among Finnish firms is close to 12.7%. 

In a follow up survey, Brignall (1997) assumes that Standard Costing 
by service sector firms, like hotels, is less adopted when compared against 
manufacturing firms. Nevertheless, he believes that applying Standard 
Costing to standard services can provide real benefits to hotel owners. 
The most important issue for service sector firms is maximizing dynamic 
operational parameters, thus resulting in better cost control. 

The three most popular practices embraced by the majority of Finnish 
firms are (Hyvonen, 2005): 

• Profitability of products per profit centre 
• Budgeting for cost control 
• Marginal Accounting. 
Activity-based Costing is not widely used, while Target Costing has 

low adoption rates. In terms of the future plans of Finnish firms, Hyvonen 
(2005) indicates the following targets: 

• Pay more attention to the analysis of profitability per product 
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• Conduct surveys on customer satisfaction 
• Budgeting for monitoring inter-departmental and cross-firm 

cooperation 
• Activity-based Costing 
• Benchmarking 
• Team working across the firm 
• Balanced scorecard 
In a survey conducted by Pellinen (2003) on six tourism businesses, 

the researcher observed that Variable Costing is used by the majority of 
the surveyed hotels. This is due to the fact that only indirect costs could 
be attributed directly to products, as the sources of these costs can be 
objectively measured based on consumption of goods or services. 

In the following table, we present the levels of adoption of costing 
systems in Australia and Japan, as researched by Wijewardana and 
DeZoysa (1999): 

 
Table 1. Adoption rates of costing systems in Australia and Japan 

 

Costing System Australia 
% 

Japan 
% 

Real Cost 31 48 
Standard Costing 69 31 
Full Costing 30 27 
Marginal Costing 17 20 

 
 We observe that Standard Costing is the most popular costing system 

in Australia. Real Cost tops the list in Japan, with a percentage of 48%. 
According to research findings by (Venieris et al, 2003), it is worth 

noting that the level of adoption of Activity-based Costing by Greek 
service sector firms is 44.7%; this is higher than the percentage of service 
firms using Full Absorption (39.5%). Activity-based Costing is also 
highly popular among commercial firms (37%). The results of our survey 
are closer to surveys on Finnish firms: Lukka and Granlund (1996) report 
an adoption rate of 6% while Rautajoki (1995) reports that 10% of 
surveyed firms were using ABC. In addition, surveys on US firms 
indicated low levels of adoption for ABC: 17%, according to Groot 
(1999), or 24.4%, according to Frey & Gordon (1999). In another survey 
conducted in Canada, Armitage and Nicholson (1993) showed that only 
14% of the sampled firms have adopted ABC within some 
function/department. 
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EMPIRICAL RESEARCH 
 
Survey Parameters 

 
This research was conducted during the months of February, March 

and April of 2006. The survey population was comprised of the all luxury 
hotels in Greece (i.e. those with a five-star rating, as defined by the Greek 
legislation, which refers to the adoption of the international star-rating 
system by Greek hotels). In order to collect the corresponding data, we 
used the hotel database on the website of the Greek Hotel Chamber. We 
chose to observe the Greek luxury hotels because they better conform to 
the requirements of our research: 

• they have better accounting department operations 
• they have recognized the need for better cost control, due to their 

sales volume and growth potential. 
• They may also use more than one costing system. 
The sampling method we used was cataloguing/census-based, as we 

requested data from the whole target population of 155 Greek luxury 
hotels. The total population size was 155 Greek luxury hotels (as of the 
end 2005) and the sample size of respondents was 72. In order to ensure 
reliable and high quality results, we initially surveyed five luxury hotels. 
Based on the outcomes of this pilot phase, as well as on our review of 
relevant international literature and on extensive discussions with 
personnel from the pilot phase hotels, our survey questionnaire was 
recalibrated in order to better reflect the goals of our research. 

 
Presentation of Research Findings 

 
Based on the aforementioned international surveys, our research 

aimed at collecting data for analyzing the following issues on cost 
practices of Greek luxury hotels: 

1. adoption of different types of costing systems 
2. handling of particular issues in the costing process of hotel 

operations 
3. presentation of hotel personnel opinions related to their 

satisfaction from using their costing system, as well as from 
using the law-enforced CMA (Cost Monitoring Accounts) 
system 

4. presentation of additional needs for cost control and decision 
making, as stated by hotel personnel. 
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Effectiveness of pricing methods based on marginal cost 
 
A key question aimed at exploring the opinions of hotel personnel 

about the effectiveness of the Marginal Costing system. Surveyed 
personnel could grade the system on a 5-grade Likert scale, with values 
ranging from ‘inadequate’ to ‘very good’. 

According to our findings, 31.9% of respondents graded the system 
as ‘average’, while 43.1% gave it a grade of ‘good’; this is explained by 
the nature of hotel operations. 
  

Table 2. How effective do you consider the Marginal Costing 
System? 

 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Inadequate 2 2.8 2.8 2.8 
Below 

Average 11 15.3 15.3 18.1 

Average 23 31.9 31.9 50.0 
Good 31 43.1 43.1 93.1 

Very Good 5 6.9 6.9 100.0 
Total 72 100.0 100.0  

 
Marginal Costing is used by hotels for cost structure and pricing 

reasons. Direct costs of hotels comprise the largest part of their total 
production costs. In addition, according to Kloock and Schiller (1997), 
Marginal Costing is mostly used for short-term planning, whereas 
Activity-based Costing is the preferred costing method for long-term, 
strategic planning. Our survey results match those of international surveys 
that show Marginal Accounting is the most popular accounting system 
used by hotels (Hyvonen, 2005; Lukka and Granlund, 1996; Drury, 
1995). 

 
Standard Cost 

 
With regards to Standard Costs recording, we asked that respondents 

choose a sentence that better reflects their opinion on the difficulty of 
recording Standard Costs.   
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By studying the responses, we concluded that the majority of 
respondents (41.7%) believe that it is possible to record standard costs but 
that is a difficult process to be maintained by a business. On the contrary, 
17 of the 58 hotel personnel that answered this question believe that 
standard costing enforces high productivity levels that are difficult to 
sustain. 

In seasonal businesses, like hotels, that exhibit special characteristics 
in the structure of both their fixed and variable costs, it is not surprising to 
find that the adoption of standard costing may create more problems than 
it solves. According to Brignall (1997), Standard Costing for service 
firms, like hotels, is rare due to their low level of activity during certain 
periods in a year. 

 
Know-how and usage of ABC 

 
The questions referring to Activity-based Costing were: a) “Are you 

aware of Activity-based costing?” and b) “Do you use Activity-based 
Costing?” We combined the analysis of these two questions in order to 
reach conclusions about hotels that are aware of the ABC system and 
choose not to use it. Answers to these questions were provided by all 
surveyed hotels. 

According to the data we collected, 51 hotel managers of the 
surveyed hotels (70.8%) were aware of Activity-based Costing but only 
14 of them actually use it, thus resulting in an adoption rate of 19.4%. In 
addition, 20 hotels (27.7%) declared that they were neither aware nor 
were users of Activity-based Costing. 

The results of our survey are in contrast to the very positive levels of 
Activity-based Costing adoption reported by (Venieris et al, 2003). 
According to their functions, it is worth noting that the level of usage of 
Activity-based Costing by service sector firms is 44.7% - this is above the 
percentage of service firms that use Standard Costing (39.5%).  

 
User’s Satisfaction from Accounting Costing System 

 
A modern Managerial Accounting Information System is a reporting 

system for providing the management of the firm with specialized 
financial reports as well as information deemed necessary for decision 
making, such as budgets, deviations from norms and responsibilities 
(Hall, 1998). 

Management Control Systems include all techniques and mechanisms 
used by businesses for achieving stated goals and strategies 
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(Cunningham, 1992). These systems pertain to either administrative 
activities (such as costing, budgeting and budgetary control) or to issues 
related to the behaviour and performance of personnel.  

One of the most important tools for measuring corporate performance 
is Managerial Accounting and its applications. Through proper 
Managerial Accounting applications, corporate performance can be 
measured through either stock prices and financial ratios of a firm or the 
use of advanced performance measurement techniques, such as the 
balanced scorecard (Kennerley, 2001; Rom et al, 2007). In terms of 
MAIS, a firm must observe the cost-benefit profile of their adoption and 
implementation. This is because, on the one hand, the MAIS end-users 
are the company personnel itself and user-friendliness should be a key 
implementation parameter; on the other hand, MAIS must include costing 
and budgeting tools that are important for cost control and decision 
making. The goals of an operating unit for costing are linked to MAIS 
goals (Varvakis, 2003): 

• Increased accuracy in recording corporate performance. 
• Exercising pricing strategies. 
• Control of production effectiveness. 
• Pinpointing of activity levels where the company achieves 

optimal cost. 
Taking into consideration the variety and special characteristics of 

luxury hotel services, we investigated the level of satisfaction of hotel 
personnel by the data provided by the Accounting-Costing system of a 
hotel. Surveyed firms were asked to grade their satisfaction on a 5-grade 
Likert scale, with values ranging from “Somewhat dissatisfied” to “Very 
satisfied”. It is worth noting that the majority of respondents (54.2%) 
were neither satisfied nor dissatisfied from existing MAIS, while the 
percentage of respondents that were highly satisfied by their Accounting-
Costing system is very low. 

We received answers to this question from all surveyed firms and our 
findings are as follows: 
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Table 3. Satisfaction level regarding the accounting-costing MAIS 
of a firm 

 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Somewhat 
dissatisfied 13 18.1 18.1 18.1 

Neither satisfied 
nor dissatisfied 39 54.2 54.2 72.2 

Somewhat 
satisfied 13 18.1 18.1 90.3 

Very satisfied 7 9.7 9.7 100.0 
Total 72 100.0 100.0  
 
Implementation of Cost Monitoring Accounts 

 
As we have already mentioned, Greek Uniform System of Accounts 

(GUSA) includes an optional group of accounts for monitoring costs like 
the one used in the French System of Accounts. The System of Cost 
Monitoring Accounts (CMA) was introduced in 1980, under the title 
Analytical Accounting, as part of the GUSA. CMA is concerned with the 
identification of: a) costs related to basic organizational functions and cost 
centers; b) costs of goods per category and type; c) mixed results per 
category and type of stock sold; and d) accounting monitoring of stock 
per category, type, volume and value. 

We briefly mention that CMA is concerned with allocation of stock, 
expenses (such as salaries, rents, taxes, etc.), revenues and results to the 
bearers of costs, revenues, income and results. 

We thus aimed at measuring the number of hotels that have 
implemented CMA through their IT systems. We explored the 
relationship between the following questions: “Are you following CMA 
rules in your firm?” and “Is there an IT support system for CMA?” The 
percentage of responses was 98.6% of the total number of surveyed firms. 

Based on aggregate results, 30 out of 71 hotel units follow CMA 
rules, but 22 of them do not have a corresponding IT support system. This 
intensifies the need for better and more complete communication of 
financial information to hotel management as the lack of such IT systems 
complicates the handling of the multiplicity of accounting costing 
parameters on a hotel’s operations. The majority of the surveyed firms 
(41; 57.7%) do not follow CMA rules. 
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Exploring hotel personnel opinions on the suitability of CMA 
 

We also investigated the link between the following questions: “Are 
you using the CMA?” and “Is the law-enforced CMA system 
appropriate?” The analysis of responses on these questions is based on the 
outcome of the previous questions that indicated a negative attitude by 
hotel management towards the adoption of CMA rules. We received 71 
responses on these questions (98.6% of sample size).  

Based on these responses, which are summarized in the following 
table, only 14 hotels believe that the current law-enforced CMA system is 
appropriate; 9 hotels actually use it while the remaining 5 do not. It is 
worth noting that 57 hotels believe that the CMA system is problematic, 
even though 21 of them actually use it. The analysis that follows 
emphasizes the requirement of firms, and especially hotels, for 
amendments and improvements of the current CMA system, which does 
not fully address the special circumstances of firms and may require 
changes in the timing and enforcement of the Full Absorption. 

 
Table 4 

 

  

“Is the law-enforced CMA 
system appropriate?” 
 

Total 
Are you using the 
CMA system? Yes No 
 Yes 9 21 30 
  No 5 36 41 
Total 14 57 71 

  
Suitability of the CMA system and necessity for GUSAH 

 
In order to reinforce the hotel’s arguments about the inadequacies of 

the CMA system, we cross-analyzed the following questions: “Do you 
consider the development of Greek Uniform System of Accounts for 
Hotels (GUSAH) a necessity?” and “Is the law-enforced CMA system 
appropriate?” We received answers from all the surveyed firms. 

Based on the findings on these questions that are shown on the 
following table, it is worth noting that 51 hotels (70.8%) believe that the 
development of a GUSAH is a necessity, while stating that the law-
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enforced CMA system is inappropriate. Only 6 hotels (8.3%) gave totally 
negative feedback. 

This analysis emphasizes the requirement of firms, and especially of 
hotel units, for amendments and improvements of the current CMA 
system, which does not fully address the special circumstances of firms 
and may require changes in the timing and enforcement of the Full 
Costing system. 

Correlation of questions “Do you consider the development of 
GUSAH a necessity?” and “Is the law-enforced CMA system 
appropriate?” 

 
Table 5 

 

 

“Is the law-
enforced CMA 

system 
appropriate?” Total  “Do you consider the 

development of GUSAH a 
necessity?” 
 

Yes No 

 Yes 8 51 59 

  No 6 7 13 

Total 14 58 72 
 
Costing and time-based allocation of idle costs of hotels 

 
The cost of low-activity characterizes seasonal sectors, and especially 

the hotel sector. We investigated how hotels handle this issue through the 
following questions: “Should costing include idle costs?” and “How do 
you allocate idle costs in your hotel?” We received answers from 100% of 
surveyed firms. 

In our sample, 54 out of 72 hotel units (75%) believe that costing 
should include idle costs. In terms of cost allocation, 44 of them (81.4%) 
allocate costs on a 12-month basis, while 10 hotels allocate costs on a 10-
month basis of hotel activity. Only 18 businesses indicated that costing 
should not include idle costs, even though 14 of them allocate such costs 
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on a 12-month basis and 4 hotels allocate such costs on the period they 
are actually active and operating. 

 
Productivity/Performance per customer class parameters and 
importance of performance monitoring in the decision making 
process 

 
The relevant questions were the following: “Are you monitoring 

productivity/performance per customer class parameters? For example, 
per country of origin, tourist package, etc.” and “Do you believe that such 
costing criteria are useful in decision making?”   

Based on responses we gathered, only 17 hotels are monitoring 
performance per customer class parameters and consider it an important 
costing criterion that is useful in decision making. In contrast, 52.7% of 
respondents do not monitor performance per customer class parameters, 
as they do not believe that such action will provide them with information 
that can be useful in decision making.   

 Correlation of questions “Are you monitoring 
productivity/performance per customer class parameters? For example, 
per country of origin, tourist package, etc.” and “Do you believe that such 
costing criteria are useful in decision making?”  

 
Table 6 

 
 

 

“Do you believe that 
such costing criteria are 

useful in decision 
making?” 

Total 
 “Are you monitoring 
productivity/performance 
per customer class 
parameters? For example, 
per country of origin, 
tourist package, etc.” 
 

Yes No 

 Yes 17 0 17 
  No 17 38 55 
Total 34 38 72 
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CONCLUSIONS 
 

Given the importance of the hotel sector in the global economy, it is 
necessary to apply management control systems in hotel businesses. Hotel 
managers should monitor the external business environment in order to 
define appropriate and effective strategies. Decision making should be 
based on Managerial Accounting tools, including costing, budgeting and 
budgetary control tools. Separating hotel operations into multiple parts 
and identifying costs for each part is a way to analyze information on the 
performance, profitability and overall financial status of a hotel. Using the 
appropriate costing system (Full Absorption Costing, Marginal Costing, 
Activity-based Costing, and Standard Costing) will result in proper 
identification of costs and profitability of hotel units. In addition, hotel 
management control systems should contribute to the use of budgets as 
forecasting tools, the recording of business environment effects on a 
hotel’s operations and the planning and control (Sharma, 2002). 
Organizations and businesses that compete in an economic environment 
of new product/service development are more open to adopting new 
managerial practices, which are usually endorsed by higher management 
aiming at improving processes and information flows (Gosselin, 1997).  

In Greece, the majority of hotels are family-owned. Even hotel chains 
do not fully follow modern costing practices, as shown by our survey 
results. An exception to this rule is publicly-traded luxury hotels (there 
were three such hotel businesses at the time of our survey). 

Summarizing the key findings of our survey, it is worth noting the 
following: 

• Greek luxury hotels that use costing tools allocate costs per 
profit centres and per cost centres; they do not allocate costs per 
customer class, stay or room type. Only 12.2% of surveyed 
hotels allocate costs per customer class. This is because such a 
cost allocation is predicated on Activity-based Costing that is 
used only by 19.4% of the surveyed hotels. 

• A key finding was that 54.2% of surveyed hotels were neither 
satisfied nor dissatisfied by their accounting-costing MIS. This 
proves: a) the lack of awareness among hotel personnel about the 
benefits that a modern IT system can offer, and b) the negative 
attitude towards using modern costing methods that demand 
support by IT systems. 

• Regarding the need for GUSAH, responses are very positive 
(70.8% of surveyed hotels). In contrast, hotel personnel are 
negative towards the CMA System (79.1%). We believe that this 
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gap (which is observed despite the fact that both offer 
standardization) is attributed to the difficulty in complying with 
the high demands imposed by CMA and to the lack of proper 
support by IT systems. 

As described earlier, the main goal of costing is the accurate 
recording and allocation of costs to goods, services and customers. With 
the use of managerial accounting tools, these elements will improve the 
quality of information flows used for decision making. The decision 
making process is alleviated when all data used in the process are based 
on accurate, complete, flexible, relative, simple, double-checked, 
accessible, secure, reliable, timely and value-based information (O’ 
Connor, Martinsons, 2006). The use of MAIS in the hotel sector is 
deemed necessary as they will minimize costs related to the allocation and 
transfer of information and knowledge to and from end users. This further 
entails timely and continuous data feedbacks to the system and its users, 
as well as establishing auditing and monitoring processes for the system. 

We believe that this study is part of a broader future research effort 
which will investigate the use of budgeting and budgetary controls by 
hotels, based on costing studies for hotels. If all the tools of managerial 
accounting are deployed within hotels settings and are monitored by 
modern MAIS, hotel managers will have more complete, timely and 
accurate consultation on: a) cost behaviours; and b) decision making for 
both short-term and long-term planning. 
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TOURISMOS 
An International Multidisciplinary Journal of Tourism 

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

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

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

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

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

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

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

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

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

• Full papers and all other types of manuscripts should be emailed 
directly to the Associate 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) 
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