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EDITORIAL1 
 

This is the eleventh issue of TOURISMOS, starting its sixth year of 

publication (volume six). In the previous ten issues, our multidisciplinary 

journal aimed at justifying the rationale behind establishing 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, travel, leisure and 

hospitality. 

 

In this context, the present issue is significantly larger than previous ones, and 

it contains ten research papers, five case studies and two research notes with 

an international flavour. The research papers address a number of topics 

namely development of urban tourism in Cyprus, second homes and tourism 

policy, hotel training using ROI technique in Turkey, market segmentation in 

wine tourism, management of uncertainty in tourism, community-based 

tourism in El Salvador, ethics in hotel managers’ decision-making, and 

gendered leisure travel. With respect to the case studies, various interesting 

topics are examined, such as MICE tourism in Piedmont, nautical tourism and 

sustainable development in Croatia, environmental education in tourism, 

ecotourism and regional economy in India, and the rent-a-car industry in 

Argentina. Last, two interesting research notes are presented, namely nature-

based tourism in Malaysia, and transportation and tourism development in 

Nigeria. 

 

Based on the previous analysis, we trust that you will enjoy reading the 

present issue, and we look forward to presenting you our next issue in autumn 

2011! 

 

Paris Tsartas    Evangelos Christou 

Editor-in-Chief   Editor 
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NICOSIA - CONCERTED RETAILING AND TOURISM 
STRATEGIES TO AWAKEN A NEGLECTED AND 

SLEEPING BEAUTY 
 

Rudi Kaufmann1 
University of Nicosia 

Werner Gronau 
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Nicosia, the last divided European city, is only able to skim a small portion of the 
tourist purchasing power compared to the other tourism strongholds of the island 
and, at the same time, does not utilize the existing cultural potential in an efficient 
way. Therefore, this paper aims to contribute to the valorisation of the existing 
potential in a customer oriented manner. Concerted international (UN Nicosia 
Master Plan) and national (Strategic Plan 2010) strategies reflect the intended 
revival endeavours. For this new orientation to be successful the paper hypothesizes an 
effective interplay between tourism and retailing to happen and, for this reason, analyses 
the motives and satisfaction levels of tourists to Nicosia with regards to both, tourism and 
retailing offers. The paper focuses on the tourist segment with higher educational levels 
(and implicitly higher financial potential) as the communication objectives foresee to 
position the island mainly in the mind of this segment. The paper concludes, in line with 
recent developments with regard to tourist consumer profiles, that the concept of 
authenticity plays an increasing role when explaining the satisfaction levels of this 
specific segment and provides practical recommendations. 
 
Keywords:  Retail, Tourism, Culture, Authenticty, Nicosia, Cyprus 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Since the political independence of Cyprus in 1960, a nation-wide 
effort towards the development of a modern tourism destination was 
vigorously encouraged. The loss of the main tourism spots in Kyrenia and 
Famagusta, as a result of the Turkish intervention and occupation in 1974, 
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Rudi Kaufmann, Werner Gronau & Savvas Sakkadas 

 

led to the establishment of new tourist areas. Typically, the development 
in the late 70’s and the early 80’s focussed on classical “Sun & Beach”-
destinations. This led to a rapid development of an accommodation 
infrastructure during the 80’s and early 90’s. Responding to the decline in 
the 90s, the so-called Strategic Plan 2010 was developed. This plan, 
however, mainly focuses on making-up for the as-yet unrealised trends 
such as diversification and upgrading of the tourism product. 
Nevertheless, this new plan set new and very valuable trends for the 
introduction of new tourist offers aiming at new target groups, as, for instance, 
special interest tourism or cultural tourism. Especially, the role of the capital 
Nicosia is supposed to be redefined due to the less sun and beach oriented forms 
of tourism promoted in the strategic plan.  

 
NICOSIA- STARTING INTO A NEW TOURISM ERA 
 

Nicosia is mainly used as a destination for one-day trips from the sun 
and beach destinations in Larnaca, Limassol, Agia Napa and Paphos. 
However, the ongoing efforts of the United Nations in co-operation with 
local authorities in the form of the so called “Nicosia Master plan” for 
upgrading and rehabilitation of the historic centre, which has suffered 
through the warlike conditions and the disregard of the local stakeholders, 
represents a new potential within the historic centre. Entire streets of 
houses, as well as cultural landmarks such as the former Turkish bath, 
Churches and mosques have been restored in order to preserve the 
multicultural character of Nicosia. The central axis of the historic centre, 
Ledra Street was upgraded and transformed into a pedestrian zone with a 
multitude of retail shops. Furthermore, financial incentive schemes for 
renovating traditional architecture were put in place serving to improve 
the city’s appearance and attraction. Similar efforts of the United Nations 
are primarily aimed at preserving the multi-cultural heritage of the island 
in order to stress the role of all ethnic groups and their role in the island’s 
history. This approach is supposed to create awareness for the common 
culture of all groups on the island and therefore be the initial step towards 
a reconciliation of the ethnic groups and a possible solution to the Cyprus 
Problem. So far, however, the overall potential of those activities, for 
instance, for the upgrade of Cultural Heritage, the tourism industry and 
retailing, has barely been realized. Considering those facts, a detailed 
knowledge about the perception of the tourists with regards to the walled 
city of Nicosia and their spatial behaviour within the walled city was 
investigated. Therefore the study includes the following elements: 
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• Orientation: An analysis of the areas of main tourist attraction 
within the walled city.   

• Interests: An analysis of the main activities and interests of the 
individual tourist 

• Satisfaction: A customer satisfaction evaluation of the existing 
offers  

• The influence of authenticity on the satisfaction level with the 
City as a whole, its cultural sites and shopping facilities 
(especially souvenirs).  

 
LITERATURE REVIEW 
 

The paper refers to the ongoing debate on the merger of leisure, retail 
consumption and culture previously perceived “to be separate and distinct 
realms” (Goulding, 2000, p. 835). It investigates the satisfaction levels of 
tourists to Nicosia regarding various elements of the tourism value chain 
embracing a range of retail services as shopping (especially souvenirs), 
gastronomy and the experience of cultural heritage sites. In its total sum, 
these factors constitute a destination’s attractiveness “thereby also 
affecting tourists’ judgments regarding quality and satisfaction levels with 
the vacation experience” (Weiermair, 2000, p. 398). Based on the Hong 
Kong case, Shuk-Ching et al (2008) refer to and confirm the findings of 
authors who acknowledge retail’s contribution to a destination’s 
attractiveness (Yuksel, 2004; Lehto et al, 2004), to the destination’s 
success due to high levels of shopping (Turner and Reisinger, 2001; 
Dodds and Butler, 2010), to the tourists’ satisfaction with service 
standards (Kozak and Rimmington, 2000) as well as to the tourists’ 
inclination to re-visit the sites (Kozak and Rimmington, 2000). 
Interestingly, Yuksel (2004, in Shuk-Ching et al, 2008, pp. 351/352) 
actually regard shopping as an “underlying motivation and incentive for 
people to travel”.  
 
Profiles of tourists 
 

Explaining tourist behavior Plog (1974) in his psychographic 
research studies refers to four typologies: psychocentrics, near- 
psychocentrics, near-allocentrics, and allocentrics. Other relevant, more 
general typologies of tourist behavior refer to ethnic, cultural, historic, 
environmental and recreational aspects (Smith ,1989). In their studies on 
the cultural tourist, Ashworth  and Turnbridge (1990) identified two types 
of cultural tourists:  the intentional who is attracted by the variety of 
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heritage sites in a particular destination; and the incidental whose primary  
motivation is  not  culture. Similarly, Richards (1996) distinguished 
between the specific cultural tourist, a habitual consumer of culture, and 
the general cultural tourist who is only an occasional consumer. Wickens 
(2002) points to the difference among each category to be determined by 
the motivation at the moment of choosing a holiday, the type of activity, 
and the prevailing perception of destination.  
 
A social trend toward authenticity 
 

One of the first who raised the issue of authenticity was MacCannel 
(1973) and authors such as Taylor (2001) and Wang (2000) who stated 
that almost anything in today’s market is associated with the notion of 
authenticity. According to Wang (2000) authenticity is a modern 
phenomenon and value resulting from the experience of in-authenticity. 
Goulding (2000b, p. 836) confirms this view by stating that the desire for 
authentic experience is the “modern embodiment of the religious pilgrim, 
but since postmodern society is essentially inauthentic, those who seek it 
must look elsewhere”. A form of achieving this is the experience of the 
past. Referring to Laenen (1989) Goulding (2000b, p. 836) reasons 
increased heritage interest with “the moral, social and identity crisis 
experienced over the past decades”. In the same vein, Cohen (2004) 
argues that the tourists’ concern for authenticity depends on a person’s 
degree of alienation from modernity. Authenticity is regarded to be 
central to the phenomenon of heritage tourism (Boyd, 2002). 
McKercher/Du Cross (2002) and Boyd (2002) stated that the degree of 
authenticity of the built environment often serves as the basis for cultural 
heritage tourism. Cultural heritage assets are being altered, renovated, 
protected or even rebuilt as part of the conserve. 

 
Visitor Experience  

 
According to Smith, (2003) and Schooten, (1995) one of the key 

words relating to heritage interpretation is experience with possibly all 
senses. Moreover, Handler (1986, p.2) holds that “the search for the 
authentic cultural experience is based on the unspoiled, pristine, genuine, 
untouched and traditional”. Heritage interpretation, in order to enhance 
the visitor’s sense of a place and place identity, should be planned and 
designed with that outcome in mind (Uzell, 1996; Shin, 2009). Screven 
(1986) and Shackley (1999) suggest that the visitor needs to feel well 
oriented to enjoy the experience, and locate the visitor in terms of time 
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and space. Lack of information and interpretation may result in 
disorientation and confusion. Wang (2000) and Swarbrooke (1994) refer 
to a situation where cultural sites, to be experienced as authentic, must be 
marked for visitors, whereas the very process of marking these sites as 
authentic denies them the chance of being truly authentic. 

 
Tourist profiles as to authenticity 
 

Cohen (1988) asserted that the degree of authenticity sought depends 
on the consumer profile. Referring to tourist profiles he defines existential 
tourists, who abandon modern life in search of the other: They will be the 
most concerned with authenticity, as are experimental tourists. In 
addition, experimental tourists also seek to participate in the authentic life 
of others; hence, they still follow strict criteria for evaluating authenticity. 
Recreational tourists, he argues, have less strict criteria and are willing to 
accept something as real for the sake of experience.  
 
Shopping and Consuming cultural heritage  
 

For the last three decades an increasing popularity of the past can be 
witnessed that directly involves marketing, selling and consumption of 
various products, services and experiences (Chronis, 2005). What is 
actually appreciated in the consumption of the past depends on a variety 
of factors, including cultural background (Weiermair, 2000; Kayat, 2010), 
prior knowledge, nostalgia proneness (Goulding, 1999), and personal 
involvement (Goulding, 2000a). 

According to Reville and Dodd (2003) the most important single 
element in shopping is authenticity of heritage merchandise. However, 
there is a risk of consumer ambivalence that can be partly attributed to the 
absence of definite standards to evaluate and authenticate the purchase 
(Chhabra, 2005). In the context of a retail shop, what is presumed to be 
authentic is based on the interpretation of the displays by the viewer 
(McIntosh and Prentice, 1999).   

Shopping souvenirs has been identified as an important factor of 
tourists’ behavior (Ross and Iso-Ahola, 1990). This view is confirmed by 
Kent et al (1983, in Shuk-Ching et al, 2008) holding that buying 
memorable things is an essential part of every tourist trip. Purchased 
souvenirs might have a bearing on the spiritual and behavioral repertoire 
of a person as they help the tourist remember a certain time and 
experience (Gordon,1986; Littrell, 1990).    
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METHODOLOGY OF THE STUDY 
 

The research objectives were to investigate the motives and the level 
of satisfaction of the tourists to Nicosia with the ‘tourism package’ 
(various elements of the tourism value chain). A main research objective 
was to investigate the influence of authenticity on the satisfaction level of 
tourists with the different elements of the tourism package (the city as a 
whole, cultural sites and shopping (especially tourism shopping). As to 
socio-demographic factors, the study focussed on a differentiation of the 
sample members as to educational levels. It was hypothesized that both, 
cultural sites and retailing (shopping) constituted equal motives for 
visiting the walled city of Nicosia. Furthermore, it was hypothesized that 
authenticity has a stronger influence for sample members with higher 
levels of education (university education) compared to sample members 
of lower levels of education.   

The research method was a quantitative survey using a standardized 
questionnaire as the research technique. There were two parallel surveys 
using an identical questionnaire, one including all hotels within the walled 
city - the question within a period of two weeks resulting in 64 usable 
questionnaires and one survey within the context of highly structured face 
to face interviews. This survey took place on two weekdays mid of 
September 2006 from 10-18 o’clock to avoid a big number of locals in the 
area. The 248 usable questionnaires were distributed by German students 
from the University of Trier, Department of Tourism, based on 
convenience sampling also considering spatial varieties. Therefore, 6 
different locations within the walled city were used to conduct the 
interviews. The choice of the locations was on the one hand based on the 
main tourist areas; on the other hand it was supposed to provide an 
overview on the frequency of tourists within certain areas of the walled city.  
 
FINDINGS - PRELIMINARY RESULTS OF THE STUDY 
 

The present article will concentrate only on several aspects of the overall 
study and represents only the first preliminary findings; it will focus especially 
on the opportunity to utilise the rehabilitated areas within the walled city for 
tourism purposes in order to decentralise tourism activities and, at the same 
time, upgrade the tourism product by including additional retail attractions.  
 
 
 
 

 20



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 6, Number 1, Spring 2011, pp. 15-29 

UDC: 338.48+640(050) 

Spatial Orientation of tourists within the walled city   
 

When analyzing the spatial allocation of tourists within the old city-centre 
the dominating role of the very small tourist zone, so called “Laiki Gitonia”, 
becomes obvious; 75% of all interviewees visited the area; in this area also the 
majority of souvenir-shops is to be found. Other attractions are visited in 
general in a decreasing frequency depending on their distance from this tourist 
area. The second visible concentration of tourists is to be found along so called 
“Ledras Street”, the pedestrian zone of Nicosia and therefore the area with 
highest amount of retail-shops. In general a strong spatial concentration of 
tourists within the touristic area and the pedestrian zone, has to be stated.  
 
Reasons for visiting Nicosia 
 

Appendix 1 reflects that the City itself and the Cultural Sites are the 
most important reasons to visit the City. Souvenirs, Shopping or 
Gastronomy were perceived as less important. This figure implies that 
Retailing activities of tourists might happen as a consequence or side-
effect of pre-dominant cultural motives, consequently, rejecting  
hypothesis 1.  
 
Satisfaction levels 
  

Appendix 2 implies areas for further improvement (especially 
referring to tourists with a higher educational level) as to the quality of 
souvenirs, the value for money relationship, onsite information, aesthetic 
image of the city, role of traditional food and authenticity.  
 
The role of authenticity on the satisfaction level regarding the 
City itself, its cultural sights and souvenirs 
 

As to the overall attractiveness of the city, authenticity expressed in 
preservation of cultural heritage plays a very significant role especially 
amongst higher educated people (see Table 1). Other, however far less 
influential relevant predictors refer to their specific interest, and 
cleanliness. For tourists with a lower educational level the predictor 
‘aesthetic image of the town’ explains the satisfaction level to a much 
higher extent than the second predictor relating to authenticity (Appendix 
3).   
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Table 1 Role of Authenticity on overall satisfaction with the City 
itself (high educational level) 

 
Model Summary (all factors) 

Model R R Square Adjusted 
R Square 

Std. Error of 
the Estimate 

1 .744(a) .554 .545 .431 
2 .842(b) .709 .698 .351 
3 .872(c) .760 .745 .323 

a  Predictors: (Constant), Preservation/ of local character 
b  Predictors: (Constant), Preservation/ of local character, Value/interest 
c  Predictors: (Constant), Preservation/ of local character, Value/interest, Cleanliness 
 
The role of authenticity on the satisfaction level regarding the 
Cultural Sites 
 

Again, for the influence of authenticity on the satisfaction level 
regarding cultural sights tourists to be differentiated by their educational 
level.  Higher educated people care a lot for preservation and to a smaller 
extent for on on-sight-information (Appendix 4) while low educated 
people focus mainly on their specific interest related to the site and the 
existing facilities (Appendix 5).  
 
Role of Authenticity on overall satisfaction level as to 
Souvenirs 
 

Authenticity is after value for the money and customer service the 
third significant dimension explaining the overall experience in case of 
higher educated people. Just authenticity on its own has moderate 
explanatory power (Appendix 6). The only significant factor influencing 
the overall experience in case of lower educated people is the variety of 
products (Appendix 7a). Authenticity plays only a very small role for 
explaining the overall satisfaction level of lower educated people 9 
(Appendix 7b). As authenticity explains the satisfaction levels of the 
higher education segment with the various tourism package elements and 
plays only a very minor role for the segment with lower educational levels 
hypothesis 2 is confirmed.  
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CONCLUSIONS 
 

The findings show that tourist frequent major shopping areas but are 
not very satisfied (especially not the higher the educational level). 
Regarding the segment with an higher educational level Yuksel’s (2004) 
statement that shopping is an underlying motive to travel does not apply. 
Vice versa, it might be argued that for this segment the motive and 
interest for shopping might be derived from the interest for cultural or 
heritage sites. Tourists with a higher educational level might be regarded 
as intentional (habitual) cultural tourists compared to those with lower 
educational level which might be perceived as incidental (occasional) 
cultural tourists. This implies to differentiate marketing strategies and 
tactics as to these different segments. The aspect of authenticity explains 
the satisfaction level of the segment with a higher educational level with 
all elements of the tourism package under investigation. Marketing 
strategies and tactics focusing on the segment with higher educational 
levels are suggested to entail:  
- Co-operation with the international tourism supply chain as to 

appropriately consulting this segment on the location of choice 
- Planning and organizing interactive events with an emphasis on 

experience 
- Concentrating on culture/heritage/authenticity aspects in advertising 

and, especially, positioning strategies to create a favorable perception 
of the destination. Some of the currently aired spots in international 
TV positioning Cyprus as the ‘all year round island’ or ‘sun & beach 
island’ do not seem to be consistent with the preferred values of this 
segment.  

- The quality of souvenirs should be upgraded. 
- Products should have a better value for money relationship. 
- Onsite information should be improved. 
- Care should be taken for the aesthetic image, traditional food and 

authenticity. 
Limitations of these preliminary study findings refer to a lack of 

differentiation as to other socio-demographic factors of the sample, 
profiles of authenticity seekers, specifically culturally based perceptions 
of both, visitors and suppliers, and product categories (i.e. fashion).  
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APPENDICES 
 
Appendix 1 Tourist motives 

 
 
 
Appendix 2 Satisfaction shopping in general (Range: 1 (very good 
– 5 unattractive) 
 

Aspect worst rated variable  
(for each category) overall high edu. 

Shopping  Value for the money  2.76 2.91 

Souvenirs  Quality of souvenirs  2.92 3.14 

Sights  Onsite information  2.68 2.89 

Restaurants  Role of traditional food  2.46 2.53 

Bars  Restrooms  2.41 2.24 

City  Aesthetic image of the 
city  2.49 2.64 

Overall  Authenticity  2.35 2.42 
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Appendix 3 Role of Authenticity on overall satisfaction with the 
City itself (lower educational level)  
 

Model Summary (all factors) 

Model R R Square Adjusted 
R Square 

Std. Error of 
the Estimate 

1 .694(a) .481 .478 .499 
2 .749(b) .561 .556 .460 

a  Predictors: (Constant), Aesthetic image 
b  Predictors: (Constant), Aesthetic image, Preservation/ of local character 
Role of Authenticity (Preservation) on the overall satisfaction level as to cultural sights 
 
Appendix 4 Role of Authenticity on overall satisfaction with 
Cultural Sites (higher educational level)  
 
 Model Summary (all factors) 

Model R R Square Adjusted 
R Square 

Std. Error of 
the Estimate 

1 .774(a) .600 .593 .439 
2 .821(b) .675 .664 .400 

a  Predictors: (Constant), Preservation/Renovation 
b  Predictors: (Constant), Preservation/Renovation, Onsite information 
 
Appendix 5 Role of Authenticity on overall satisfaction with 
Cultural Sites (lower educational level)  
 
 Model Summary (all factors) 

Model R R Square Adjusted 
R Square 

Std. Error of 
the Estimate 

1 .752(a) .566 .545 .352 
2 .811(b) .657 .623 .321 

a  Predictors: (Constant), Value/interest 
b  Predictors: (Constant), Value/interest, Facilities 
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Appendix 6 Role of Authenticity on overall satisfaction with 
Souvenirs (higher educational level) 
 
 Model Summary (all factors) 

Model R R Square Adjusted R 
Square 

Std. Error of 
the Estimate 

1 .605(a) .366 .340 .518 
2 .725(b) .526 .485 .457 
3 .781(c) .609 .556 .425 

a  Predictors: (Constant), Value for money 
b  Predictors: (Constant), Value for money, Customer service 
c  Predictors: (Constant), Value for money, Customer service, Authenticity of products 
 
Appendix 7 Role of Authenticity on overall satisfaction with 
Souvenirs (lower educational level) 
 
Appendix 7a  Model Summary (all factors entered) 
 

Model R R Square Adjusted 
R Square 

Std. Error of 
the Estimate 

1 .739(a) .546 .495 .550 
a  Predictors: (Constant), Variety of products 
 
Appendix 7b Model Summary (only authenticity) 
 

Model R R Square Adjusted 
R Square 

Std. Error of 
the Estimate 

1 .417(a) .174 .119 .618 
a  Predictors: (Constant), Authenticity of products 
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This paper is concerned with the preferences of the rural residents living in areas 
subject to rapid second home tourism development in Iran. Since second home 
development could have positive and negative social, cultural, economical and 
environmental impacts for local residents, planning policies should take into 
consideration public opinions and preferences for future planning and 
developments. Using a choice experiment method, we attempt to estimate the 
values that the rural households in Tehran province would place on different 
impacts of second home development policies. 

 
Key words:    second home, tourism, choice experiment method, Tehran. 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 

 
Second home tourism has been a subject of study by researchers from 

different fields such as geography, tourism, planning, economics, and 
sociology over the past three decades (Coppock, 1977; Williams and Hall, 
2000; Williams and Hall, 2002).  Increasing accessibility and mobility 
and elevated levels of leisure associated with second homes have 
significantly contributed to the growing interests and importance of this 
type of tourism and line of research. In developing countries where big 
cities are facing major socio-economic and environmental problems, 
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second homes play a key role in more affluent residents’ decision to build 
or purchase second homes in rural areas for weekends, holidays, and 
summer vacations. While this seems a rational and reasonable choice for 
the second home owners and users, second home development and 
associated uses have various impacts on local and rural communities that 
need to be understood and addressed (O’Reilley, 1995, Williams et al, 
1997; Hall et al., 2003). Although a few studies have tried to examine the 
local impacts of second homes to native residents, there are needs for 
further analysis of such impacts especially in developing countries 
(Williams and Hall, 2000; Muller et al, 2004). These impacts and other 
related issues have not been fully explored and addressed, especially 
within the developing countries context like Iran where there has been a 
huge expansion in the second home ownership in the past two decades 
with limited development controls in place. Most studies suggest that a 
great deal of empirical investigation is required to elucidate the nature and 
impact of second homes on host communities, not only in the predictable 
second home hot-spots such as lakes and sea coasts but also in the rural 
areas, where growing number of second homes are being developed 
(Visser, 2003).  

Although a large number of towns and villages along the Caspian Sea 
coastlines, and increasingly in its interiors, have grown significantly as a 
result of second home development, very little research have been done 
concerning this phenomenon in Iran. Recognition of the impact that 
second homes create for host communities has recently started to draw 
attention at the highest levels in planning and policy making in Iran. 
There is a growing interest from planners and policy makers to control 
and manage this growth by imposing various development controls. This 
study aims to measure local residents’ preferences for alternative second 
home development policies and contribute to the existing research in this 
field. The rest of this paper is organized as follows. Section two provides 
some backgrounds to the second home concepts and their local impacts.  
Section three introduces the study area. Section four explains the choice 
experiment design and the survey instrument. Findings are presented in 
section five and, finally section six concludes the paper with some policy 
recommendations. 
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SECOND HOME IMPACTS AND DEVELOPMENT POLICIES 
 
Marsden (1977) has classified second homes into four categories:  

private homes often visited at the weekend and on holidays by the family 
and non-paying guests; commercial holiday homes, which are used as 
private holiday homes but are let at high season to defray costs; 
intermittently comprised private holiday homes, often purchased for 
retirement but meanwhile let out as commercial holiday homes, apart 
from occasional family use; commercial holiday homes, owned as an 
investment and usually let and managed by an agent. Studies show that 
most of second homes are used by owners.  While second home 
development is not limited to rural areas and it might include homes in 
urban areas (Muller et al, 2004; Akal, 2010), most of the second homes 
have been developed and used in rural areas.  

Impacts and issues related to second homes were first discussed in 
the literature during the 1970s by Coppock (1977), Marsdan (1977), 
Crofts (1977) and developed further by Nijkamp et al (1993) and Muller 
et al. (2004) among others. Second home developments could have 
significant positive and negative economic, socio-cultural, and 
environmental impacts on local communities. Various factors such as the 
second home users and forms of use, the extent and type of development, 
and the local capacities determine the size and types of the impacts.  

As has been demonstrated at length over more than two decades of 
detailed research second home development has had wide impacts 
(Sharpley and Telfer, 2002; Gronau, & Kaufmann, 2009). The past 
decade has seen the impacts of second homes to host regions in 
overwhelmingly negative terms (Gallant and Tewdwr-Jones, 2001; 
Mihalic 2002; Richins and Scarinci, 2009). Important here is that these 
negative impacts are seen as near-generic in terms of second home 
development. Most of the studies have argued that second home 
development holds significant implications for the host or local 
communities, not only in terms of job and income generation and capital 
transfer, but also the distortion of land, house and other prices in local 
markets (Williams and Hall, 2002; Visser, 2003). For example, Gartner 
(1987) and Riebsame et al (1996) demonstrated that the price of 
agricultural land, and that of rural towns and hamlets, may be inflated by 
second home development.   

Second home development could also have particular socio-cultural 
impacts on the destination communities. For example, it has been noted in 
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the literature that many of the second home owners and users have 
different perceptions of rural life, and that these perceptions may conflict 
with everyday practices in, and the values of, local communities. This 
conflict may be limited to personal disputes between neighbors or may 
spill over into community-wide political conflicts over such issues as 
development permissions and landscape management (Phillips, 1998). 
The impacts of second home tourism on local communities’ culture and 
social structures are very complicated and depend very much on the type 
and users of second homes. The influx of more affluent urban residents 
can lead to resentment within the local community and to a dilution of 
local culture. In some areas, second home developments can cause 
displacement of local residents due to increases in property taxation and 
increasing consumer price levels (Nordin, 1993). Moreover, the local 
population may also feel displaced by the second homeowners in respect 
of the time-space use of social services and recreational areas (Aronsson, 
2000). Displacement risks are lower in areas where second homes are 
mainly converted former permanent houses. Depopulation provides the 
space for newcomers (Muller, 1999).  

On positive socio-cultural impacts side it is argued that second home 
owners regularly visit their homes and care about the area especially 
when they have family links (Kaltenborn, 1997). This means that second 
home owners adapt to local culture and traditions and make efforts to 
integrate with local communities. Place attachment of second home 
owners is a long term process as it takes years for a second home owner 
to be considered a legitimate part of the local community (Wall, 1997). 
Once accepted second home ownership contributes to the protection of 
local culture by simply upholding settlement structures and the landscape 
(Grahn, 1991).  

Second home development has its own positive and negative 
economic impacts for local population. Second home development entails 
economic benefits for the local population by diversification of the 
economy, income and job creation. Recently second home development 
in rural areas has been considered as an alternative to agriculture and an 
approach to diversify the rural economy (Fleischer and Tchetchik, 2005). 
Second home development could enhance infrastructure development, 
consequently benefiting the agricultural sector (Fox and Cox 1992). 
However, studies have shown that the two sectors compete over labor and 
land (Hermans, 1981). Second home is not stimulating the development 
of those businesses usually considered part of the tourism industry. 
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Instead enterprises providing building material, furniture, household 
equipment and everyday commodities benefit primarily from second 
home tourism. Therefore, second home tourism might not contribute 
significantly in creating new jobs, but does maintain and secure already 
existing jobs. Even tourism enterprises may profit, due to the additional 
demand formed by second homeowners and often their accompanying 
visitors. Hence, second home contributes to maintaining the service 
supply in remote rural areas by maintaining local markets without 
necessarily stimulating new business development. Second home 
development, however, is not able to compensate for the spending power 
of permanent residents lost through rural depopulation. Furthermore, as 
homeowners are closely attached to the area surrounding their second 
home, trips occur without further marketing and promotion.  

Second home development could reduce the availability of housing 
for local people due to increasing land and property values and 
development restrictions. It is argued that the demand for second homes 
in popular rural areas raises the cost of housing to the extent that local 
people are no longer able to afford to buy houses (Cho et al. 2003; Kayat, 
2010).  

This mix of positive and negative socio-cultural, environmental, and 
economic impacts of second home developments, makes planning and 
policy making a rather difficult task.  In order to maintain a balance 
between the conflicting impacts of second homes on rural areas, planners 
and policy makers need to take into consideration the rural residents 
preferences. Therefore, the challenge facing planners is the need to design 
policies that can balance between the demands of wealthier urban 
residents wishing to develop or buy second homes in the rural areas and 
the preferences of local communities. Obviously, local residents 
understand and appreciate the positive impacts of second homes and do 
not prefer planning policies that eliminate such opportunities. Finally, as 
compared to other forms of tourism, second home tourism may be seen as 
a valuable contribution to sustainable tourism development in rural areas.  

With all these impacts second home development has been a 
challenging concept in tourism and development planning (Wolfe, 1970; 
Paniagua, 2002; Muller et al, 2004). Some consider second home 
development as a result of fundamental changes in industrial societies 
(Coppock, 1977) that led to higher incomes, fewer working hours and 
longer leisure times (Sharpley and Telfer, 2002). These changes have 
caused significant growth in second home development (Williams and 
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Hall, 2000). Moreover, there have been economic incentives behind 
second home developments since many second home buyers look at them 
as an investment. A wide variety of land development policies and 
planning strategies have been designed for achieving sustainable and 
responsible tourism and second home development. These include 
implementing a range of innovative zoning practices, growth management 
programs, environmentally friendly building design and construction 
standards, development impact fees, and property taxes (Inskeep, 1987; 
Sweeting, Bruner, and Rosenfeld, 1999, Hoogendoorn and Visser, 2004; 
Kelly et al., 2007). In combination, these strategies are designed to 
minimize the negative impacts of second home tourism on local natural, 
built and socio-cultural environments. These policy options could limit 
growth of second homes and subdivisions in certain areas and encourage 
the creation of more compact and mixed development patterns of second 
homes that minimize travel distances, facilitate walking and cycling, and 
reduce the demand for energy, water services and building materials 
(Inskeep, 1987, 1991; Quilici, 1998). For instance, by increasing the set 
back rules from sensitive environmental elements such as rivers, streams 
and landscapes, significant decreases in the levels of environmental 
impacts may be possible. The main challenge especially in developing 
countries is that development and planning rules are not established and 
fully implemented.  However, it has been argued in the literature that such 
forms of developments are potentially more feasible in second home 
tourism than in other urban settings because second home owners and 
local residents may be more aware of and concerned with the quality of 
the environmental amenities they experience in such places (Bauer and 
Chan, 2001). 

In this context, the main aim of this paper is to make a contribution 
towards addressing the impacts of second home development through the 
lens of local residents’ preferences for various development alternatives. 
The analysis of rural residents’ preferences for second home development 
policy options will use the random utility theory developed to estimate 
non-market values for environmental goods and policies (Adamowicz et 
al., 1998). Specially, this study will present the use of choice experiments 
as a mechanism to analyze preferences of local residents of rural areas 
impacted by second home developments.   
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THE STUDY AREA  
 
Rudbar Ghasran County with an area of about 373 square kilometers 

is situated in the northern periphery of Tehran and in the foot of Alborz 
Mountains. It consists of 22 villages and one town. In total these villages 
have 3304 households with a population of 11732.  There is a range of 30 
to 90 kilometers of distance between these villages and Tehran.  Jajrud 
River passes through the region and Latian Dam supplys more than 
800,000 cubic meter water everyday for Tehran (35% of the total water 
consumption in Tehran). Due to its mountainous and attractive landscape, 
clean air, moderate summer and snow covered peaks; it attracts tourists, 
especially in the summer months. Second home ownership is becoming 
the dominant forms of tourism in the area (Rezvani, 2003). Out of 14787 
homes, 71% (10540) belongs to the second home owners. Total number 
of second home dwellings has increased from 1050 in 1983 to 3162 in 
1993 and to 10540 in 2004. Massive physical expansion of Tehran and 
increase in the environmental pollution has played significant roles in 
second home growth in this rural setup. On average, second home owners 
stay around 65 days in their homes each year. Around 10% of the second 
homes are within the existing villages, 76.7% adjacent to the existing 
villages and 13.3% are in the surrounding areas of the villages. Owners of 
the second homes are normally the high income families of Tehran, 
majority of them come from the high income districts of the city. 
 
CHOICE EXPERIMENT DESIGN 

 
The choice experiment method (CEM) is a multi-attribute preference 

elicitation technique first used under the conjoint analysis name by market 
researchers to evaluate potential new products and new markets for 
existing products (Louviere, 1998,). The CEM is considered as a 
preferred method when socio-cultural and environmental attributes are 
involved (Baarsma, 2003). The CEM is an easy, flexible, reliable and 
useful method and as such has attracted more researchers and decision 
makers (Powe et al., 2005) and it is often regarded as the most feasible 
method in valuation of multi-attribute services and decisions (Johnson 
and Desvousges, 1997). The CEM enables researchers to estimate the 
value and impact of several attributes on decisions in one study. This is 
useful because many policies are more concerned with changing attribute 
levels (Hanley et al., 1998). The CEM allows respondents to 
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systematically evaluate trade-offs among multiple or different types of 
attributes (environmental and non-environmental) that may encourage 
respondent introspection and facilitate consistency checks on response 
patterns (Johnson and Desvousges, 1997).  Finally, studies show that the 
results of this method are very close to individuals’ real world choices and 
preferences (Louriere et al., 2000; Hanley et al., 2003). There has been 
significant progress in the use of CEM in tourism context in recent years 
such as recreational destination choices (Louviere and Timmermans, 
1990; Claveria and Datzira, 2009), tourism packages (Dellaert et al., 
1995), rock climbing (Hanley et al., 2001), recreation demand (Hanley et 
al., 2002), ecotourism development (Hearne et al., 2002). 

Theoretically, the CEM is based on the Lancaster demand theory and 
the random utility theory (RUT) (McFadden, 1974; Luce, 1999). 
According to the Lancaster theory individuals’ decision to choose 
between different goods, services or alternative policies depend on the 
services that good or option provide to them (Lancaster, 1966).  In other 
words Lancaster argues that the utilities that individuals obtain from 
goods or alternative options are not because of the goods o options 
themselves but because of their attributes (Karousakis and Birol, 2007; 
Dodds and Butler, 2010). The RUT is based on the hypothesis that 
individuals will make choices based on the characteristics of the good as 
objective components along with some degree of randomness as random 
component (Snowball and Willis, 2006).  Accordingly, the choice among 
two or more alternatives can be modeled using a random utility model 
(Peters et al., 1995; 2000; Carlsson and Martinsson, 2001).   

According to Hanley et al. (1998) researchers can infer four pieces of 
information from choice experiment method. First, which attributes 
significantly influence choice; second, the implied ranking of these 
attributes; third, the marginal willingness to pay (WTP) for an increase in 
any significant attributes; and forth, implied WTP for a program which 
changes more than one attribute simultaneously. 

The choice experiment method was implemented in this study to 
elicit local residents’ preferences for various planning and policy options 
with different potential environmental, social, cultural, economic, and 
housing and land prices attributes. A typical choice experiment design 
consists of three main components (Louviere et al., 2000; Green and 
Srinivasan, 1990): 1) defining attributes and their levels, 2) creating 
scenarios, 3) determining choice sets and obtaining preference data. 
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To define the attributes first a list of desired policy impacts was 
developed on the basis of a literature review of the impacts of second 
homes and consultation with experts and preliminary interviews with 
residents in the study area. In order to keep the total number of attributes 
as low as possible to reduce the complexity of choices 4 impacts or 
attributes and a price attribute were considered: (1) impacts on local 
environmental conditions (air, noise, waste), (2) impacts on local social 
conditions, (3) impacts on local economic conditions, (4) impacts on local 
cultural conditions, and (5) impacts on land and property values. All 
attributes were specified at 5 levels, where the mid level of each attribute 
represented the current condition and the other 2 levels showed the states 
of incremental improvement or deterioration of conditions. These levels, 
except for the impacts on land and property values, were described in 
qualitative terms due to uncertainty over the precise impacts of policies. 
The land and property value attribute comprised of 5 levels from no 
change to 50 or 100 percent increases and 50 to 70 percent decreases.   

The third step in CEM involves creating choice scenarios. If the 
number of attributes and levels is small, all possible combinations could 
be used in the experiment. When the number of attributes and/or the 
number of levels increases the number of possible different profiles 
increases exponentially (Van-Poll, 1997; Curtis and Kokotos, 2009; Brida 
et al., 2010). Five attributes each with 5 levels provide a large 
combination of policy alternatives.  Therefore, an orthogonal design 
technique was used to reduce the total number of choices to a practical 
number (Louviere, et al., 2000). This technique selects a subset of all 
possible factorial combinations, which will have proper representation of 
the full set (Aas et al., 2000). After using this technique and removing 
some of the unreal choices 24 alternatives were derived and used in the 
questionnaire.  

After scenarios are extracted CEM researcher should prepare 
multiple choice sets that comprise two or more options to be presented to 
the responders. In this study, there were three options in each choice set.  
The choice sets were constructed from the design and they were randomly 
divided into 8 blocks. Each respondent was thus presented with 4 choice 
cards, each containing three alternatives. The respondent then indicated 
their preferred choice on each card.  An example choice scenario and 
attributes is shown in Figure 1. 

The survey questionnaire consisted of three parts. The first part 
included some questions to measure respondent's general attitudes toward 
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the economic, social, cultural, and environmental impacts of second 
homes and their life satisfaction. The second part dealt with socio-
economic characteristics of respondents (e.g. age, sex, income and so on).  
The third part contained the choice experiment questions designed to 
elicit respondents’ preferences for alternative second home policies. The 
data collected for this study are drawn from a sample of local residents 
(150) randomly selected from different villages in the study area.   

Direct interviews by trained interviewers were carried out in the fall 
2007. Interviewers explained the choices for the respondents to make sure 
that they understand each policy option clearly.  Prior to the main survey, 
questionnaire was pre-tested to discuss respondents' understanding of the 
questions. This was very important since majority of the respondents had 
low level of education.  Sample consisted of 150 rural residents that were 
randomly selected from 8 villages in the County from a local list of 
households provided by the village counties. Table 1 shows the 
demographic characteristics of the sample. 
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Figure 1 Sample choice card 
“Consider that the government intends to set some planning rules and 
construction policies for second home tourism development in this area. 
Some of these policies would probably increase development and 
construction of second homes and some other policies would probably 
decrease them.  In the following cards you are given three different 
second home policies and their potential impacts on local environmental 
conditions, local social conditions, local cultural conditions, and local 
land prices. Please carefully compare these three alternative policies and 
choose one that best meets your preferences” 

Attributes and 
impacts 

Second 
Home Policy 
1 

Second 
Home Policy 
2 

Second 
Home Policy 
3 

Local environmental 
conditions (such as 
noise, air, and water 
pollution) 

Worse than 
now 

Much worse 
than now 

Much better 
than now 

Local Social 
Conditions (such as 
social services ) 

Much better 
than now 

Better than 
now 

Much worse 
than now 

Local Economic 
Conditions (such as 
income and 
employment,) 

No change Better than 
now No change 

Local Cultural 
Conditions (such as 
local traditions and 
values) 

Better than 
now 

Better than 
now 

Worse than 
now 

Local housing and 
Land Values 

70 % 
reduction in 
local housing 
and land 
prices 

100 % 
increase in 
local housing 
and land 
prices 

No change in 
local housing 
and land 
prices 

I will choose    
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Table 1 Selected demographic characteristics of the sample 
population 

Variables Mean or percentage 
Years living in the area (Mean) 39.24 
Age (Mean) 41.9 
Gender (per cent men) 89.3 
Household size (Mean) 4.55 
Employment status (employed full time, 
employed part time, unemployed, retired, 
other- %) 

40.3%, 38.3%, 1.3%, 9.9%, 
5.7%   

Education (less than high school, high 
school diploma, more than high school) 

57.7 %, 30.3%, 10% 

Monthly income (Mean) US $ 400 
 
 
ANALYSIS AND RESULTS 

 
As mentioned earlier individual’s preferences for various alternatives 

goods, services, and policy options could be modeled and estimated using 
the Lancaster demand theory and the random utility theory (RUT). The 
utility function of individual i and its relevant indirect utility model for 
second home development policies can be denoted as: 

 

(1) 
 
where Uij indicates individual i’s total utility derived from second 

home policy alternative j; Vij indicates the objective component of the 
individual utility; εij is the random component that includes households 
characteristics; xj is a vector of attributes in policy alternative j; and Tj is 
the change in land and property prices for alternative j. The probability 
that individual i will choose second home development policy j in choice 
set C can be expressed as: 

 (2) 
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and the log-likelihood function is as follows: 
 

 
 
where dij is the dummy variable of choosing (choosing policy 

alternative j: 1, choosing any other: 0).  Assuming that the error term εij 
are independently and identically distributed with an extreme-value 
distribution, implies that the probability of any particular policy 
alternative j being chosen as the most preferred can be expressed in terms 
of the logistic distribution (McFadden, 1974). This probability can then 
be expressed as:  

 

   (3) 
 
Sigma is a scale factor for the extreme value distribution of the 

errors. 
 
The objective component of the utility can be assumed, for example, 

to be: 
 
V (x, T)=∑ βp xp+ βTT                            (4) 
 
where xp is the attribute of the second home policy alternatives; βp 

and βT  are coefficients. 
 
The coefficients are estimated by the maximum-likelihood 

optimization model using Equations (2)–(4). Equation (4) is differentiated 
into Equation 5: 

 

(5) 
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When the utility is fixed at the present level (dV = 0), and the 

attributes other than xp are fixed at the present level  
in Equation (6), marginal willingness to pay (MWTP) for attribute xp is 
described by Equation (6). 

 

   (6) 
 
 

Table 2 Binary logit regression results 
    
Variable Coefficient Z-statistic Significant level 
Constant -2.493005 -9.140052 0.0000 
Local Cultural 
Conditions 

-0.078678 -1.940572 0.0523 

Local 
Environmental 
Conditions 

0.126637 3.072114 0.0021 

Local Social 
Conditions 

0.064428 1.574207 0.1154 

Local Land Prices 0.471772 11.01314 0.0000 
Log likelihood -919.4896 
Restr. log likelihood -989.4603 
LR statistic (4 df) 139.9412 
Probability(LR stat) 0.000000 
Sample (adjusted): 1 1871 
Included observations: 1560  

 
Respondents’ preferences for different second home policy options 

were estimated using a logit regression. It has to be noted that we 
removed the impacts on local economic conditions from this models 
because of its close correlations with land and property value. The results 
are presented in Table 2. All regression coefficients are significant. The 
signs of all the attributes except for the “local cultural impacts” are 
positive. The results suggest that respondents prefer choices that increase 
local land and property values, local environmental quality, and local 
social conditions. It was found that respondents did not prefer policies 
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that improve local cultural conditions.  The significance of the local land 
prices as well as local environmental quality reveal that respondents care, 
to a great extent, about the second home policy options that increase the 
local land values and protect the environmental quality. Policies that 
improve social conditions are also important in respondents’ choices, but 
not as important as the other two attributes.  This means that these 
attributes significantly affect respondents’ decisions. 

Table 3 presents the MWTP values for each attribute based on the per 
cent changes in the local land and property values. These marginal values 
could be used to rank the importance of other attributes relative to the 
land and property values. It also shows respondents’ willingness to pay 
for each attribute. According to these findings respondents are willing to 
pay more for positive changes in the local environmental quality and local 
social conditions, but are not willing to pay for improvement in cultural 
improvements.  This might be due to the fact that they might consider the 
current amount of cultural situation satisfactory.  
 

Table 3 Marginal effects 
Variable Marginal effects 
Constant -5.28434 
Local Cultural Conditions -0.16677 
Local Environmental 
Conditions 0.268428 
Local Social Conditions 0.136566 
Local Land Prices 1 

 
 
CONCLUSION 

 
This paper examined rural residents’ preferences for hypothetical 

second home development policy measures using a choice experiment 
method. The main conclusions of this study are as follows: (1) sample 
rural residents if given the chance to give their voices on second home 
development policies, would choose policies that have the highest 
impacts on their property values; (2) people also care very much about the 
state of natural environment and highly prefer policies that improve or 
protect the environment; (3) With less but still significant values, local 
residents also prefer second home policies that take care of social aspects 
of local residents; (4) cultural factors are not only important for rural 
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residents preferences for second home policies; (5) the MWTP values 
show that rural residents are willing to pay for protecting the nature and 
social conditions by choosing second home development policies that less 
positive impacts on residents’ property values.  

These conclusions could have implications for the design and 
implementation of second home development policies and plans. For 
example, a policy with lots of emphasis on protecting local cultures is less 
preferred than one which has little emphasis on local culture. A policy 
which emphasises on environmental protection is more preferred as 
policies that put more emphasis on improving social conditions.  
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The design of new tourism products necessarily enters into the realm of 

uncertainty. Such uncertainty concerns the product developed and its later use as 

much as the way the design project is conducted. It can be linked to events either 

within or outside the firm. It will be considered to be acceptable by the design 

team concerned as long as it remains within a field of tolerance (domain of 

performance, “margin for random effects”, etc.), with the risk relating to how to 

egress from that domain. The first section addresses the issue of uncertainty in 

design and concerns the developed product and its later use just as the way the 

design project is pursued. The second section focuses on decision-making and 

how the various risks that can affect the firm and its environment are taken into 

account.  
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Decision 
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INTRODUCTION 
 

Today innovation appears to be vital, both for consumers keen on 

new products, and investors ever ready to seek out opportunities and a 

commercial advantage. Innovation is multiform and can concern a 

product or a service just as the organisation offering it. This has been 

covered by many research works, especially addressing the issues of the 

innovative firm, the scientific controversy or the running of industrial 

projects. But works devoted to the emergence of innovation in the design 

                                                 
© University of the Aegean. Print ISSN: 1790-8418, Online ISSN: 1792-6521 
 

 

 



Arlette Bouzon & Joëlle Devillard 

 

 54 

of new tourist-oriented products (Selmi, 2007, 255) are less common. In 

fact, design constitutes the real locus for the emergence of innovation in 

organizations.  

It entails the firm must be able to predict changes in its environment, 

and schedule the actions to be conducted; the innovations considered lead 

to the limits of the current state of knowledge and moreover remain 

sensitive to an uncertain environment
2
 that further exacerbates their 

complexity
3
. This difficult management in uncertainty

4
 is generally 

conducted through various forms of feedback and learning from the past, 

rounded out by individual and/or collective thinking of the players 

concerned who harness their specific knowledge to a social construction 

of knowledge. This ever more sophisticated process implies mobilising a 

host of forms of knowledge and players, both inside and outside the 

firm, who must understand each other and interact to attain a goal of 

collective creation while ensuring control over the associated risks, 

whether they be of a technical (reliability, availability and safety) or 

programmatic (costs and lead-times) nature. Their cooperation proves to 

be all the more crucial in so far as the quantity of information and the 

amount of knowledge to be harnessed increase, the cognitive 

interdependences become frequent, and the organization of the activity 

becomes awkward or even impossible to determine a priori (De Terssac, 

1996). This becomes all the more delicate a matter for designers in so far 

as risk is an eminently subjective notion that takes on board dimensions, 

which themselves are difficult to evaluate. The variegated perception of 

the players involved then has a biasing effect when it comes to taking 

action and tends to interfere with communication, both internally between 

                                                 
2 Besides natural hazards (earthquake, solar eruptions, etc.), such systems 

are also exposed to risks of malice (intrusion, piracy, vandalism, 

terrorism, etc.) or malfunctions of outside resources (information 

technology systems, for example). 
3 Here we shall not develop the various economic, political or social 

pressures likely to weigh on design. 
4 Uncertainty can be defined as the impossibility of describing events that 

have not yet occurred or not accessible to measurement (which 

measurement is itself marred by uncertainty). It can equally concern 

imprecise knowledge of physical phenomena and the value of certain 

parameters, and contingencies, that is the occurrence and amplitude of 

random events whether of a predictable nature or not. It covers the risk 

that can be identifiable and open to evaluation, but also sometimes 

impossible to apprehend. 
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the experts and the decision-makers, and outside the firm when the latter 

attempts to explain and give formal proofs of the uncertain situation to its 

customers and partners in the field of tourism. As a result, the 

management of uncertainty and communication prove to be in 

dissociable. 

The present contribution attempts to come to an understanding of 

both the multiple sides of uncertainty prevalent in the activity of tourism-

products designers and the processes through which the corresponding 

risks are constructed, apprehended and integrated by the concerned 

players. We shall privilege references likely to nourish reflection as to 

communications related matters especially through confronting it with the 

results of a survey5 conducted out in the field.  

In our contribution, we shall, in the first section, address the issue of 

uncertainty in design, which concerns the developed product and its later 

use just as how the design project is pursued. In a second section, we shall 

focus on decision-making and how the various risks that can affect the 

firm and its environment are taken into account. We shall see to what 

extent the ubiquity of uncertainty, affecting the available knowledge and 

the methods for evaluation of phenomena, make learning from the past 

procedures for evaluation and decisions to be implemented a delicate 

issue, while also making communication (internally and externally) a 

difficult matter.  

 

UNCERTAINTY IN TOURISM-ORIENTED DESIGN 
 

By its very nature, design is characterized by uncertainty and this all 

the more so in so far as it is innovative. This uncertainty concerns both 

the product developed and its later use on the one hand and the 

implementation of the design project on the other and can be affected by 

events both inside and outside the firm involved. It is considered to be 

acceptable by the project team as long as it remains within a domain of 

tolerance (domain of performance, margin for contingencies, etc); here 

the notion of risk conflates with the possibility of egress from such a 

situation. 

                                                 
5 We conducted a long-term survey into the communication process in 

how firms in the tourist sector structure their design processes. We 

favored a combinatory methodology (observation, interviews and study of 

documents) to give us a clearer picture of daily practices and better 

understand the representations of the players involved (designers, sales 

people, communication specialists, decision-makers, etc.). 
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Uncertainty as to the tourist product developed  
 

A product is the response to a demand or expectation (that can be 

more or less clearly formulated). This need
6
 of the end user may not or 

may no longer correspond to the designers’ apperception of it on which 

product development is based. Indeed, the expression of a need is always 

subjective, above all when it is not directly formulated by the dictator of 

choice but just by an intermediate player (the travel agency, for example) 

reckoning on a clear intention to buy (interpreted in turn by the marketing 

or sales department). Between the decision to design and that to make the 

product available, the need can change and make the sales proposal 

obsolete, either due to a variation in the expectations of the market 

(change in the environment, fashion effect, emergence of new standards 

as with that relating to sustainable tourism, etc..), or due to the arrival of 

more effective competing products.  

The product’s ability to respond to the need constituted the first 

element of uncertainty encountered by the designers questioned. This can 

relate to functionalities and performances that are not commensurate with 

those expected in the planned conditions for use (including operational 

characteristics such as reliability and availability of hotel 

accommodation), damage to the environment, considered to be 

unacceptable (pollution, meteorological disturbance, etc.) caused by the 

use or malfunctions in the tourist-oriented product, or risks relating to the 

safety or security of people or goods. Failure to achieve the expected 

performances can lead to problems anticipating phenomena that escape 

prediction (tsunami, economic crisis, etc.) or those that are known but 

neglected due to reasons related to confining uncertainty within 

acceptable costs (as with insurance expenses).  

This possible deviation between the tourist-oriented product and 

customer expectations
7 can also be due to unpredictable difficulties when 

it comes to implementation (as with national strikes as with those seen in 

Greece in December 2008) or the inadequate nature of validation 

procedures for results as compared with objectives (inadequate guarantees 

                                                 
6 The term “need” as used here refers to an implicit or explicit demand 

from a client or principal to which the design activity attempts to provide 

a response. “Functional analysis of need" has the aim of finding a way of 

expressing that need (standard NF X 50 - 151). 
7 Cf. the debates that took place at the conference “National tourism : at 

the heart of our growth” Paris, 18-19 June 2008. http://www.assises-

tourisme.fr/discours.html 
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from service providers, etc.). And even when all the obstacles have been 

overcome, outside changes, as with the appearance of new standards (cf. 

changes related to development and sustainable tourism) or new 

regulations that can lead to failure of certain suppliers, service providers 

or subcontractors, make some equipment obsolete (swimming pool, tennis 

court, hotels, etc.), and finally prevent fulfilment of the strategy.  

The perceived difficulties are also related to an underestimation of 

the complexity and innovative character of the technologies implemented 

(information and communication technologies not effectively controlled 

for example). According to the players questioned, these are largely 

caused by a “lack of competence”, zeal for “perfectionism” or “lack of 

alternative solutions”. They can also be related to management problems 

due to a chronic lack of personnel, an element which leads to take into 

consideration the links between uncertainty and work on a daily basis. 

 

Uncertainty during project roll-out 
 

Beside the tourist product itself, this other type of uncertainty 

generates a certain number difficulties likely to affect forecasts for the 

future. Indeed, random factors in development lead to drifting of costs 

and design and development lead times. While it would be unrealistic to 

attempt here to account for all the possible sources of uncertainty that can 

affect a project, a brief presentation of those most often mentioned during 

our interviews will nevertheless provide a clear illustration of the 

importance of information related aspects in the emergence of a tourist 

product. 

Project management mainly involves organising a process of 

acquisition of knowledge and decision-making while co-ordinating the 

activity of various specialists (Boutinet, 1998). Now, the acquisition of 

knowledge required for the project can be affected by a host of 

malfunctions, including especially patchy knowledge in the field of 

technology watch or capitalisation on know-how, too frequent rotation of 

personnel, an uneven representation of different skills, a dearth or 

conversely an excess of information available, the unreliable nature of 

that information or its non-synthetic nature. In this perspective, the 

quality of information exchanged becomes essential. This depends mainly 

on the “positive attitude” of the players whose behaviour can lead to a 

lack of transparency and mutual trust. Such behaviour patterns range from 

withholding information (seen as a way of holding power) to 

dissimulating errors that may have been committed (whence difficulties 

planning for the future on the basis of what has been learnt from the past), 
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and include the spreading of rumours or too much time spent in meetings. 

The relative performance of communication tools used and the possible 

existence of barriers between the various departments also play a major 

role in the circulation of information, as a number of research works have 

demonstrated (Lepine, 1999). This barrier between departments was 

systematically mentioned by the people we talked to, whatever their level 

in the hierarchy. 

 Furthermore, analysis of the situations by the various players 

concerned sometimes neglects certain aspects of the problems posed or 

remains restricted to the singular point of view of a particular speciality 

without seeking the best trade-off with other sectors. Now, globally 

optimising a tourist product rarely results from a sum of local 

optimisations. This quest for an optimum solution pre-supposes mutual 

understanding between players who are often highly specialised. Thus, to 

design a travel product to a new destination, a strategic player with an 

extensive range of knowledge needs to be appointed to conduct this 

barely perceived “work of articulation” that allows for “the collective 

efforts of the team to finally be greater than the chaotic efforts of the 

scattered fragments of work ” (Strauss, 1992 : 26). But this key person, 

taken to be the manager, is too often assigned that role for reasons 

unrelated to their abilities in coordinating things or acting as a mediator. 

The search for solutions and the corresponding choices can also lead 

to disappointing or even negative results, especially if the number of 

solutions open for consideration is limited ex ante. Now, the first solution 

found is often adopted and, where this is not the case, the optimum 

solution is not systematically taken up. Even if some working methods 

are an attempt to build on multiple criteria allowing a certain rationality to 

be devoted to procedures involving comparison between solutions, the 

approach finally adopted will nevertheless remain largely subjective. 

The decision-making process can itself be affected by multiple 

malfunctions. A number of these were explained to us by the design 

people interviewed, such as stasis due to “weak-willed decision-makers”, 

the absence of delegation, long decision-making circuits or the search for 

a compromise at all costs. Other malfunctions were recounted by the 

decision-makers themselves, as with the lack of consultation, failure to 

respect the decision-making process, conflicts of interest, resorting to 

“power games”, the lack of coordination between departments, etc. The 

consensus is that the decisions themselves suffer from a failure to take all 

their consequences into account, from an inadequate follow-up for actions 

decided on, just as “a low level of commitment from general 

management”. These difficulties are exacerbated by the fact that, often, 
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there is no structure for arbitration to settle conflicts, and choices are not 

covered by a validation procedure that may bring them into question 

(discussions, confrontations, comparisons, counter-evaluation, etc.). Our 

interviewees told us that such problems have become even more critical 

over the last few months. Is this an effect of the current economic crisis 

that has devastated leisure tourism? 

In this context, tourism design largely reflects that “paradoxical 

management” described by Boutinet in his works on project structures 

(1990). It also tends to reconcile theory and practice, with individual logic 

and collective logic, but also innovation and the rush to ensure lead-times 

are respected while also limiting, in so far as it is possible, the 

consumption of resources. Above all, it involves managing uncertainty, so 

that it will remain within a range of acceptable tolerance for the firm, its 

customers and its environment. Furthermore, this strategic activity 

concerns above all risk and how it is to be brought under control. The 

following paragraphs will deal with this issue, with a focus on the role of 

communication in decision-making.  

 

COMMUNICATION AND DECISION 
 

Risks of a technical, economic, human, social, organisational or even 

communicational nature can affect the firm and its environment. The 

tourism organization seeks to hedge against this through a rational and 

sustained approach to identify risks and bring them under control. This 

method addresses the main issue of safety, reliability and availability of 

the product during its design and use, right through to its being 

relinquished
8
. As the risks also relate to budget overspends and associated 

shifts in scheduling, the methods used are mainly based on feedback and 

the use of generic risk check lists (default of a service provider, a partner 

not having the necessary authorizations, etc.). 

But “The difficulties of transferring knowledge within the firm have 

been sighted both in theory and in practice” (Szulanski, 2003 and 

Rolland, Stanley, Perrin, 2007, 553). Moreover, communication on these 

risks is a delicate issue and corporate communication itself constitutes a 

risk for the organization.  

  

 

                                                 
8 Cf. the “Principle of precaution” and injunctions related to sustainable 

development. 
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Perception and decision 
 

The technically oriented approach based on feedback (involving 

boosting the amount of information stored) is often privileged in tourism 

organisations as it appears relatively simple and gives a certain illusion of 

comprehensiveness. But how to ensure that such information is both 

relevant and available?  

The formalization of various forms of knowledge in an appropriate 

language constitutes the essential condition for the success of any attempt 

to capitalize on and profit from prior experience. Now, a large number of 

players, whose levels of motivation may vary, are concerned by the chain 

of acquisition, capitalization and profiting from experience, that requires 

from everyone a minimum of effort (entering data, formulation, indexing 

documents, etc.) or even changes in habits (appropriation, consultation, 

taking such aspects into account in action, etc).  

 Some of them can prove to be all the less inclined to bring up their 

experience in the matter in so far as such information relating to crises, 

incidents or even accidents in the past brings back unhappy memories. In 

addition, the ex post facto perception of such unfortunate events 

fluctuates according to the period (cf. current debates as to the role of 

tourism in exhausting natural resources or its effects on local populations, 

for example), the specific cultural features of the players concerned, and 

their possible role at that particular time. 

What is more, the perception of risk is by nature subjective and often 

not commensurate with its true scale. It depends on the knowledge, fears 

and habits of all concerned or the possible sense of a challenge that risk-

taking represents for the individual. Thus, car drivers would seem to be 

unmoved by the many daily accidents caused by their usual means of 

transport whereas they are shocked by coach, train or plane accidents, 

however safer these latter are statistically. The perception of danger can 

arouse irrational fears and anxieties (Theys, 1991; Peretti-Watel, 2000; 

Zografos and Deffner, 2009), especially when it comes to events that are 

often amplified by the media effect or, conversely, the sense of thrill for 

the consequent risks (those induced by speed or the practice of sports in 

extreme conditions, for example). This perception of risk is all the more 

subjective in so far as the said risk combines two very different 

dimensions, the probability of the event’s occurrences and its seriousness. 

Now, frequent incidents with little serious effect are sometimes less well 

tolerated (cf. bad weather causing delays or disruption to public services 

as occurred in France in January 2008) than much more serious though 

exceptional accidents. This perception is culturally defined and depends 
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on social position as well as individuals’ systems of values. The works of 

Douglas and Calvez (1990) have explained, for example, some of the 

difficulties encountered by AIDS prevention campaigns, by the beliefs 

and ways of thinking of the groups targeted (representations of health, 

sickness and sexuality, etc.).  

Thus, as a result of the sometimes considerable gap between the 

perception of risk and its true scale, the real issue for the organization 

may well be more in correctly managing the perception of risk than the 

risk itself; with the risk only becoming “acceptable” if, in a certain way, it 

has been “accepted” (Godard, 1999). Unfortunately, few studies address 

the perception of risk in the tourist industry. However, recent studies on 

other fields of activity illustrate this difficulty. Here we could cite the 

context of the recent decision taken in Sweden: “Medical studies have 

shown that long-lasting exposure to electromagnetic fields generated by 

high voltage power lines very slightly increased the risk of leukemia 

observed in children. Although these results are subject to debate, it has 

been decided to bury these lines in the suburbs of Stockholm in order to 

eliminate this possible cause of illness. The cost of burying the lines has 

been estimated to come to 750 million US dollars per case of leukemia 

avoided. Compared with this, the risks related to smoking are well known 

and the effect of an anti-smoking campaign is reckoned to come to less 

than 500 dollars per case of cancer avoided.” (Sjöberg, 2001: 117).   

Thus, prevention policies are sometimes relatively ineffective as 

compared with the means implemented. (Duclos, 1996; Lascoumes, 1996; 

Azim, 2010). Let us take another example. In 1988, the principles for 

sustainable tourism were decided on by the WTO, defining it as a way of 

managing “all the resources allowing economic, aesthetic and social 

needs to be satisfied, and to preserve cultural integrity, ecosystems, 

biodiversity and life sustaining systems”. This form of tourism, that aims 

to take populations into account, fosters cultural diversity, seeks to 

support the local economy, and defends the idea that tourism is for all. 

Individuals, organizations and governments have devoted considerable 

efforts to identify the components of sustainable tourism and instigate 

methods to set up and evaluate such components over the last decade. But 

the actual results are meager; setting up this type of tourism remains an 

awkward matter often coming into conflict with the wishes of the local 

players or with the desires of organizations and governments. 

Another example is the determination to rapidly publicize the results 

of a policy to tackle oil slick problems led by the authorities keen to again 

welcome tourists where they used highly toxic dispersants that are more 

harmful to the environment than hydrocarbons. The current behavior of 
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the politicians when it comes to safety problems contrasts starkly with a 

certain reluctance or even failure to react that was observed in the past 

(Beck, 1993). But beside the determination to show an ability to ensure 

control over any type of situation, the behavior of decision-makers can 

also be explained by the overriding concern not to worry people to no 

purpose (Roqueplo, 1997; Duclos, 1996). “For a long time, a sense of 

balance prevailed: those able to make decisions benefited from a real 

credit rating in the view of other social groups. But, in modern society, 

the confidence granted to “experts cum decision-makers” has gradually 

been undermined.” (Hyard, 2000: 189).  

Moreover, the image of scientific experts in France has been sullied 

by a series of affairs relating to public health (contaminated donor blood, 

asbestos, the Chernobyl contamination in France wrongly denied, 

management of climatic catastrophes, etc.) and it has now become 

extremely awkward to communicate around the theme of risk. “However, 

it is not so much a reflex based on phobia and the ritualizing of ancestral 

fears that is involved, but rather everything that citizenship implies in 

terms of intervention, delegation and, division of political work that is 

now brought into question faced with the complexity of the technological 

world and decision-making processes. ” (Duclos, 1996: 336).  

The underlying expertise (Trepos, 1996) also has its limits that are all 

the more readily reached in so far as the problems involved are of a 

complex nature. Now, the generally maintained illusion of being capable 

of effectively handling all possible risks fosters the emergence of an 

increasing complexity of products. This explains why greater knowledge 

can paradoxically lead to greater system vulnerability (Ewald, 1996) as 

with ABS braking that while it allows drivers to get in dangerously close 

to the theoretical limits of mechanics, with a feeling of complete 

confidence, has the perverse effect of statistically increasing the number 

and seriousness of car accidents. What then are the limits not to be 

exceeded in designing systems for tourism? On this question N. Luhmann 

(1991) evokes the concept of “riskiness” that tends to increase with 

knowledge. Maintaining the illusion that risks can be fully eliminated 

proves to be the source of many misunderstandings since zero risk is 

inexistent.  

Furthermore, to be able to accept a risk, the individuals still need to 

have the minimum amount of knowledge to understand the situations and 

the alternatives that can be considered for a real dialogue to emerge 

between the experts, the decision-makers (including the State) and 

citizens, either directly or through their associations (Renn, 2001). This 

shared culture of risk would require a major effort to train and explain 
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matters simply and this represents a real communication issue. For it 

concerns the organization not just of relations with the environment but 

also, and above all, in internal operation, as uncertainty (and how it is 

managed) constitutes the main element in analysis and decision within 

design project structures. This involves multiple exchanges between the 

various players in the firm for a common understanding of the problems 

encountered, and that we shall attempt to understand. But can this shared 

culture of risk be contemplated when it comes to a tourist oriented 

product whose image is tied up with the idea of holidays, sunshine, rest 

and generally being cosseted? 

 

On the difficulty of handling risks  
 

Identification and evaluation of risk in the firm comes under the 

competence of assessors or experts, while decision-making remains the 

manager’s prerogative. But are the assessors always “reliable” and do 

they know how to communicate the issues and results of their expertise to 

the decision-maker? How does the latter grasp the data from risk analyses 

as a decision-making aid, knowing that due to the necessarily limited 

financial resources available, only risks considered to be really 

unacceptable can be effectively addressed?  

Even assuming that all risks have been identified by the assessors, 

their evaluation in terms of seriousness and probability is often a delicate 

matter. Indeed, the events corresponding to the most critical risks are 

generally infrequent and rarely lead to statistically representative data. 

Furthermore, such data, when they exist, are to be handled with care and 

discernment (Villemeur, 1988) as they are likely to lead to an 

“informational binge” (Dubois, 1999; Dodds and Butler, 2010). But does 

this mean we should push aside any penchant for quantification? Figures 

often have a pernicious effect, above all when they are based on statistics 

that need to be considered with some precaution, and can often either 

reassure or give rise to excessive worry. But the ’absence of 

quantification can be more dangerous still by leading to an unbalanced 

distribution of effort. Thus, quantitative evaluation of risks is the 

approach most often used to compare choices or establish a ranking of 

decisions. 
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In addition, the firm is also led to communicate on risk beyond the 

confine of its own structure. Recent legislation
9
 imposes on organizations 

obligations relating to safety, including especially that of informing the 

authorities and the public (Viney, 2000; Libaert, 2006). Firms are then 

confronted by various dilemmas: How to  communicate? How far to go in 

explaining things? Can information backed up by weighty documentation 

on uncertainties be disseminated without fear of having a perversely 

negative effect? 

The transparency of an organization can be defined as the quality 

that makes its operation decipherable and comprehensible for individuals 

outside it. This assumes a variety of facets including traceability that 

allows changes in a product to be monitored or its constituent parts to be 

followed from their origin. This traceability of products is an essential 

element, where a problem arises, in identifying suspect products or 

batches or in evaluating their effects. The recent crisis relating to the 

outbreak of foot and mouth disease showed, for example, the disastrous 

effects of a lack of traceability in the propagation of diseases, especially 

in Great Britain.  

Transparency also involves other aspects answering to new social 

demands, in particular respect for a certain ethical code. This concerns for 

example working conditions in organizations, respect for human rights 

(Burma) or the preservation of the environment. It can lead to a 

significant degradation in the firm’s image, or even to its products being 

boycotted where failings are clearly seen. Thus, firms were forced to quit 

South Africa at the time of apartheid and others were long-lastingly 

affected by accidental pollution, as with Union Carbide after the Bhopal 

disaster.  

Firms are also clearly divested of the right to refuse this obligation to 

provide information in so far as they have availed themselves of the 

opportunity to speak out, firstly through advertizing for their products, 

then within the scope of institutional publicity laying claim to certain 

values (Libaert, 2006). Some organizations however adopt a minimal 

notion of transparency (cf. the low number of activity reports taking up 

precisely the issue of sustainable tourism) that involves respecting the 

straightforward provision of information to the “public“. This reduced 

                                                 
9In France, these requirements are covered by legislation brought in by 

Barnier under law No. 95-101 of 2 February 1995 relating to reinforced 

protection of the environment, Bachelot No. 2003-699 of 30 July 2003 

relating to technological and natural risks and reparation for damages, and 

the various specific regulations relating to the sector concerned. 
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interpretation of transparency can be understood as a deliberate strategy to 

hide certain items of information (Beck U., 1993) or even to do nothing 

about matters (cf. corporate social responsibility or CSR, that is not 

covered in the activity reports of the main tourist businesses), and thus 

seriously impairs the emergence of relations of mutual confidence.  

Conversely, a more developed conception of transparency may 

involve providing the targeted sections of the public and the consumers 

concerned all the elements for appreciation liable to allow them to forge 

their own opinions, as with qualitative and quantitative indicators, 

environmental impact studies, const-benefit analyses, etc. (Libaert, 2006). 

But this form of transparency is not without its drawbacks. Indeed, the 

recipients do not always have the ability to weigh up the elements of 

’information provided and, where the competition is keen, it can seek to 

seek to use such information to its advantage to practice industrial 

espionage or arouse people’s suspicions (Viney, 2000). This is all the 

truer in so far as the innovative design of a tourist product is relatively 

easy to copy. 

 

CONCLUSION 
 

Nowadays, in a knowledge-based economy, innovation is considered 

to be indispensable for differentiation. This innovation is generally 

implemented within a design team covering various structures and 

professions within and outside the organization. The communicational 

aspect appears essential to the effective roll-out of the project, both in 

terms of acquisition and sharing of knowledge, emergence of new ideas 

and coordination of the activities of all those involved.  

In parallel, tourism organizations are becoming ever more complex, 

both as far as their products are concerned and in the way they operate, 

above all when innovation leads it to the limits of knowledge. This 

complexity increases uncertainty and engenders new risks, further 

exacerbated by a major economic crisis. In addition, the business needs to 

implement continuous evaluation processes to offer satisfactory tourist 

products, ensure the availability of services rendered and the safety and 

security of people and property, in a legislative context that is ever more 

restrictive. It also seeks to ensure planning for the future from feedback 

on previous activity to learn from the past.  But each project is specific 

and previously acquired experience can rarely be applied directly to the 

next project: products evolve, technologies and partners change, customer 

expectations fluctuate, and operating conditions vary. 
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This management in uncertainty proves to be all the more delicate a 

matter for the designers of tourism products in so far as risk is an 

eminently subjective notion that aggregates dimensions that are 

themselves difficult to evaluate (cf. management of the current crisis). 

Furthermore, the diversified perception of the players involved skews 

action and scrambles communication, both in-house between the 

designers and decision-makers, and outside the firm when it attempts to 

explain and justify uncertainty to its customers, partners and neighbors. 

Management of uncertainty on the one hand and communication on the 

other prove to be inseparable.  
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Community-based Tourism is gaining prestige all over the world as an alternative 
to mass tourism. This new type of tourism favours a contact with the local 
community and the experimentation of different sensations. In this paper we show 
a study carried out in El Salvador about the opinions that residents have in order 
to develop a tourist destination based on the hospitality of hosts, on the 
remarkable ecologic resources of the area, and in the important of the role of the 
residents. The methodology is based on an empirical study realized in a rural 
area from September to November 2008. Most outstanding result is the local 
community perception that tourist development can create jobs and generate 
wealth, although it is necessary previous technical training from private and 
public institutions to fulfil these objectives. 
 
Keywords: Community-Based Tourism, Local Development, Rural Areas, El 

Salvador 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

At the beginning of the 21st century, a change was observed the tastes 
of tourists, who moved towards other forms of tourism. This could have 
been due to knowledge of new destinations, up until that point unexplored 
by tourists, and the search for a destination with greater focus on local 
customs, history, ethics and the particular culture of the destination. In 
this sense, cultural diversity is looked upon as a means of enriching the 
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experience of increasingly active tourists who are looking for new 
experiences. On the one hand, al local level, opportunities have been 
observed to develop plans for the participation of new actors and 
strategies, and for the involvement of civil corporations in the 
development process. On the other hand, tourism linked to a community´s 
inherent cultural and natural resources is on of the recurrent factors in 
fostering the development of such communities. One means of managing 
the coordination of the social and productive fabric of developing 
countries is found in cooperatives and other associative forms of social 
actor in different activities which are active in employment, such as 
would be the case of tourism. However, one fundamental factor must be 
pointed out: the decision to exploit natural and cultural resources in order 
to draw up development policies should come from local communities 
themselves. Moreover, it is clear that two essential elements should be 
taken into consideration when measuring their impact (Nyaupane et al., 
2006): firstly, the level of involvement of the local community and the 
level of control it has over tourism; secondly, the number and type of 
tourists. Thus, tourism is also considered as a tool in fighting poverty, 
with initiatives such as the World Tourism Organisation´s Sustainable 
Tourism-Eliminating Poverty (ST-EP) Programme. 

The World Tourism Organisation (2002) points out that sustainable 
tourism developed in certain geographical areas may become a 
fundamental tool in the economic development of and the reduction of 
poverty in certain areas. It is possible to create businesses selling goods 
and services by means of the area´s own cultural and environmental 
resources, offering low scale opportunities for job creation, especially for 
women and young people. This would always be a complementary 
activity and never a substitution for primary sector activities. In this 
respect, the literature claims that promoting tourist exploitation of 
underdeveloped rural areas in Developing Countries is not, a priori, good 
or bad, but depends on different political, cultural, social, economic and 
environmental factors. 

In this sense, several tourist destinations have been established 
through the structuring of tourism supply and demand. The need to break 
with routine, ensure customer satisfaction and change the monotony of 
traditional tourism has fostered local initiatives incorporating natural 
attractions and leisure activities at local level. The effect of all this is that 
rural areas are undergoing a transformation which is changing both the 
local economic structure on the one hand and their traditional production 
activities on the other. These particular tourist initiatives have caused a 
natural repositioning of destination markets in accordance with 
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fluctuations in demand, and have led to certain emerging destinations 
becoming attractive for increasingly specialised markets. Thus, it is 
evident that opportunities for new projects, such as tourist exploitation of 
natural, social and cultures resources, are coordinated al local level and 
are always complementary to the local economic structure, which is based 
primarily on agriculture and livestock farming. This implies that, in order 
to implement a certain tourist product, there is a need to establish a 
suitable regional tourism policy based on three activities (Bringas and 
Israel, 2004): first, training of local people and raising awareness; second, 
infrastructure and equipment; and third, promotion. 

 In this paper, we present a study in which we analyse the extent to 
which this new form of alternative tourism could generate vast incoming 
economic resources and create employment, with the basic premise being 
that it is complementary to (never a substitute for) other economic 
activities, in rural or urban areas, based on the coordination of different 
tourist destinations which combine natural resources and cultural 
elements. Similarly, we present a revision of the existing literature in this 
field related to the relationship between tourists and the local community, 
which is much more intense than in the case of traditional tourism (Zorn 
and Farthing, 2007), mainly due to the involvement of hosts (Nyaupane et 
al., 2006; Lepp, 2007), and to the fact that seeking contact with other 
cultures is a fundamental element for its own development. Furthermore, 
we present the main results of a field study carried out in the so-called 
Flowers Route in El Salvador (a small geographical area with very limited 
economic development). The residents of this area were invited to express 
their opinion on aspects related to this kind of tourism, and on the 
possibility of creating cooperatives to encourage community tourism in 
the area, by evaluating the advantages and disadvantages. The data from 
this field study has been analysed using various statistical and 
econometric tools. 

 
LITERATURE REVIEW 
 

The concept of Community-based Tourism (CBT) can be found in 
the work of Murphy (1985), where aspects concerning tourism and 
developing local communities are analysed, and in a further study by the 
same author in 2004 (Murphy and Murphy, 2004). Along with these two 
studies, there are several other research papers analysing the relationship 
between tourism and local communities (such as Richards and Hall, 
2000). This concept paves the way for new lines of investigation and for 
the possibility of tourism development together with other alternatives 
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such as Pro-Poor Tourism (PPT); Community Benefit Tourist Initiatives 
(CBTIs) (Simpons, 2008); or Community-Based Enterprises (CBEs) 
(Manyara and Jones, 2007). To summarise, all these initiatives agree that 
the destination community should be included in the tourism planning and 
management decision-making process, owed to three main reasons: it 
considers them to be part of the tourist product, local communities adapt 
to changes easily, and it helps to open their minds. 

Several projects based on CBT can be found in scientific literature: in 
Africa (Lepp, 2007; Manyara and Jones, 2007; Kibicho, 2008), Asia 
(Nyaupane et al., 2006; Okazaki, 2008; Kayat, 2010), Oceania (Dyer et 
al., 2003), and in different countries of Latin America such as Brazil 
(Guerreiro, 2007), Ecuador (Ruiz et al., 2008), Mexico (Bringas and 
Israel, 2004) and Peru (Zorn and Farthing, 2007). 

CBT is based on the active participation of the local community. This 
is why the creation of community events which may favour this type of 
tourism, while at the same time helping to create a relationship between 
the local community and visitors, is so important. To facilitate this, 
different public administrations, Non-Governmental Organisations 
(NGOs), private institutions and the local community itself should get 
involved and work together. According to Nyaupane et al. (2006), the 
main limitations local communities have to face when implementing 
tourism projects are the following: lack of financial resources, 
infrastructure or know-how; limitations of a cultural kind; and potential 
conflicts between the different public administrations. At the same time, 
the following factors are described as being highly important for CBT 
implementation (Kibicho, 2008): the inclusion of stakeholders, the 
evaluation of individual and collective benefits, the setting of objectives, 
and analysis of decisions to be implemented. The main benefits of 
community tourism are the direct economic impact on families, 
socioeconomic improvements, and sustainable diversification of lifestyles 
(Manyara and Jones, 2007; Rastegar, 2010). CBT is certainly an effective 
way of implementing policy coordination, avoiding conflicts between 
different actors in tourism, and obtaining synergies based on the exchange 
of knowledge, analysis and ability among all members of the community 
(Kibicho, 2008). 

On the other hand, it is necessary to study how the community as a 
whole participates in the development of the area as a tourist destination, 
mainly due to the following reasons (Briedenhann and Wickens, 2004): 
perception of tourism is based on the evaluation of the local community´s 
attitude (including the environment, infrastructure and events); the 
participation model of people in the local community exerts a powerful 
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influence on the tourist´s experience; and tourism planning effects the 
community as a whole. 

One of the most controversial aspects in scientific literature is 
determining the number and type of tourists. Thus, Nyaupane et al. 
(2006) highlight the importance of receiving a small number of tourists, 
which means more contact with local culture and society. This way, the 
risk of tourists invading private aspects of the local culture is avoided. 
However, at the same time, his limited number of visitors reduces the 
economic resources generated by tourism Having taken this element into 
consideration, the creation of cooperatives allowing the community to 
manage its own tourist resources is seen a fundamental element (Lepp, 
2007; Gronau and Kaufmann, 2010). However, there are some negative 
aspects in the development of the tourist product, including the potential 
link between a high number of tourists, sex and alcohol, and the loss of 
cultural identity; and the hypothetical degradation of natural resources 
(Teye et al., 2002). In this case, residents have five alternatives to 
minimise this negative impact on the community – resistance, retreat, 
boundary maintenance, revitalisation and adoption (Dogan, 1989). We 
must remember that tourism can change (or event destroy) the local 
culture if it is being treated as just another tourist attraction and only aims 
for a rapid development of the area (Dyer et al., 2003). 

CBT is based on the creation of tourist products characterised by 
community participation in their development. CBT emerged as a 
possible solution to the negative effects of mass tourism in developing 
countries, and was, and the same time, a strategy for community 
organisation in order to attain better living conditions. Its core idea is the 
integration of hotel management, food and beverages, complementary 
services and tourism management, but also includes other subsystems 
(infrastructure, health, education and environment) as main 
characteristics, thus presenting a sustainable development project created 
by the community, and encouraging interrelation between the local 
community and visitors as a key element in the development of a tourist 
product (Cioce et al., 2007). CBT is protected and supported by different 
international organisations, such as the World Tourism Organisation 
(2002), and has several objectives, among which community 
empowerment and ownership, social and economic development, 
conservation of natural and cultural resources, and a high quality visitor 
experience, should be noted. 

The structure of CBT can be broken down into four categories. 
Firstly, there are small tourist offices, which, in some cases, also work as 
tourist guides, and whose relevance is not yet of high importance due to a 
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lack of planning in the majority of the areas tourists visit. Secondly, there 
are institutions which collaborate with the local tourism industry, mainly 
local public administrations, NGOs and universities. Thirdly, there are 
direct service companies which can be further divided into two groups: 
accommodation and food and beverage; and shops selling local products, 
which are becoming increasingly important. Finally, there are various 
transport and financial businesses. 

We can conclude that the production chain in community tourism is 
gradually incorporating different actors which, one way or another, are 
becoming part of the local tourist offer, the development of which is 
presented in table 1. 

 
Table 1 Community tourism production chain 

 
PLANIFICATION    ACTIVITIES    FOOD    ACCOMODATION    TRANSPORT

It can be noted that the here most important links related to higher 
presence of the local community in the chain, shown in table 1, are 
transport, accommodation and food, whereas both links at the extreme of 
the chain are usually the weakest. The necessary assistance from public 
administrations, NGOs and universities is required for an adequate 
planning of activities, together with necessary support from different 
public and private institutions to develop tourist activities. Therefore, the 
small businesses to be created in the future  in these areas should be 
diversified, not only offering accommodation and food services, but also 
working with the sale of local products, tourist guides, complementary 
activities such as extreme or sports tourism, and in many cases, ground 
transportation. 
 
DESCRIPTION OF THE GEOGRAPHICAL AREA 
 

El Salvador is small country located in Central America with a total 
area of just under 21.000 km2, a population of nearly 6 million (although 
many of its people live abroad) and a great variety and wealth of natural 
and cultural attractions. At this point in time, El Salvador is still not 
recognised at international level as a tourist destination, mainly as a 
consequence of the armed conflict occurring between 1980 and 1992 and 
of the natural disasters which have recently affected the country (such as 
hurricane Mitch in 1998 or de 2001 earthquakes). Nevertheless, there is 
the firm conviction on the part of the different public administrations to 
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provide support to make El Salvador a quality international tourist 
destination. 

In table 2 we can see the number of foreign tourists visiting El 
Salvador between 2004 and 2007, which shows a significant increase 
within this period. 

 
Table 2 Foreign tourists visiting in El Salvador 2004-2007 

Year 2004 2005 2006 2007 

Tourist 950.475 1.127.141 1.278.924 1.338.543 

Source: Ministry for Tourism of El Salvador (2008) 
 
According to data provided by the Ministry for Tourism of El 

Salvador, in 2007, most tourists came from Central America (63.70%), 
followed by North America (28.88%). Furthermore, the number of 
Salvadorian visitors living abroad (mainly in the USA) is very high 
(292.271 people). That is to say, 92.58% of tourists visiting the country 
come from two geographical areas. A tourist´s average expenditure is 
$90.10. The main reasons for visiting the country are to visit friends and 
family (33.7%), for a holiday (28.3%), and for business (25.6%). 
Similarly, according to El Salvador Ministry of Tourism figures, the 
contribution of tourism to the national economy was estimated in 2007 to 
be $940.6 million. This means that tourism produces more foreign 
currency income than traditional exports such as coffee ($187 million in 
2007), which is evidence of the attempts support this economic activity, 
as indicated above. 

The Ruta de las Flores (Flowers Route), the geographical area under 
analysis, covers a route starting at Sonsonate and is made up of five 
places: Salcoatitán, Nahuizalco, Juayúa, Apaneca and Concepción de 
Ataco. A combination of tradition and history along with an outstanding 
natural environment can be found along this route. 

When the field work for our research was carried out in this area, 
there were very few small hotels, with a total of 162 rooms. Twenty-three 
restaurants can be also found on this route. It is worth noting the 
importance of local communities in the food and beverage industry 
because the majority of restaurants are run by these local communities. 
The situation is somewhat different with respect to accommodation. 
Hotels are generally owned by international and national corporations. 
Similarly, in the field study we discovered that, as far as infrastructure in 
the area is concerned, urban areas have drinking water and electricity, 
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whereas supply of these two vital elements is not guaranteed in rural 
areas. It must also be noted that the treatment of waste and refuse needs to 
be improved, in addition to better coordination of the financial system. At 
the time, there were serious deficiencies in medical care and public 
transport, although serious attempts to improve them are in progress. 

 
 
METHODOLOGY 
 

To carry out this research, an empirical study in the geographical area 
of the Flowers Route in El Salvador was created. In this study, we have 
tried to determine the local community´s perception of itself, its 
assessment of tourism in the area and of its potential improvement. The 
subjects of the study were residents in the area and a sample design was 
carried out by means of randomised sampling. Population distribution 
was always taken into account. The field work was carried out between 
September and November 2008. Survey specifications can be seen in 
table 3. 

Table 3 Survey specifications 
Area Flowers Route 

Population 60.000 people 

Sampling 645 interviews 

Simple error 3.84% 

Procedure Simple randomised sampling 

Period September-November 2008 

 
Our instrument of research was a structured and closed questionnaire 

made up of three sections: 
• Section A. Socio-demographic profile or the surveyed 

group. 
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• Section B. Analysis of the community´s perception of itself, 
regarding the current situation of tourism and its potential 
development. 

• Section C. Evaluation of tourist resources and infrastructure 
in the area 

Data processing was carried out using descriptive statistical analysis 
consisting of bivariant analysis of independence or association between 
variables by means of contingency tables (chi-square/X2 statistics). With 
these tables, our aim is to evaluate gender as a differentiating factor, due 
to the importance of women in the development of community-based 
tourism. 

 
 

RESULTS AND DISCUSSION 
 
The most relevant socio-demographic variables of the sample are 

shown in table 4. 
 

Table 4 Socio-demographic profile 
VARIABLE %  VARIABLE %  

Gender 

  Men 

  Women                         

 

49.1% 

50.9% 

Place of  residence 

  Rural areas 

  Urban areas 

 

63.5% 

36.5% 

Age 

  16 to 29                         

  30 to 39                         

  40 to 49                         

  50 to 59                         

  60 and over                   

 

24.7% 

25.2% 

28.3% 

15.4% 

6.4% 

Academic level 

  Primary Education        

  Secondary Education    

  Higher Education         

   

 

65.9% 

20.1% 

14.0% 

 

 
Once tourist resources had been identified, the first aspect in this 

investigation was to ask the local community (the target of economic 
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development through tourism in the area) which activities were 
considered to be increasing as a consequence of tourism development. 
The most common responses can be found in table 5. It is worth noting 
that one of the objectives of the development of such activities through 
community-based tourism is the creation of companies which could 
provide a satisfactory response to specific visitor profiles. 

 
Table 5 Potential development of tourist activities 

 
Activity Men Women 

Accommodation 27.1% 26.6% 

Food 11.6% 13.6% 

Craftwork 32.3% 39.0% 

Sports activities 24.2% 17.6% 

Other activities 4.8% 3.2% 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

As shown in table 5, the activities which are expected to grow the 
most are craftwork sales and the creation of a network of accommodation 
for visitors. It should be pointed out that, according to our research carried 
out during the field study in this geographical area, accommodation is 
normally run by national and international companies, which means that 
implementing community-based tourism could be a reasonable way for 
locals to create their own hotels, with the aim of providing a better 
response to the demands of visitors. Similarly, complementary activities 
on offer and, in general, the development of sporting activities were also 
highlighted. 

The second aspect analysed in this investigation was the evaluation, 
by residents, of tourism resources in the area, as well as of infrastructure 
and other necessary elements for the development of tourism. The 
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average evaluation of the area (1=poor; 3 =good) can be seen in table 6. 
As stated in scientific literature, the geographical area where community-
based tourism can be implemented must possess resources attractive to 
visitors. In addition to this, it is also necessary that the minimal conditions 
in relation to infrastructure and other basic services can be found. 
However, as highlighted by Manyara and Jones (2007), community-based 
tourism can also be the backbone for further generalised socio-economic 
development in the area and, subsequently, for the improvement of 
infrastructure to be used by the local community itself. 

 
Table 6 Average evaluation of tourist resources 

VARIABLE Average  VARIABLE Average 

Key factors 

Fees 

Hospitality 

Environment                   

 

2.19 

2.59 

2.27 

Tourist services 

Information 

Accommodation 

Food                                

 

2.33 

2.55 

2.25 

  General services 

Transport links  

Public safety 

Cleaning 

Telecommunications 

Food                                

 

2.48 

2.07 

2.14 

2.46 

2.54 

    Activities 

Culture 

Stores 

Ecology 

Wildlife 

Trekking 

 

2.31 

2.52 

2.28 

2.37 

2.21 

 
As shown in table 6, residents highly value the basics in the 

promotion of a tourist destination. Hence, ecology, wildlife and trekking –
basic resources in the development of the Flowers Route – obtain 
remarkable scores. Residents also believe that there would need to be an 
improvement in aspects such as public safety and cleanliness. 

The third characteristic analysed and put forward to residents in the 
area during this investigation was who would, in their opinion, benefit 
most if tourism was developed in the area. More precisely, three 
possibilities were offered: the local community, the national government 
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or private companies. A fourth alternative which encapsulated all three as 
a whole was also offered (table 7). 

 
Table 7 Beneficiaries of wealth generation 

 
 Men Women 

Local community 13% 16% 

National Govt. 10.8% 8.3% 

Private Companies 22.9% 22.5% 

All of the above 53.3% 53.1% 

 
 

According to the data collected and displayed in table 7, residents in 
the Flowers Route area believe that tourism implementation in the area 
would mainly benefit private companies, although they also think that it 
could have a very positive impact on the local community. It should be 
highlighted that, as stated by former studies (Briedenhann and Wickens, 
2004; Christou and Saveriades, 2010), it is very important that the local 
community can see that the economic development of community-based 
tourism generates benefits specifically for the local community. 

The fourth aspect analysed in this investigation was residents´ 
opinions on whether they thought the creation of a tour route would 
generate wealth and create employment. Therefore, only the percentage of 
positive evaluations highlighted by residents in the local community with 
respect to these two economic aspects is presented, since more that 90% 
believe that it would generate and 87.4% are of the opinion that it would 
create employment. It is interesting to discover that the majority of those 
polled highlight the establishment of tour routes as very beneficial for the 
area. 

The fifth aspect under analysis the knowledge of residents in the area 
with respect to the level of training and ability in matters directly related 
to tourist activities. The main results are displayed in table 8. 
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Table 8 Perception of knowledge of tourist matters 

 

 Men Women 

Non Existent 7.3% 8.9% 

Poor 51.9% 51.4% 

Adequate 40.8% 39.7% 

 
Table 8 shows that the community does not perceive its training and 

subsequent knowledge to be sufficient for the development of tourist 
activities in an area managed by its own residents. Furthermore, this 
research finds that, in the opinion of those surveyed, public institution 
(59%), private companies (29.1%), and NGOs and universities (11.5%) 
should be the ones to provide residents with the necessary training to put 
tourism development into action. Therefore, this kind of response 
highlights the indispensable link between community-based tourist 
activities and improvement of quality of life through education. It is 
worth noting the incredibly important role to be played by NGOs and 
universities in the improvement of the educational levels of local people 
by bettering their technical qualifications. 

 
 
CONCLUSION 
 

Community-based tourism is present in many different geographical 
areas of the world, in particular in developing countries. It was created as 
a different way to look for alternatives to traditional mass tourism, and it 
is giving rise to the creation of specific destinations which permits the 
generation of wealth for local communities and the creation of jobs. It 
should be seen as an activity which is complementary to, and never a 
substitute for, traditional activities based primarily on agriculture, fishing, 
and livestock farming. 
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In this paper, we have presented research into a specific geographical 
area know as the Flowers Route in El Salvador, where a project supported 
by public institutions in collaboration with different NGOs and 
Salvadorian and Spanish universities is being developed in order to create 
specific infrastructure in the area. However, in relation to tourism, this 
would be framed within a more ambitious project where the residents 
themselves could set out the guidelines for tourism development. 

The main outcomes of this study show that this type of tourism is 
assessed by the local community in a very positive way, because it is 
perceived as a way of generating economic benefits and, at the same time, 
creating new jobs. In this sense, it is important to highlight the role of 
women (and young people) as crucial actors in the planning and 
development of tourist activities, and in the management of prospective 
businesses. Similarly, the development of tourism would mean the 
creation of resources (such as health services, education and 
infrastructure) for the community itself. 

Finally, one major conclusion can be drawn from this survey: the 
local community is very much aware of the fact that it currently does not 
have the adequate training, education and qualifications to face the 
challenge of constructing good quality tourism products. Given this 
situation, NGOs and other institutions such as universities, both national 
and foreign, could perform a leading role in the training of local residents. 
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This study aims at evaluating the ethical approaches  effective for managers 
working at hotel business when making decisions. Ethics, in the working place, 
refers to the  rules of the workplace that an employee has to comply with, along 
with the rules of society.  In the study, the concept of ethics has been examined 
within theories of ethics, followed by a conceptual framework of making ethical 
decisions. The scope of the study consists of  interviews conducted with 60 
managers working in a chain hotel. The interview consists of 5 different scenarios 
relating to ethical dilemmas.  The scenarios are composed of three different ethics 
approaches (moral justice approach, subjective approach and contract -based 
theoretical approach).  In the analysis of the data, the Manova Analysis was 
carried out.  The results suggest that managers prefer the contract -based 
theoretical approach more frequently in decision making.  It was also found that 
managers differ in their choice of ethical approaches in terms of the scenarios. 
This difference is caused by subjective approaches which are used when dealing 
with problems related to socio-cultural and institutional reputation and ecology.  
 
Keywords: Ethics, ethical theories, process of making ethical decisions,      

scenario 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 

 
Ethics is one of the topics attracting the attention of researchers 

nowadays. This change in focus is basically because unethical and amoral 
acts in the workplace have increased, and the borders of the work 
environment have diminished due to globalization. Thus, that the ways to 
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be followed by the enterprises when dealing with ethical problems and 
dilemmas they would face in this new world order have been specified in 
advance will be an important guide in minimizing the inconveniences. 
Which way the managers, in the role of decision-makers, reach a decision 
when they face an ethical problem and to which sources (colleagues, co-
workers, former applicants, etc.) they appeal plays a vital role in the 
solution of the problem. A vast number of books and articles concluding 
that functions such as decision-making, looking for an employee, 
choosing an employee, career planning, etc. Are best approached within a 
framework of specified ethical rules and philosophies have been 
published(Hansen, 1992, p. 523). A point here that needs to be taken into 
consideration is that the ethical perceptions of managers change and get 
complicated by environmental factors such as culture, family, religion, 
manners and customs, values and demographic structure. In this stage, it 
is also observed that the management principles particular to the 
enterprise, standards and organizational climate (culture) affect the 
attitudes and behaviours of the managers in the decision-making process. 
Hence, it may be said that some special factors based on the structure of 
each hotel enterprise are also influential in ethical decision-making apart 
from some environmental variables particular to tourism sector. In 
parallel with the importance of the subject in this way, this study is aimed 
at finding which ethical approaches hotel managers adopt when they 
make a decision.  
 
THE CONCEPT OF ETHICS 

 
The knowledge of morality, the philosophy of morals or simply 

ethics, the form used in Western languages, is the discipline that 
investigates the doings of humans as a special problem field and examines 
the entities and characteristics of this field and the principles (values) 
governing this field, and whether the doings of human beings are 
dependent or independent (Arslan, 2001, p. 1-2). 

Taylor stated that the concept of ethics means ethical decisions 
(judgements), standards and behavioural rules (Taylor, 1975, p. 1). 
Another meaning of the concept is that it gives importance to the 
judgement of right and wrong in the human management studies and 
philosophies. Ethics generally means the “just” or “right” behavioural 
standards in a situation between individuals. Defining the social 
principles including justice and right as “generally accepted” rules, 
Browning and Zabriskie extended this definition and added these 
standards into it (Browning ve Zabriskie, 1983, p. 219). 
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There are a large number of theories created with this aim in the 

philosophy of morals. The most important ones are the teleological and 
deontological theories among them (Frankena, 1973; Robin, 1980; 
Beauchamp and Bowie, 1983; Harris and Sutton, 1995; De George, 1999; 
Karakaş, 2002). Another accepted theory in the philosophy of morals is 
relativity theory (Hansen, 1992; Akoğlan Kozak and Güçlü, 2006). The 
explanations of these theories are given below. 
 
Teleological Theories 

 
According to the teleological theory, an action is not right or wrong 

by itself. It is the results of the action that makes it right or wrong (Arslan, 
2001, p. 16). In other words, the tendency to decide whether a behaviour 
on an action’s results is right or wrong reflects the teleological theory 
(Harris ve Sutton, 1995, p. 805). Teleologism reflects the philosophy of 
morals based on measuring the moral value of a behaviour by means of 
the results of that behaviour (Ferrell and Gresham, 1985, p. 89). The 
concept of teleology reflects the direction to an aim. Teleological ethical 
theories basically assert that the desired results will arise if the behaviours 
are morally right and good. Teleological theories are divided into two 
groups as egoism and pragmatism (Fraedrich, 1993, p. 208). Pragmatism 
and egoism focus on the results of the behaviours instead of the rightness 
and goodness of the activity. For that reason, these theories are also 
named as consequentialist theories. (Harris and Sutton, 1995, p. 805; 
Akoğlan Kozak and Güçlü, 2006, p. 27).  
 
Deontological Theories 

 
Instead of only justifying the independence of the concept of right 

and the results of the activity, it argues that the characteristics of the 
agents rather than the importance of intentions (motivations) and the 
actual results created by the agent should be considered (Beuchamp and 
Bowie, 1983). This kind of philosophy focuses on the universal situation 
of right and wrong; however, when exceptions occur, the philosophers 
asserts universals at first glance taking these exceptions into consideration 
in certain circumstances (Robin oth., 1989). The main principle of this 
philosophy is to put forth the behaviour that every individual would 
exhibit in the same activity when s/he experiences the same case (Hansen, 
1992, p. 524). Deontological theories basically put emphasis on social 
rights rather than the methods and the motivations in a specific behaviour. 
The natural rightness of the behaviours lays the basis of deontological 
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theories. In Deontological theories, there are two approaches named as the 
‘rights that emerge’ approach and the justice approach (Fraedrich, 1993, 
p. 208). 

 
Relativity Theory 

 
In this theory, it is regarded that ethical behaviour emerges as a result 

of subjective judgements related with individual or group experiences. It 
is also regarded that every society or culture has specific different ethical 
rules rather than general rules and principles (Hansen, 1992, p. 523; 
Akoğlan Kozak and Güçlü, 2006, p. 32).  

These philosophical classifications that the researchers developed 
suggest to change conflicting ideas, rules and judgements by making 
activities to be evaluated whether they are ethical or not, moral or not, just 
or not. By developing heuristic methods or practical rules, most managers 
(consciously or not) make decisions using the philosophies based on these 
ethical theories when they face managerial issues or dilemmas (Ferrell 
and Gresham, 1985).  

Several studies examining the influence of these generally accepted 
ethical theories on management have been conducted (Reidenbach and 
Robin, 1988, 1990; Fennell and Malloy, 1999; Hansen, 1992; Cavusgil, 
2007; Yildiz, et al., 2009; Yilmaz and Gunel, 2009). The most important 
one among these studies in terms of ascertaining the validity and 
reliability of the measurement methods applied is the one by Reidenbach 
and Robin. The researchers, by applying the Multi-dimensional Ethics 
Scale, gathered very comprehensive findings about the ethical theories 
that the managers rely on in decision-making. In this study, while 
Reidenbach and Robin (1988) examined teleological theories under two 
separate titles as pragmatism and individualism, they explained 
deontological theories as justice and deontology. The relativity theory, on 
the other hand, was regarded as a separate ethical theory. In the following 
years, they conducted a new study in order for these findings to be 
generalized. At the end of the factor analysis of this study, they 
approached the ethical theories that managers rely on with a scale having 
a larger base. Here, apart from moral justice and relativity theory, a 
different theory on social contract (written or verbal agreement) was 
developed (Reidenbach and Robin, 1990, p. 645).  
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Ethical Decision-making  

 
In the related literature, decision-making is defined as a process 

which has a starting point and in which different work, activity or 
opinions follow each other beginning from point and which ends with a 
choice to be made. The most accepted approach on decision-making is the 
traditional model with five stages. Here (Koçel, 2001, p. 53; Özalp, 1996, 
p. 359-363); the first thing is to determine the aim or to define the 
problem, then the priorities are specified, the relevant alternatives are put 
forth and, after evaluation, the most appropriate alternative is chosen 
(Maviş, 2006, p. 135). As it is seen above, the decision-making is a 
considerably extensive process consisting of stages complementing each 
other. This process has to be conducted no matter what the kind or the 
quality of the decision taken is. For that reason, the traditional (general) 
decision-making process should be applied while making ethical 
decisions as it is so in other decision-making activities. 

Ethical decision-making is a subject attracting great attention in the 
literature on work ethics. A great number of researchers have developed a 
variety of conceptual models aimed at explaining or predicting the 
process in which a manager makes an ethical decision. Among these 
ethical decision-making models, Kohlberg’s (1969) Cognitive Moral 
Developmental Model, Ferrel and Gresham’s (1985) Probability Model in 
Decision-Making, Hunt and Vitell’s (1986) General Theory of Marketing 
Ethics can be listed. Apart from them, Trevino’s (1986) Interaction of 
Individual-Situational Factors Model and Jones’ (1991) Moral Density 
Model can be taken into consideration. None of these models asserted an 
applied working base directed toward the ethical decision-making 
process, rather they remained limited to the testing of these theories 
(Trevino, 1986; Ford ve Richardson, 1994, p. 205). In general, ethical 
decision-making models divide the individuals’ assumed effects on 
decision behaviour into two broad categories (see. The study of 
conceptual models; Jones, 1991; Randall and Gibson, 1990). The first one 
includes the variables combined with an individual decision-maker. The 
second one, on the other hand, shapes the content of the variables in 
individual decision-making and explains the situation (Ford ve 
Richardson, 1994, p. 205-206).  

Another ethical decision-making model is Kohlberg’s (1969) 
Cognitive Moral Development Model. Here, moral development is 
determined by three levels including a gradually developing moral 
understanding and two stages in each level (Kağıtçıbaşı, 2005, p. 334). 
These levels are preconventional, conventional and postconventional 
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levels. According to Kohlberg, the individual is in a dilemma while s/he 
makes a moral judgement in a case s/he faces and s/he creates his/her 
moral understanding by the moral reactions that s/he will give to these 
dilemmas (Can, 2003, p. 128). Hence, in preconventional level, there 
exists punishment and obedience. The individual obeys the rules not 
because s/he believes the rightness of the rules but in order not to be 
punished. (Can, 2003, p. 130). On conventional level, the expectations of 
the family, friend groups or the individuals social environment holds a 
value in themselves. This level can be defined as the others’ expectation 
of social acceptance. At this level, the individual’s moral inferences 
emerge within the framework of mutual expectations in interpersonal 
relations (Can, 2003, p. 131). At the postconventional level, “the 
individual tries to define the moral values and principles having validity 
and applicability independent from the authorities of the groups or the 
people putting them forth and the identification of the individual with 
these groups” (Kağıtçıbaşı, 2005, p. 335).  

Ferrel and Gresham’s (1985) Probability Model in Ethical Decision-
Making occurs at different levels. Realizing the ethical problem 
constitutes the first level. Then, the shaping of ethical or non-ethical 
behavioural activities within the framework of reasoning, individual’s 
motivations and desires is in effect according to deontological and 
teleological theories (Cavuşgil, 2007, p. 453).  

The managers often come across complicated ethical decisions 
during organizational work. The decisions made in this situation depend 
on the number of elements related with the issue and the ethical theory 
that the manager adopted. “In businesses, decision makers while 
developing ethical decision making processes, are partly affected by 
different views, their own benefits and balancing their own views with 
others"  (Özgener, 2004, p. 117).  

In the Ethical Decision-Making model developed by Hunt and Vitell 
(1986), the decision-making process evolves from the identification of the 
problem in terms of reasonable rules, to the research, evaluation, choice 
and lastly the result. In ethical decision-making, cultural, industrial and 
organizational environment and the personal experiences of the individual 
are influential. The starting point of the decision-making process is the 
individual’s identifying the problem around him by realizing its ethical 
dimension (Harris and Sutton, 1995, p. 806). Then, the decision is made 
by evaluating the alternatives according to the adopted ethical theory.  

If the other studies on ethical decision-making process are evaluated 
with a collective point of view, the following results can be inferred: In 
terms of ethical decision-making process of the individuals; the 
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dimensions referred to as wide-based judgement, deontological 
judgement, social contract judgement and teleological judgement are 
influential on individuals’ decision-making regarding ethical inferences 
(Hansen, 1992, p. 532). In terms of the dimensions of justice, deontology 
and relativity ethical theories, in a survey conducted among tour operators 
working in eco-tourism, adventure, fishing, cruise and golf course; it was 
found that the tour operator working in eco-tourism is more concerned 
about ethical management compared with the others. These results are 
affirmative for the studies of Fennell and Malloy (1995) and Malloy and 
Fennell (1998) which were conducted in previous years. (Fennell and 
Malloy, 1999, p. 939). In a study conducted among retail marketers in 
order to examine the effects of philosophy and demographic features on 
ethical behaviour, it was found that the number of the people that adopted 
rule deontology is higher than the one of others adopting other 
philosophies (Fraedrich, 1993, p. 215). Findings of a study conducted by 
Reidenbach and Robin (1988) suggest that relativity/justice factor is 
important in decision-making process, the pragmatism factor is employed 
and there is a halo effect in decision-making (Cohen, Pant and Sharp, 
1993, p. 22).  

 
FIELD STUDY 

 
Within the light of the evaluations in the theoretical part of the study, 

it is seen that the concept of ethics is defined as a system of rules, moral 
principles and standards governing behaviours and moral judgements. In 
this sense, the foremost basic element affecting the service provided to be 
regarded as ethical is the moral principles and standards that adhere to the 
individual behaviours of the manager of the enterprise. The source of 
these standards and principles is based on different ethical approaches as 
it is stated in the theoretical part. Acting in accordance with this 
assumption, this study is aimed at finding evidences as to which ethical 
approach the managers in hotel enterprises adopt in the decision-making 
process.  

Unethical behaviour, while gaining importance within ethical context 
in the management world in recent years, is seen as a loss of value in 
terms of both its reasons and results. (Reidenbach ve Robin, 1990, p. 
639). Thus, the managers are expected to take ethical rules into 
consideration during decision-making. However, it is conspicuous that the 
number of study findings that suggest a variety of approaches or models 
developed related to the application of ethical decision-making are 
applicable is limited (Reidenbach and Robin, 1990, p. 639). Also, it is 
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seen that these limited studies only provides the participants evaluation 
results such as “very ethical” or “not very ethical” by employing a scale 
with only one suggestion to examine the ethical result of a case or a 
situation ( Hawkins and Cocanougher, 1972; Krugman and Ferrell, 1981; 
George, 1985; Browning and Zabriskie, 1983).  

Considering that human relations are intense in the hotel industry and 
the concept of ethics generally evolved as a result of human behaviour, it 
was expected in this sector that moral and ethical values were addressed 
in many aspects. Nevertheless, the lack of comprehensive study findings 
about the subject at present motivated the authors to work in this study. In 
the study, we primarily attempted to specify which ethical approach the 
managers in hotel enterprises employ in decision-making especially when 
they faced ethical dilemmas. We expect to find in our results evidence 
about the managers’ basic point of views on ethical decision-making in 
enterprises like hotels that provide service to different interest groups. It is 
also expected that these acquired results will be helpful in guiding the 
managers. 

  
Method 
 

In the study, the interview method was employed. This method was 
chosen because it is one of the methods used in social sciences and it is 
thought to reach the desired data in this study by means of this method. 
With this aim, Reidenbach and Robin’s (1988, 1990) Multi-Dimensional 
Ethics Scale developed in the previous years was employed in order to 
gather data. The scale was chosen because it is appropriate for 
comprehensive evaluations on ethical behaviours. As it is known, the 
researchers made extensive examinations on the dimensions related with 
moral justice, relativity and social contract by employing this scale. In the 
study, the participants’ opinions were taken by employing a septet scale 
with eight different expressions and five scenarios. In the scale “1” 
reflects “negative expression” (i.e. not honest) and “7” reflects “positive 
expression” (i.e. honest). Extensive information on the dimension in the 
scale is given below. 

The dimension of moral justice reflects a structure consisting of the 
theories of deontology, justice and relativity. Reidenbach and Robin 
alleged that the decisions are evaluated in terms of honesty, justice, 
goodness and rightness within them; hence, this dimension combines with 
the family’s acceptance idea (Reidenbach and Robin, 1990, p. 646). The 
researchers assert that this dimension reflects that rightness and honesty 
indicated by the family and religion where the people get their first 
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education isunderstood. In the scale used, these dimensions are shown 
with the following expressions: Not honest/ honest, Not just/ just, Morally 
wrong / morally right, Cannot be accepted by my family/ Can be accepted 
by my family.  

The relativity dimension reflects that the socio-cultural environmental 
factors should be given importance in terms of the moral extent of the 
behaviour (Fennell and Malloy, 1999, p. 932). “The traditions and culture 
at the base of this structure shape the beliefs, values and the attitudes that 
people have in their whole lives and affects what is right or wrong in our 
minds” (Reidenbach and Robin, 1990, p. 646). This dimension is shown 
with the following expressions: Traditionally not acceptable/ traditionally 
acceptable, Culturally not acceptable/ culturally acceptable.  

The dimension of contract (social contract dimension), in fact, 
reflects the deontological theory. According to this theory, the individual 
gives importance to responsibilities adhering to the rules, agreements and 
his/her duties (Fennell and Malloy, 1999, p. 933). In the study, the 
dimension of contract theory is shown with the following expressions: A 
commitment is breached although it is not mentioned verbally/ No 
commitment is breached although it is not mentioned verbally, a 
commitment is breached although it is not written/ No commitment is 
breached although it is not written. 

In the scale, the scenarios were employed in the presentation of the 
expressions. The first three scenarios were adapted from the studies of 
Reidenbach and Robin (1988, 1990) and Fennell and Malloy (1999). The 
last two scenarios were developed by the researchers. The first scenario 
includes ethical dilemmas about financial loss; the second, the ethical 
dilemma about socio-cultural and institutional image; the third, the 
ecological ethical dilemma; the fourth, the ethical dilemma about quality 
and the last one the ethical dilemma about security. As it is known, the 
use of scenario (Fritzsche and Becker, 1982; Tsalikis and Ortiz-
Buonafina, 1990, p. 511) provides opportunity to give necessary 
information and detail about the subjects that can be asked regarding the 
ethical issue. In these kinds of studies, information of higher quality is 
thought to be gathered compared with a study conducted with possible 
simple questions. The scenarios are the most commonly used methods for 
the evaluation of the structure in work ethics studies. In a research 
examining the studies on ethical decision-making between the years 
1996-2003, it was seen that the scenarios were used in 95 of 174 studies, 
that is to say, in 55% of them (O’Fallon and Butterfield, 2005, p. 403). 
The use of scenario provides advantages to the researchers as it makes the 
variables that are paid attention examined by including the environmental 
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factors. However, Marshall and Dewe (1997) argued that two 
assumptions should be accepted when a scenario is used: the situation 
expressed in the scenario generally lays ethical dilemmas for the 
participants and all the participants are requested to make a decision in the 
same context according to the situation. This situation is not available in 
every event. Also, the scenarios are often combined with closed-end 
propositions and this may result in the individuals hiding their actual 
answers. It is argued that the researcher may affect the viability of 
processing the variables that s/he is interested in in very few scenarios. In 
this study, the assumptions about the use of scenario are compared.  

The Manova Test was utilized in the testing of the research data. This 
test, one of multi comparison tests, was chosen as it makes the 
examination of the effect of an independent variable on more than one 
dependent variables possible (Kalaycı, 2005, p. 155). Whether pre-
analysis data provides the assumptions of the Manova test, a parametric 
test, or not was checked. To achieve this, it was confirmed that the data is 
compatible with the normal dispersion by looking into the normality 
dispersion graphs. Moreover, the skewness and kurtosis values were 
calculated. With the skewness value being higher than “1”, this situation 
was confirmed again (Yazıcıoğlu and Erdoğan, 2004, p. 156). Also, The 
assumption of homogeneity of variance, one of the basic assumptions of 
Manova analysis, was provided with the conduct of Levene test (Kalaycı, 
2005, p. 158).  

 
Total Field under Survey, the Sampling and the Constraints 

 
70 managers from five hotel enterprise working under Voyage 

Turizm, Hotel Management and Construction Industry Trade Agency 
constitute the total field of the study. There are two important reasons as 
to why a chain enterprise was chosen as the field area. Firstly it is 
assumed that chain enterprises have stronger organizational structure, 
human resources policies and management principles.  The second 
important reason is it is accepted that time and the application will be 
handled easily by limiting the survey field as the study method is 
interview. The number of managers was gathered as a result of the 
negotiations conducted with the human resources department of relevant 
hotel enterprises. In this sense, a total of 62 managers (2 hotel director, 43 
department director, 17 department chief) participated in the survey21. 

                                                 
2 In the Club Voyage Family Hotels Chain, the following hotels are 
included: Club Voyage Sorgun Select, Club Voyage Belek Select, Club 
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However, hotel directors were left out of analysis as their number was 
very few. As the results will not reflect the general situation because the 
study was conducted in a single chain enterprise, this should be 
considered as a constraint of the study.  

In the use of scenario, by changing specific variables in the same 
scenario, it is generally aimed at measuring participants’ perceiving these 
variables. However, in this study, instead of changing variables, scenarios 
with different contents were used. Such a method was used because the 
managers in hotel enterprises are very likely to serve for different 
customer groups and to face more than one situation at the same time. In 
this way, it is assumed that the managers will give more realistic answers 
by not only thinking of themselves as hotel managers but also by putting 
themselves in the place of a travel agency manager in one scenario and in 
the other in the place of a non-governmental organization officer. In the 
scenarios used in the study, what the ethical dilemmas that were 
considered in each scenario wasn’t told to the participants. This  method 
was employed in order to prevent managers from giving biased answers 
in a subject that they knew before hand. This feature should be also 
considered in the evaluation of the results of the study.  
 
The Findings and the Evaluation 
 

As it is stated in the method, the answers given to the scenarios used 
in the study were gathered through the dimension of moral justice, 
relativity dimension and the dimension of contract theory. The 
evaluations were made through eight expressions representing these three 
dimensions. The expressions in the scale that was used in the study 
include the dimension of moral justice, the relativity dimension and the 
dimension of contract theory (social contract theory). As the increase of 
these dimensions in terms of their equivalent degrees is not possible, it 
was thought that it would be more appropriate to look at the modes of the 
findings that were gathered. Hence, modes, arithmetic average and 
standard deviations regarding each scenario were calculated. In the study, 
five scenarios including five different ethical dilemmas were used. In the 
first scenario, it is seen that the managers answered choosing the 
dimension of contract theory most when they were given the ethical 
dilemma about financial loss.  

 
Voyage Bodrum Torba, Club Voyage Bodrum Village, Club Voyage 
Bodrum Charm.  
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Table 1 Descriptive Statistics Regarding the Scenarios   
Scenarios Dimensions Mo

de 
Arithme

tic 
Average

Standa
rd 

Deviat
ion 

N 

1. Scenario 
 

The Dimension of 
Moral Justice 

1 2,45 1,82 60 

The Relativity 
Dimension 

1 3,18 2,33 60 

The Dimension of 
Contract Theory 

7 4,37 2,39 60 

2. Scenario 
 

The Dimension of 
Moral Justice 

4 4,17 2,26 60 

The Relativity 
Dimension 

4 3,98 2,12 60 

The Dimension of 
Contract Theory 

1 3,93 2,77 60 

3. Scenario 
 

The Dimension of 
Moral Justice 

1 3,80 2,36 60 

The Relativity 
Dimension 

4 4,03 2,19 60 

The Dimension of 
Contract Theory 

7 4,95 2,75 60 

4. Scenario 
 

The Dimension of 
Moral Justice 

1 2,45 1,95 60 

The Relativity 
Dimension 

1 2,82 2,23 60 

The Dimension of 
Contract Theory 

7 4,45 2,53 60 

5. Scenario 
 

The Dimension of 
Moral Justice 

1 2,43 2,25 60 

The Relativity 
Dimension 

1 2,73 2,55 60 

The Dimension of 
Contract Theory 

7 5,03 2,79 60 

 
The mode value of this scenario is “7” (A.A.: 4,37) and the most 

frequent options are the expressions of no commitment is breached 
although it is not mentioned verbally and no commitment is breached 
although it is not written. According to this result, the managers in hotel 
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enterprises tend to decide within the context of deontological ethical 
theory.  

As it is known, in this approach, individuals give importance to 
adhering to the rules, agreements, and their duties; hence, they regard the 
problems emerging within this extent as ethical problems. This finding 
puts forth that the managers in hotel managers also consider the interests 
of the enterprise in the decision-making process.  

In the evaluation of the second scenario, including the ethical 
dilemma about socio-cultural and institutional image, the highest 
frequency degree was recorded in the dimension of moral justice. This 
dimension reflecting the justice and relativity dimensions is shaped by 
institutions like family and religion where the individual gets their first 
education. In the scale, this dimension was presented by the expressions 
as honest/ not honest, just/ not just, morally right/ morally wrong, 
acceptable by family/not acceptable by my family; and the mode value 
was calculated to be “4”. According to this result, the managers consider 
social and individual moral values in medium degree when they make 
decisions on socio-cultural and institutional image. At this stage, it can be 
said that they behave within the framework of moral justice approach.  

In the third scenario on ecological ethics, the highest mode value was 
calculated as “7” (A.A: 4,95) in the dimension of contract theory. That is 
to say, the managers, when they come across an ecological ethical 
dilemma, tend to conduct their duties by adhering to the rules and 
agreements in place (deontological ethics). This finding can be interpreted 
as that managers in hotel enterprises consider the relations and conditions 
in place as important, but they do not yet developed sufficient sensitivity 
about ethical issues regarding the ecology. However, the problems that 
emerged as a result of managers’ giving importance to intra-enterprise 
indicators, paying no attention to ecological results and deciding 
accordingly, may be assessed at the base of teleological ethics approach.   

In the fourth scenario including the ethical dilemma about quality, the 
highest mode value as “7” (A:O: 4,45) was recorded in the dimension of 
contract theory. The managers make decisions when they come across an 
issue about quality by adhering to the rules, agreements and their duties. 
In other words, the dimension of contract theory (deontological ethics) is 
influential. This situation may be interpreted as that the managers regard 
the issue as an ethical problem if a commitment is breached, whether it is 
written or mentioned verbally in ethical issues about quality. It is seen 
that the duties and the related connections are still essential for the 
managers who has deontological attitude.  

In the fifth scenario including the ethical dilemma about security, the 
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highest mode value was recorded as “7” (A.A: 5,03) and it pushed the 
dimension of contract theory beyond the other dimensions. In other 
words, again, a commitment should be breached whether it is written or 
mentioned verbally in order for an issue about security to be regarded as 
an ethical problem. In contrary situations, the managers don’t regard the 
conflicts or problems as ethically problematic and approach the issues 
deontologically.  

In parallel with the all above results, it is concluded that the managers 
tend to make decisions within the framework of deontological ethics 
approach by grounding on enterprise conditions and their duties. That is 
to say, they approach the problems about financial loss deontologically 
not heeding the environmental issues and the results of the problems that 
occur. In fact, that today’s managers make decisions by not paying 
attention to social and economic environment conditions and the results 
of these (teleological ethics) doesn’t match with fair, environment-
integrated business management understanding. In addition that the 
problems which emerging because commitments or agreements are 
breached are generally perceived as ethical problems is one of the 
remarkable results of the study. After these explanations, we aimed to 
determine whether the managers’ approaches to ethical problems differed 
as to each scenario or not. Hence, Multi-Variance Analysis (MANOVA) 
was employed. The following are the results of this analysis.  

In parallel with this table, the scenario in which the dimension of 
moral justice was supported most was the one including the ethical 
dilemma about socio-cultural and institutional image (A.A: 4,17). This 
shows that the managers give importance to social and individual moral 
values. The dimensions of relativity and the contract theory were 
supported in the scenario including the ecological ethical dilemma. The 
managers practice their tendency to conduct their work by adhering to the 
rules and agreements in place especially when they face an ecological 
ethical problem.  

As it can be observed in Table 2, the managers’ opinions on different 
ethical approaches (ethical dimensions) are represented with the highest 
average in the dimension of contract theory. It is seen that this dimension 
is followed by the dimension of moral justice and the relativity dimension 
has the lowest average.  

There occurred a meaningful difference between the dimensions of 
moral justice and relativity in terms of the scenario types (for the 
dimension of moral justice p: 0.000; p<0.05 and for the relativity 
dimension p: 0.002; p<0,05). This difference resulted from socio-cultural 
and institutional image dilemmas, and the ecological scenario-based 
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dilemmas. In the dimension of contract theory, no meaningful difference 
was identified in terms of the scenarios. 

 
Table 2 The Analysis Results to Determine the Differences of 

Ethical Approaches as to the Scenarios  
(The Results of Manova Analysis and Post Hoc Test) 

ETHICAL 
APPROACH 

 
 
 

   MANOVA Post Hoc 
(Tukey Variance 

Analysis) 

F p S Fark p 

The 
Dimension of 
Moral Justice 

 

1.Scenario 
2. Scenario
3. Scenario
4. Scenario
5. Scenario

2,45 
4,17 
3,80 
2,45 
2,43 

1,18
2,26
2,36
1,95
2,25

60 
60 
60 
60 
60 9,562 0,000*

2-1 
2-4 
2-5 
3-1 
3-4 
3-5 

1,7167 
1,7167 
1,7333 
1,3500 
1,3500 
1,3667 

0,000 
0,000 
0,000 
0,006 
0,009 
0,005 

Relativity 
Dimension 

1. Scenario
2. Scenario
3. Scenario
4. Scenario
5. Scenario

3,18 
3,98 
4,03 
2,82 
2,73 

2,33
2,12
2,19
2,23
2,55

60 
60 
60 
60 
60 

4,476 0,002*

2-4 
2-5 
3-4 
3-5 

1,1667 
1,2500 
1,2167 
1,3000 

0,044 
0,025 
0,031 
0,017 

The 
Dimension of 
Contract 
Theory 

1. Scenario
2. Scenario
3. Scenario
4. Scenario
5. Scenario

4,37 
3,93 
4,95 
4,45 
4,45 

2,39
2,77
2,75
2,53
2,53

60 
60 
60 
60 
60 

1,158 0,330

   

p:0,05 (importance level) 
A.A.: Arithmetic Average, S.D.: Standard Deviation, S: Scenario, 1: The 
Ethical Dilemma about Financial Loss, 2: The Ethical Dilemma about 
Socio-Cultural and Institutional Image, 3: Ecological Ethical Dilemma, 
4: The Ethical Dilemma about Quality, 5: The Ethical Dilemma about 
Security. 

 
Within the light of these results, it can be said that the managers tend 

to make decisions concerning the ethical dilemma of socio-cultural and 
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institutional image and ecological ethical dilemma rather than within the 
framework of the dimensions of moral justice and relativity. In other 
words, if the ethical problems are related with enterprise image and 
ecology; it can be said that the decisions are made within the direction of 
the ethical approaches shaped by the family and religion, traditions and 
culture.  

 
RESULTS AND DISCUSSIONS 

 
With this study conducted in order to evaluate the ethical approaches 

influential on the decision-making process of the managers, it was aimed 
at specifying the managers’, point of views on ethical decision-making. 
The findings gathered show that the hotel managers in the enterprises 
generally decide according to the dimension of contract theory reflecting 
the deontological theory when they face ethical dilemmas. However, it is 
remarkable that the managers consider the breach of a commitment in the 
process of decision-making.  

The managers’ not regarding the failure(breach) to fulfil a 
commitment given to the customers (written or mentioned verbally) as an 
ethical problem will gradually obstruct the perception of other ethical 
problems by the managers. This will cause some problems in the 
enterprise; hence, it will also result in the loss of customers and customer 
discontent. It was found that a breach of a commitment, written or 
mentioned verbally, usually emerges in the issues regarding financial loss, 
ecology, quality and security. In the ethical dilemmas about socio-cultural 
and institutional image, on the other hand, it was seen that the managers 
behave within the content of the relativity theory and they consider these 
issues with lower frequency of choice. This situation can be considered as 
an indicator reflecting that the managers highly consider the commitments 
and agreements; however, they ignore other ecological and socio-cultural 
values. 

 These results of the study tend to support the studies of 
Hansen(1992), who asserted the idea that the ethical dimensions named as 
deontological, social contract and teleological approaches are influential 
on the individuals’ decision-making about ethical inferences. However, 
the results of the study regarding the dimensions about justice and 
relativity theory conflict with the findings of Fennell and Malloy (1999) 
which asserted that tour operators are more concerned about the issue of 
ethical management.  

Another finding gathered through the study is that the ethical 
approaches influential in managers’ decision-making differ in terms of the 
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characteristics of the ethical problems encountered. It is seen that the 
dimensions of moral justice and relativity influence the decisions of the 
managers in charge of decision-making, when they face ethical problems 
concerning the socio-cultural and institutional image and ecology. 

This study aiming to specify the ethical approaches influential on the 
decision-making process of the managers in hotel enterprises was 
conducted in a limited field and with limited participants. For that reason, 
stating that the findings gathered can represent the general overview will 
be inappropriate. However, it can be said that this study can provide a 
variety of contributions to the literature and the representatives of the 
sector considering that the studies about this subject are limited in the 
relevant literature in Turkey. In future studies conducting them in a larger 
field and comparing managers’ departments will increase the 
contributions made to the literature and sector.  
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GENDERED LEISURE: ARE WOMEN MORE 
CONSTRAINED IN TRAVEL FOR LEISURE? 
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The equality of genders has always remained a contentious issue. Every sphere of 
life is characterized by differential status ascribed to men and women. It has been 
argued that women have long been the disadvantaged gender in leisure. Taking 
specifically the case of travel for leisure, this study is an attempt to explore if 
socio-demographic factors like family responsibilities, dominance of spouse 
and/or family, employment status, and one’s gender are dominant in governing 
travel decisions and to what extent theses are perceived as constraints by male 
and female tourists. This comparative study of genders arrives at the finding that 
gender is the detrimental factor for women in participation in travel for leisure. 
For men, time limitation associated with employment is the major constraint 
restricting their freedom to travel. Women remain relatively more constrained by 
familial responsibilities but in today’s world women cannot be identified as the 
disadvantaged gender in leisure.  
 
Keywords:       Gender, Leisure Travel, Constraints 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
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Gender issues have emerged in every facet of our life, primarily 
concentrating on gender equality in areas like education, status, 
awareness, and availing of socio-economic opportunities. The domain of 
Leisure too, has not remained free of gender concerns. It is seen that 
leisure has for long been divided on the lines of gender, creating a 
privileged and underprivileged class where women are relegated the 
disadvantaged status in availing leisure opportunities. It is believed that 
since long women’s’ leisure has been constrained, as it is intricately 
woven with family resources, time, obligations, childcare, men’s power 
and control. However, with times the status of genders has undergone a 
change leading to a blurring of stereotypical gender identities and women 
empowerment is elevating the status of women. In today’s context, it can 
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be said that though overall, in comparison to men, women remain 
relatively more constrained by familial responsibilities that hinder their 
freedom for leisure travel, it cannot be asserted that they are the 
disadvantaged gender in leisure. Hence it is interesting to take up research 
that can investigate if the changing status of genders has been in favor of 
women, especially for allowing personal leisure opportunities.  

 
 

BACKGROUND 
 
Gender is understood differently across societies. Sociologists, Social 

Psychologists and Tourism Scholars have coined the concept of gender in 
different ways. From a socio cultural dimension, the meaning of gender is 
constructed by society and gender is referred to as socially learned 
behavior and expectations that are associated with the two sexes 
(Anderson, 1993:59; Henderson, 1994). Swain (1995) elaborates Gender 
to be a system of culturally constructed identities that are expressed in 
ideologies of masculinity and femininity that interact with socially 
structured relationships in division of labor and leisure, sexuality and 
power between women and men. Gender has also been investigated in 
terms of the individual (how men and women behave, their beliefs and 
attitudes, gender identity), in terms of social structure (gendered divisions 
in the social activities or labor of men and women), and in terms of 
symbolic orders (gender symbolism, how we think about ‘masculinity’ 
and ‘femininity’). (Davis, 1991: 65).  

Therefore, a common understanding is that Gender refers to the roles 
and responsibilities of men and women that are created in our families, 
our societies and our cultures. It includes the expectations held about the 
characteristics, aptitudes and likely behaviors of both women and men, 
where conforming to one’s gender role is understood to be ‘doing 
gender’, which ironically also leads to creation of differences between 
males and females. 

Gender is closely related to power dynamics and brings with it 
privileges or restrictions. Till now, in all spheres of life it has been 
understood that men have always enjoyed better position and privileges in 
society, as compared to women. Lindsey (1994: 68), mentions in her 
study that as quoted by Miller and Swift (1991), George Orwell might 
have put it this way, ‘all men are equal but men are more equal than 
women’. While males are associated with power, females are identified as 
the ‘fairer or weaker sex.’ Gender then seems to be a hierarchical 
structure of opportunity and oppression (Ferree, 1990). ‘Contemporary 
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sociologists view social life as gendered experiences and state that 
opportunities and burdens are differently available to males and females 
because of social views about maleness and femaleness’ (Kramer, 
2004:5). The characteristics associated with being a male or female are 
important. Gender polarization approaches tend to define mutually 
exclusive scripts for being male and female (Bem, 1993). Personality 
traits such as independence, assertiveness, reason, rationality, 
competitiveness, and focus on individual goals are considered to be traits 
associated with masculinity. On the other hand, being understanding, 
caring, nurturing, responsible, considerate, sensitive, intuitive, passionate, 
and having the ability to focus on communal goals are traits associated 
with femininity (Cross and Markus, 1993; Easlea, 1986; Keller, 1983; 
Weinreich-Haste, 1986; Claveria and Datzira, 2009). On the basis of 
characteristics, society creates domination and subordination of genders. 
Lorber (1999) suggests that gender is socially constructed and males and 
females themselves determine the superior gender in a society. 

A gender hierarchy depicting a gender dominance structure exists in 
leisure as well.  It is believed that leisure has always corresponded more 
to the lives of men than women, where men find more time and freedom 
to engage in leisure, while women remain constrained. 

 
Gender, privileges and inequities in leisure 

 
Substantial research reveals that in leisure, a privileged and 

underprivileged gender schema exists. Deem (1986) discusses that the 
history of culture is characterized by male domination of women, 
indicating that women are repressed in where they are allowed to go and 
what they are permitted to do in leisure, and are required to do the work 
that makes family leisure possible. The leisure of women has always had 
a ‘domestic flavor’ and corresponds with the role of women as the 
‘caregiver’ and ‘supporter’.  

Most studies have concentrated on examining women leisure alone, 
with a view that female gender is disadvantaged in leisure (Bella, 1989; 
Gentry and Doering, 1970; Greenberg and Frank, 1983; Henderson et.al., 
1988; Henderson and Allen, 1991; Henderson and Bialeschki, 1991; 
Wearing and Wearing, 1988). Two significant issues related to women’s 
leisure are identified as important, i.e. the concept of  ‘Ethic of Care’ 
(Gilligan, 1982), and ‘Patriarchy and Male Domination’. The view on 
‘Ethic of Care’, states that women have an inborn characteristic of being 
caring, concerned, loving and bound to the maternal instinct (Shaw, 
1994). This ethic indirectly becomes a constraint as it disposes women to 
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a primary and willing duty of devotion to take care of the family, leading 
to ignoring their own personal desires and leisure. 

‘Patriarchy and Male domination’ is another view presented by 
sociologists. Most societies are patriarchal. In patriarchal thought it is felt 
that males dominate the social system and women are subjugated. Male 
domination in leisure dates back to the time of industrialization, when in 
almost all leisure contexts, women were considered subservient to men 
and their time was perceived to be more permeable than men’s, since 
women continually adjusted their schedules to the needs of their husband 
and children (Carlos Monterrubio, 2009). Wimbush and Talbot (1988) 
identify that male power has a strong influence on women’s leisure 
opportunities, friendships and social networks throughout their lives.  

The specific case study of women / female gender in travel is 
emerging as a new area of interest for researchers (Birkett, 1989; Butler, 
1995; Robinson, 1990). 

 
Travel for leisure: the gender schema  

 
In the study of gender based tourism statistics, it is apparent that a 

gender gap exists. There is a marked difference in the number of male and 
female tourists, suggesting unequal travel participation. Through ages, 
taboos have been attached to travel of women. In many societies, being 
feminine has been defined as ‘sticking close to home’, while masculinity 
has been the ‘passport for travel’ (Enloe, 1989:21). Richter (1994:147) 
rightly quotes that Robinson (1990) has mentioned ‘Until the sixteenth 
century, to be a woman, travel and remain respectable one had to be 
generally either a queen or a pilgrim.’ The ideology ‘Women’s place is in 
the home’ reigned supreme in society since time immemorial but only 
privileged women did not always strictly conform to this norm. In early 
times, travel was said to ‘augment a man’s prestige but it diminished a 
woman’s reputation.’ Single women traveling were considered immodest 
and lacking propriety. Rybczynski (1991) noted that the proper place for 
women was the home and public leisure was exclusively a male domain.  

Richter (1994) suggests that till recently travel has had different 
contextual meaning for women and men. While men traveled for 
conquest, wars, crusades, exploration, trading opportunities, etc. the 
extent to which women  participated, they did so, as vital support system 
for missionary work, immigration, imperial adventures, diplomatic 
support, or civilizing the frontier. This implies that women have never 
been completely free to engage in travel for leisure and perhaps this is the 
reason why lesser number of women are seen traveling compared to men. 
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Hence the importance of addressing the travel constraints comes into 
play.  

 
Gendered constraints in travel decisions 

 
Gender can be detrimental in household decision making, and affects 

leisure decisions too. Risman (1998) suggests that a household is a gender 
factory that is characterized by gender power dynamics. On male and 
female dynamics in marital power relations within the family, research 
documents that each spouse plays a vital role in travel decisions (Barff et 
al., 1982; Gitelson & Kerstetter, 1990; Kang and Hsu, 2003, 2004; Myers 
and Moncrief, 1978; Pearce, 1985; Perreault et al., 1977; Van Raaij, W. & 
Francken, 1984; Henthorne et al., 2010) and decisions depend upon the 
spouse who wields more marital power. Socio cultural factors like nature 
of society i.e. patriarchal or matriarchal, age, family life cycle stage, 
influence of family and children, education, economic position and self-
concept also influence decision making.  

Constraints in travel decisions are largely related to gender, life cycle 
and cultural features (Jackson, 1991; Shaw, 1994). It is noted that females 
experience more limitations than men. Factors like work, family, 
household obligations, determine the amount and quality of time available 
for leisure and tourism and act as constraints in some instances for certain 
individuals.  One’s gender is coupled with personal and socio economic 
factors to exacerbate constraints. Though constraining factors operate on 
both genders, the degree to which they affect either gender is different. It 
is realized though, that the constraints act upon females more than on 
males. E.g., relating the economic constraints to gender, females are often 
identified as more constrained to pursue leisure travel due to low 
economic status. Apostolopoulos and Sonmez  (2001) suggest that though 
the travel behavior of women reflects their respective societal norms and 
values, cultural or religious restrictions pertaining to their societal roles 
and socio economic limitations are likely to determine their travel abilities 
and styles (Bartos, 1982; Myers and Moncreif, 1978; Schul and 
Crompton, 1983; Van Raaij & Francken, 1984). Consumer behavior 
models in tourism (Matheison and Wall, 1982; Mayo and Jarvis, 1981; 
Middleton, 1988; Moutinho, 1987; Schmoll, 1977; Wahab, Crampton and 
Rothfiled, 1976) have tried to explain vacation decision-making. A 
striking observation is that most of decision-making studies have not 
taken into account constraints governing travel decisions.  

It is apparent that lesser the limitations/ constraints operating on an 
individual more will be the involvement of an individual in travel. 

 109



Sonia Khan 

 

Though previous studies identify  female gender as underprivileged in 
leisure, of late, a completely different picture has started emerging with 
the changing gender roles in society. Its is now being seen that  females 
are less dominated, disadvantaged or oppressed.  Outlining the relevance 
of shifts in gender roles for consumer behavior, Scanzoni (1977) has 
identified two key demographic and social changes that bear relevance to 
gender roles: (1) women defining their paid employment in the same 
terms as men and (thus) (2) a change in relationships between men and 
women. The education of women and entry of women into workforce is 
accounted as a vital factor in transforming decision. Though earlier it was 
only the male or breadwinner taking consumer decisions, now, the female 
as an earner too has started having more say in decisions.  

In view of the changing gender roles and emerging equality structure 
in society, the assumption that one gender is more disadvantaged in 
leisure, has become questionable. Constraints operate on both genders, 
but whether it is the female or male that remains more constrained, needs 
further research. Taking up the case of either gender in their independent 
freedom to make a decision to travel, this study proceeds to examine 
which gender (male or female) is relatively more constrained. 

 
 

METHODOLOGY 
 
The present paper has been derived from the author’s doctoral work 

on Gender Issues in Tourism that has studied consumer behavior and 
travel decision making of male and female tourists.  Although the scope 
of the doctoral work was much wider, this paper focuses on examining 
how factors like family responsibilities, dominance of spouse and/or 
family and employment status, are perceived by males and females as 
constraints in making decisions related to travel for leisure. 

The main research question addressed in this research is whether 
Gender affects decision making related to leisure travel.  

The related research questions studied in this paper are: 
- Whether Family Responsibilities affect travel decision making of 

males and females? 
- Whether Dominance of Spouse and/or Family is perceived as a 

constraint in decision making for leisure travel? 
- Does Employment Status effect independent decision making for 

leisure travel? 
The study has been conducted in the North Western Himalayas of 

India, in four selected districts of State of Himachal Pradesh that draw the 
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highest number of tourists. The State is an important tourism destination 
that receives both Foreign and Indian tourists, making it an ideal selection 
for the study. Based on both primary and secondary data, the study 
involves a sample of 400 respondents with an equal number of males and 
females (200 each), to facilitate comparison between the genders. 
Stratified Random Sampling has been used for selecting districts within 
the State. The total sample from each district is selected in proportion to 
the overall total number of incoming tourists in the 4 selected districts, 
arriving at 132 tourists from Shimla, 142 from Kullu, 88 from Kangra and 
38 from Chamba. In every district, an equal number of male and female 
sample has been studied. Primary data has been collected using a single 
set of questionnaire administered on the whole sample (400) i.e. 200 
males and females respectively.  

 
 

RESULTS AND DISCUSSION 
 
Profile of respondents 
 

Of the 400 respondents there is an equal number of male and females 
i.e. 200 (50%). Maximum number of respondents fall in the age group of 
25-40 years i.e. 86, males (43%) and 115 females (57.5%).  103(51.5%) 
males and 96(48%) females have had at least graduate level education 
signifying that in the present times education is accorded due importance 
by both genders. It is interesting to note that more females i.e. 69(34.5%), 
than males i.e. 60(30%), have post graduate education. This indicates that 
women tend to continue higher studies while men prefer to take up 
employment right after achieving a basic standard of education to become 
economically independent and start earning a living to provide for 
themselves, and later, their families. As for occupational status, 198 
respondents are employed, of which 120 are males and 78 females. A 
significant 122 (61%) women are not earning. They are dependent upon 
their parents or are housewives.  

 
Gender as a constraint in making travel decisions 
 

In case of males, taking response to gender as a constraint, all males 
i.e. 100% (200), reported that they did not perceive their gender as a 
constraint to taking leisure travel decisions. In comparison, 51.5% (103) 
females reported their gender as a major limitation.  
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These results indicate that being born a male is instrumental in 
strengthening the position of men in society. This confirms the findings of 
earlier research that male gender is advantaged, privileged, independent 
and superior to female gender. Being born a male is an advantage. More 
than half the female respondents feel that their gender is a strong 
constraining factor. In many societies, being born a female automatically 
brings association with secondary status, gender stereotypes and taboos. 
Especially the developing societies ascribe women an inferior status to 
men. Society considers women to be the ‘weaker sex’, vulnerable, 
needing protection, and ideally to remain within the confines of home. 
Because of societal pressure most women are afraid to break gender 
stereotypes and prefer to conform to their ‘gender roles’ accepting 
subservience to men and constraining their lives within certain ‘do’s and 
don’ts, leaving authority for men in a number of spheres of life. 

 
Table 1 Perception of Gender as a Constraint 
Males (200)  Females (200) 

Yes 
0 (0%) 

No 
200(100%)  Yes 

103(51.5%) 
No 

97(48.5%) 
 

However, it is also interesting to note in the result that nearly half i.e. 
48.5% females do not view their gender as a constraining factor. This 
suggests that the rapid development changes and societal progress has 
started transforming the balance between the genders, gradually elevating 
the status of women and according respect and equality to women at par 
with men. The equal treatment of genders and gradual shedding of gender 
stereotypes is strengthening the position of females in societies and 
especially educated and empowered women no longer see their gender as 
a constraint. This is the reason that tourism and travel statistics now 
reveal a large segment of women participating in leisure travel too.  

 
 Family responsibilities as constraint  

 
In tourism decision making research DeCrop (2005) has described 

the family as a Decision Making Unit (DMU) in which important 
decisions of life, including consumption choices are discussed.  In 
vacation decisions, besides family, close social circles e.g. friends etc. 
may also represent relevant DMUs.  He has also identified the importance 
of roles played by various family members (husbands, wives, and 
children) in the DMUs, which determine the nature of decision-making. 
Therefore the importance of family and the influence of each family 
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member is vital in deciding the freedom that one member exercises within 
the family in making independent decisions. 

The results indicate that women are more constrained by family 
responsibilities than men. If men desire to travel for leisure or duty, they 
leave behind family and care taking responsibilities for females to handle 
in their absence. Further, males have an independent say in family matters 
and do not have to compromise with the wishes of other family members. 
Family responsibilities act as a constraint only in the case of those men on 
whom elders or other family members are completely dependent. 

 
Table 2 Perception of Family Responsibilities as a Constraint 

Males (200)  Females (200) 
Yes 

74 (37.0%) 
No 

126(63.0%)  Yes 
102(51.0%) 

No 
98(49.0%) 

 
For majority of women, family responsibilities and obligations are 

perceived as a constraint. This is so, because family is usually the pivot in 
the lives of women.  Women accord primary importance to family 
responsibilities, which in a way, makes their individual independence 
secondary. Males are considered responsible for providing financial and 
material security to the family, through their ‘Outside Roles’, while 
women take up the ‘Inside Roles’ that are instrumental in the smooth 
functioning within the household i.e. caring, providing, nurturing for the 
family of orientation (parents), and procreation (children), or else, in-laws 
and extended family. While men can take off for travel when desired, 
women cannot, as the daily functioning of the household is disrupted in 
their absence. Hence it is gathered that family commitments remain 
dominant in the lives of women and are a major factor constraining 
leisure travel decisions.  

Surprisingly 49% women do not perceive family responsibilities to 
be a constraint. This reflects upon the changing nature of gender roles in 
contemporary times, where the trend in families nowadays is shifting 
more towards equal sharing of responsibilities. Men too have started 
assuming many care- taking responsibilities within the household and in 
modern families and it is both genders participating jointly in family 
tasks, allowing one another equal freedom. Such a trend is removing the 
schema of advantaged and disadvantaged gender in the families. Shared 
responsibilities are lessening the burden on the female gender enabling 
them to have their freedom in leisure. 
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Dominance of spouse and family as a constraint 
 
McDonald (1980) believes that in marital matters the outcome of 

decision-making is considered the primary indicator of marital power. 
Marital power is inevitably linked to domination or subordination. Marital 
power and spousal dominance is to a great extent affected by nature of 
society i.e., patriarchal, matriarchal or equalitarian. Patriarchy and male 
domination determine the marital power balance. Women are oppressed 
within patriarchal societies and their subordinate status is a hindrance to 
their decision-making and participation in all forms of leisure. Women’s 
leisure is more vulnerable in ceding to the demands of men’s and 
children’s domestic and leisure needs. Men seem to have more degree of 
independence, freedom and power in the choice of the leisure activity 
they wish to pursue (Henderson, 1990). 

 
Table 3 Perception of Dominance of Spouse and/or Family as a 

Constraint 
Males (200)  Females (200) 

Yes 
93 (46.5) 

No 
107(53.5%) 

  
Yes 

100(50.0%) 

No 
100(50.0.%) 

 
The results show that 93(46.5%) males compared to 100 (50%), 

females, perceive dominance of spouse and/or family as a constraint and 
it is generally women who remain subservient to spouse and other family 
members in choices of leisure travel. 

Males retain a strong grip on their dominant and superior status in 
society. It is usually men who wield more power in family. Some 
theorists suggest that the power difference between men and women in 
the family is entirely attributable to men's higher income. In terms of 
relation between power and income, the power that a male or female 
holds in the household is also determined by his/her individual economic 
status. While higher individual earnings tend to allow a more equal say in 
family decisions, having a lower economic status acts as a limitation for 
decisions related to spending of discretionary income (underpinning 
confidence and increasing dependence). Research points out that in 
vacation decisions, women are likely to be less influential in decisions 
over the nature, location and timing of a holiday if men consider 
themselves to be the wage earner paying for it.  
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 In leisure travel decisions, it is usually the male who holds the final 

decision making authority and the spouse and/or family are required to 
accept and comply. 

In case of women, the results are equally divided with 50% women 
reporting spousal and family dominance as a constraint and 50% reporting 
it to not be a constraint. An equal response indicates that half the women 
often conform to travel decisions made by their spouse and/or family. For 
women who do not view spousal and/or family dominance as a constraint, 
it can be argued working women have now changed the balance structure 
of family decision making authority by virtue of gaining a level of 
economic independence, that has empowered them to have a significant 
say in decisions. Advocates of resource theory suggest that when women 
make substantial economic contribution to the household, power and 
control in decision-making shifts in their favor (Blood and Wolfe, 1960; 
Blumstein and Schwartz, 1983; Green and Cunningham, 1976). 
Nowadays, out-earning women in the family may have more power. 
Independent working women have more authority and freedom in making 
their leisure travel decisions and can even influence their spouse or family 
in their own favor.  
 
Employment as a constraint 

 
Employment status signifies working or non-working.  Being 

employed or unemployed determines availability of discretionary finances 
for travel and may also determine whether and how much time may be 
available for leisure travel. Therefore employment can be directly 
associated with financial and time constraints. 

The results indicate that majority of men i.e. 116(58%), compared to 
lesser women, i.e. 90(45%) perceive their employment status as the major 
constraint in making their leisure travel decisions. 

 
Table 4 Perception of Employment Status as a Constraint 

Males (200)  Females (200) 
Yes 

116(58.0%) 
No 

84(42.0%)  Yes 
90 (45.0%) 

No 
110(55.0%) 

 
Working men associate time constraint with permanent employment. 

A majority of men reporting employment status as a constraint suggest, 
that because most of them are working, they have demands of their 
profession / occupation, that acts as a limitation of not allowing enough 
discretionary time to undertake travel for leisure. Men are identified with 
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the image the breadwinners and it is desired of men to take their 
employment seriously. For employed men, travel for leisure can be 
undertaken only during holidays from work. Thus, for men, time 
constraint due to professional obligations is an influential factor 
negatively affecting leisure travel.  

Relatively lesser women i.e. 90(45%) report employment to be a 
constraint, as majority of women in the sample are non-working. While 
working women view the time limitation due to paid employment as a 
constraint, it is largely the non-working female population that associates 
lack of finances due to unemployment, as a major constraint to engage in 
leisure travel. If unemployment is related to financial constraints, 
especially, low-income employed women, unemployed or single parents 
are more likely to view employment status as a constraint due to low 
earning or savings. 

Most non-working females travel with their families, (parents or 
spouse) who finance their leisure travel. Thus, they do not perceive 
unemployment as a constraint. Unemployment on the other hand, 
removes the time restrictions on one’s life, as women who are not 
engaged in paid employment feel free to take time off for vacations 
whenever it suits them, their spouse and/or family.  

 
 

CONCLUSION AND IMPLICATIONS 
 
Of all the constraints studied in this study, the striking difference 

between men and women is found on perceiving their gender as a 
constraint to travel for leisure. While more than 50% women report their 
gender as a constraint, interestingly 100 % men report their gender to not 
be a constraint.  It can be thus concluded gender remains vital in 
determining the liberty to travel. In leisure, women remain ‘relatively’ 
more constrained than men. 

 Though other socio-demographic constraints operate on both 
genders, the extent of their influence varies. For men, employment is a 
major constraint to leisure travel, while for women, family responsibilities 
and spousal / family dominance exacerbate the gender constraint. The 
‘doing gender’, poses restrictions on the freedom of women. 

However, assessing the responses of females, it is noted that there is 
a near equal division of responses in  all other factors being perceived as a 
constraint or not. This clearly suggests that it can no longer be assumed 
that women are always the disadvantaged gender. Times have changed 
and there is modernization of societies. With rapid social changes and 

 116 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 6, Number 1, Spring 2011, pp. 105-121 

UDC: 338.48+640(050) 

 
better status being given to females, the trend towards gender equality is 
on increase in all spheres of life, leading to blurring of gender differences. 
Nevertheless, it is still the developed industrialized societies that are 
moving at a faster pace in reducing gender gap biases. In developing 
societies, it is the more educated, working and urban women who have 
moved ahead to achieve a status equal to their male counterparts. These 
women are the ones who do not perceive any gender, familial or social 
restrictions as constraints. However, the picture of the uneducated, rural 
and poor women still reflects subjugation.  

Over the years, travel for leisure (a sphere considered important by 
both genders, for individual well-being and existence) has seen a 
significant increase of female participation. Both as a market segment in 
their own rights and by providing greater household funds for 
discretionary spending, women now are a significant force in holiday and 
business travel (Bhatia, 2001). This is accounted for by a number of 
factors like, changing and progressive attitude of society towards female 
education, better jobs, elevated status, growth of independent working 
women segment, late marriages, changing nature of ‘Ethic of Care’ and 
joint sharing of familial responsibilities between the spouses.  Tracing 
such changes, it can be concluded that though men retain their position of 
the advantaged gender experiencing lesser constraints in leisure travel 
choices, nonetheless, women are no longer disadvantaged, but remain 
‘relatively’ more constrained. In view of the significant social changes, 
research needs to further explore changing gender relations in society that 
can determine whether any one particular gender will remain constrained 
for long in any sphere of life. 
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In an attempt to approach wine tourism as a form of consumer behaviour, a 
substantial amount of research has focused on the demand-side, exploring the 
consumers who travel to wine regions. Despite the fact that there is no single, 
stereotypical “wine tourist”, some distinctive characteristics regarding 
demographics, motivations or wine lifestyle can be drawn from literature. Several 
authors have recently addressed this issue and developed various wine tourist 
typologies, on the basis both of socio-economic and psychographic data. The 
objective of this paper is to provide a better understanding of the wine tourist, 
taking into account the different approaches for profiling and segmentation that 
have been used in recent studies.  
 
Keywords:    wine tourism, consumers, market segmentation 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Wine is an essential component for wine tourism development, since 
a set of tourism attracting enterprises can be built around it. However, as 
Mitchell (2004:13, in Mitchell, 2006) asserts: “there is more to… wine 
tourism than the simple consumption of a beverage (albeit a hedonistic 
pursuit)…this experience is not limited to the senses and emotions 
associated with the wine alone”. Hall (1996) and Macionis (1996)  (in 
Hall et al., 2000:3) define wine tourism from consumers’ perspective as 
“visitation to vineyards, wineries, wine festivals and wine shows for 
which grape wine tasting and/or experiencing the attributes of a grape 
wine region are the prime motivating factors for visitors”. The above 
definition suggests that beyond wine and viticulture, wine tourism is 
“marked” by the whole wine region and its attributes, often referred as 
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“winescape” (Peters, 1997, cited in Hall et al., 2000). Three components 
constitute the winescape: the presence of vineyards, the wine production 
activity and the wineries where the wine is produced and stored (Telfer, 
2001). 

Hall & Mitchell (2002:69, cited in Sparks, 2007) discuss the concept 
of “tourist terroir” in order to describe “the unique combination of the 
physical, cultural and natural environment (that) gives each region its 
distinctive tourist appeal”.  In fact, someone who engages in wine-related 
tourism, seeks for an overall tourism experience, which offers a regional 
“bundle of benefits” (Getz & Brown, 2006), such as the rural landscape 
and the appealing environment (de Blij, 1983:4), cultural heritage, 
festivals, romance and relaxation, exploration, (Carmichael, 2005), 
socialising, communing with other people, hospitality, meeting the 
winemaker, or learning about wine (Alant & Bruwer, 2004; Charters & 
Ali-Knight, 2000; Dodd, 1995). Authenticity, regional culture and 
gastronomy are closely linked to wine tourism. As Simon states: “Where 
vines flourish, McDonalds seldom does. Good authentic food is surely a 
prerequisite for any wine-orientated holiday, and wine and food grow up 
together in these [wine producing] regions” (Simon, 2001:6, in Boniface, 
2003:132).  For all the above reasons, wine tourism has been recognised 
as a form of agricultural tourism, rural tourism, cultural tourism, 
industrial tourism and special interest tourism (Yuan et al., 2005). 

Getz (2000) argues that wine tourism should be examined from three 
major perspectives: wine producers, tourism agencies and consumers.  
Getz & Brown (2006) comment: ‘‘Wine tourism is, simultaneously a 
form of consumer behaviour, a strategy by which destinations develop 
and market wine-related attractions and imagery, and a marketing 
opportunity for wineries to educate and to sell their products directly to 
consumers”. Thus, understanding wine-related consumer behavior is vital 
and can achieve marketing benefits (Yuan et al., 2006; Dodds & Butler, 
2010). Towards this direction, market segmentation is significant for wine 
tourism operators in terms of product development and marketing 
purposes (Mitchell et al., 2000; Williams & Kelly, 2001) as it provides an 
understanding of wine tourists and their behaviour.   

Market segmentation has been defined as … “the process of dividing 
a market into distinct subsets of consumers with common needs or 
characteristics and selecting one or more segments to target with a distinct 
marketing mix” (Schiffman et al., 2001:54, cited in: Bruwer et al., 2002).  
Usually, market segmentation is based on socio-economic variables 
(gender, age, income, educational level). However, in wine tourism 
literature several psychographic variables are used as criteria for 
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segmenting. Thus, motivations, lifestyle, interests, values, personality, etc 
can give useful information in order to have a better insight into who 
exactly the wine tourist is (Galloway et al., 2008; Gronau & Kaufmann, 
2009). Besides, as Bruwer et al. (2002) state, visitors with similar 
demographics may present considerable differences concerning their 
attitudes, lifestyle and wine consumer behaviour.  

Through the process of market segmentation, answers for a variety of 
questions regarding the consumers of wine tourism maybe drawn: Do 
they consider a distinct group with specific characteristics compared to an 
average traveller in rural areas or urban centers? Does wine constitute the 
main reason for visiting a grape wine region? Does wine tourism apply to 
only one specific type of consumers? A wine lover may visit a winery 
with his friends, or family, who do not share the same interest in wine. 
Moreover, there is a variety of reasons for visiting a wine region, such as 
the rural setting, which may not be directly and exclusively related to 
wine consumption. All these considerations engage both academics and 
wine tourism stakeholders to further research.  

Within this context, the objective of this paper is to provide a useful 
insight into the types of visitors engaged in wine tourism as well as to 
identify their specific characteristics. In particular, a comparison of 
approaches concerning wine tourism profiling and segmentation is 
provided. Identifying similarities and differences among wine tourists, 
both in Europe and in the New World countries has practical implications 
for both national and regional tourism authorities in order to meet 
customer needs and to improve customer service.  
 
SKETCHING A GENERAL PROFILE OF THE WINE TOURIST 
 

Approximately two thirds of wine tourism literature comes from 
Australia and New Zealand, while a large amount of research comes from 
Canada and the USA (Mitchell & Hall, 2006). Research in relation to 
wine tourists is well developed, despite the fact that studies on wine 
tourism policy and economics are in early stage (Goldberg & Merdy, 
2006). However, only after 1995 academics began to focus on the wine 
tourist, while it is important to stress that in many cases information has 
been gathered from the wineries’ perspective (supply – side research) 
rather than from the wine tourism consumers themselves (Mitchell et al., 
2000; Tassiopoulos et al., 2004). Moreover, a substantial amount of 
research deals with winery visitors and their relationship with special 
issues concerning specific tourism products or services and does not 
investigate wine tourists in general (Williams & Kelly, 2001).  
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Descriptions that refer to wine tourists before 1995 vary and in some 
cases are not flattering. Spawton (1986:57 in Macionis & Cambourne, 
1998:42) describes them as “mobile drunks”, McKinna (1987:85  in 
Macionis & Cambourne, 1998:42) refers to wine tourist as “the passing 
tourist trade who thinks a ‘winery crawl’ is just a good holiday”, while, a 
milder description that has been  given is “wine connoisseur” (Edwards, 
1989  in Macionis & Cambourne, 1998:42).  Folwell & Grassel (1995:14, 
in Mitchell et al., 2000) give some more information about the wine 
tourist’s profile, arguing that the visitor of wineries in Washington state 
during the late of 1980’s is “middle-aged with an above average income”. 

Dodd (1995) asserts that a winery visitor is generally of higher 
educational level and income comparing to an average traveller. 
According to the South Australian Tourism Commission (1997, in 
Charters & Ali-Knight, 2002), wine tourism appeals to “couples with no 
children and those with higher education and incomes in professional 
occupations”. Mitchell et al. (2000), after a preview of the existing 
literature mainly basing on studies in Australia, New Zealand and the 
U.S.A., arrive at the following description: “(the wine tourist) is usually 
30-50 years of age, in the moderate to high income bracket and comes 
from within or in close proximity to the wine region itself”.  More 
recently, Treloar et al. (2004), pinpoint several similarities in previous 
studies regarding the winery visitor, which they describe as 
“predominantly female, generally university or higher educated and with 
a slightly higher than average income...usually domestic or intrastate 
traveller who has some experience with wine or wine education”. 

In Australia, as Charters & Ali-Knight (2000) state, the winery visitor 
in Margaret River and Swan Valley is mainly female (53,7%), young 
(under 47 years old) and comes from the metropolitan area of Perth. 
Likewise, O’Neill & Palmer (2004) suggest that the winery visitor in 
Western Australia is female, young (under 44 years of age), with a 
managerial or professional occupation, well-educated and comes from 
Australia.  More recently, O’ Neill & Charters (2006) also come to the 
same conclusion, describing winery visitors in Margaret River as “mainly 
young females, who are highly educated”. 

According to the New Zealand Ministry of Tourism (2007, cited in 
McDonnell & Hall, 2008), wine tourists in New Zealand are international 
and domestic visitors, aged 15 years old and over, who visit a winery at 
least once when travelling in New Zealand. Moreover, between 2001 and 
2006, international visitors increased in an annual average growth rate of 
16%. During the same period, the number of domestic visitors has been 
almost cut in half. Similarly, while in 1999 there was a low percentage of 
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international tourists who lived overseas (16%) (Mitchell, 1999, cited in 
Alonso et al., 2007b), a recent research (Alonso et al., 2007b), indicates 
almost 20% growth in international tourist numbers. The above 
considerations emphasise the enormous potential of wine tourism 
development in New Zealand  

Research carried out in Texas (Kolyesnikova et al., 2007) suggests 
that wine tourists are young females (less than 51 years old), in high 
levels of education and occupation that usually belongs to the following 
categories: professional/technical (engineers, architects, lawyers, doctors 
etc) and executive/managerial (accountants, managers, administrators 
etc). Carmichael (2005), while investigating the winery visitors’ 
characteristics in Niagara region, Ontario-Canada, states that the 
Canadian winery visitor’s profile is quite similar compared to the general 
winery visitor’s profile, as described in the New World countries. In 
particular, visitors in Canadian wineries are mainly couples, middle –
aged, highly educated, high income and professional workers. The 
majority of visitors are domestic travellers coming from regions in close 
proximity to the wine area. 

Brown & Getz (2005) explored wine consumers’ attitudes concerning 
wine tourism in Calgary of Canada. Specifically, the links between wine 
preferences and propensity to travel to specific wine regions were 
investigated. The above research is consistent to Carmichael’s (2005) 
findings in the same country. In fact, winery visitors in Canada were 
found to be mainly females, middle-aged (average age: 49 years), 
married, highly educated and with higher incomes. A third study in 
British Columbia, conducted by Williams & Kelly (2001), describes wine 
tourists as: “of a middle income, moderately well educated and females, 
empty nester, baby boomers”.  

In South Africa, results of a research carried out by Tassiopoulos et 
al. (2004)  suggest that wine tourists are mostly females, young (less than 
35 years), single, without children and with a professional occupation. 
Also, they are usually day-trip tourists and travel in a party of 2.1 persons. 
Only 9.1% of them are international, while they mainly come from Cape 
Town metropolitan area. More recently, Tassiopoulos & Haydam (2006) 
argued that wine tourism in South Africa includes day trips and wine 
tourists use their own mode of transport. 

Winemaking activity has a long tradition in Europe and over 60% of 
all world wine is produced there. Furthermore, France is the world’s 
number one destination. However, research concerning the wine tourist’s 
profile and characteristics is relatively inchoate (Charters & Carlsen, 
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2006; Machlouzarides, 2010). A review from four European countries 
(France, Italy, Spain and Greece) is presented in the current article. 

Wine tourists in France usually visit wine regions in winter months 
and less frequently during the summer season (May to September). Wine-
related holidays are usually short-term. Thus, wine tourism applies mainly 
in domestic travellers, who prefer to organise their vacation out of the 
main summer season. Contrarily, foreign visitors are more likely to be 
attracted in the summer season, because holiday is longer and wine can be 
mixed with other tourist activities (Frochot, 2000:79). According to 
another research in Alsace (Waller, 2006), only 40% of visitors stay 
overnight. Guzman et al. (2008) found that a typical wine tourist in 
Southern Spain is between 50-59 years old, middle/high income and 
usually travels with family. According to Gatti & Maroni (2004), the wine 
tourist in Italy is mainly young, foreign male. In addition, female wine 
tourists in Italy are usually younger than male. As Gatti (2001) states: 
“Foreign tourists are usually the most organised ones. They take 
advantage of specialised magazines and guides on Italy”. 

As far as Greece is concerned, there is a lack of official data 
regarding wine tourism. However, according to a relative research 
conducted by the Association of “the Greek Women of Wine” 
(Triantafyllou – Pitsaki, 2005) and based on winemakers’ perceptions, 
this form of tourism so far seems to apply particularly to the domestic 
market. In fact, domestic travellers constitute more than 70% of the total 
number of winery visitors in Northern, Central and South Greece, while 
their common characteristic is their strong interest in wine. It is important 
to point out that there is a high percentage of international winery visitors 
in the insular regions and that results to an increased percentage of 
international tourists at a national level. However, it is possible that 
visitation to islands is a part of an organised vacation in the framework of 
mass tourism. Thus, a winery tour seems to be a collateral activity. 
Sketching the winery visitors’ socio-economic profile in Greece, based on 
a recent study in the Macedonia region, Alebaki & Iakovidou (2006) 
argue that the average winery visitor is male, young, has high levels of 
education and medium-high income, is either civil servant or employee 
and comes from urban centers in close proximity to the wine region. 

An extensive literature has suggested that demographic variables 
have a great impact on wine tourism behaviour (Bruwer, 2002a; Mitchell, 
2002; Treloar et al., 2004). Dodd & Bigotte (1997), using cluster analysis, 
segmented visitors in Texas wineries on the basis of age and income. It 
was found that younger respondents were more critical of their winery 
experience and rated service quality in winery as the most important 
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factor of visitor satisfaction. Charters & Fountain (2006) found evidence 
that while older people give an emphasis to the product itself, for younger 
wine tourists the overall experience and the received services are more 
important than the quality of wine. Alonso et al. (2007a) pinpointed 
differences among different age groups of winery visitors in New Zealand 
in several dimensions, such as wine knowledge, product involvement and 
winery expenditures. Specifically, it was found that older visitors have 
greater wine knowledge as well as interest in wine than younger 
respondents, and although they earn lower incomes, they have higher 
expenditures at the winery.     
 
WINE TOURIST’S PSYCHOGRAPHICS: MOTIVATIONS AND 
WINE LIFESTYLE 
 

As discussed, a deep comprehension of the nature of the wine tourists 
and their needs is a precondition for a successful marketing of the wine 
tourism destination and product  (Macionis & Cambourne, 1998, cited in 
Mitchell et al., 2000). Thus, as wine tourism development has been 
increasingly international, one of the major themes expressed in literature 
was the need to better understand the nature of wine tourist (Brown & 
Getz, 2005). Many researchers have proposed a wide range of segments, 
based on demographic, socio-economic and psychographic 
characteristics, with important implications for wine tourism product 
development. As Charters & Ali-Knight (2002) admonish: “...in practical 
terms (that is for the winery), segmentation maybe the most important 
aspect of the wine tourist as a consumer, but - in order to be possible- it is 
necessary to consider briefly the motivation of visitors to wine regions”.  

Kay (2003) states that there are four main theoretical approaches to 
tourist motivation, each of these being based upon earlier motivation 
theories from other consumer behaviour research: needs-based 
motivation, value-based motivation, benefits sought or realised and 
expectancy theory based motivation. In addition to the above approaches, 
another approach distinguishes motivations into push and pull factors. 
Pull factors (or external motivations) draw the visitor to the winery and 
include general characteristics or activities of the winery (wine tasting and 
buying, tours, eating at the winery and rural setting). Push factors are 
internal motivations that drive an individual to visit the winery 
(socialising, learning about wine, relaxation and meeting the winemaker) 
(Mitchell et al., 2000; Yuan et al., 2005).  

Getz and Brown (2006) point out that the experience of wine tourism 
includes three core dimensions, which they label the “core wine product”, 
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the “core destination appeal’’, and the ‘‘cultural product’’.  These 
findings are supported by Sparks (2007), who proposed the following 
three dimensions: the “destination experience”, the “core wine 
experience” and the “personal development”. While “destination 
experience” and “core wine experience” are pull factors, “personal 
development” is considered to be an internal motivation (push factor) and 
is strongly related to the desire to seek information about wine. 

A basic distinction between wine tourists based on motivations was 
introduced by Johnson (1998:15, in Galloway et al., 2008). Using as a 
main criterion the purpose of the visit, he distinguishes two types of wine 
tourists:  The “specialist winery tourist” and the “generalist” visitor. The 
first type refers to someone who “visits a vineyard, winery, wine festival 
or wine show for the purpose of recreation and whose primary motivation 
is a specific interest in grape wine or grape wine-related phenomen”, 
while the second type includes those that are primarily motivated to visit 
a wine region for other reasons. Wine tourists’ motivations were also the 
basis for the segmentation applied by Gatti & Maroni (2004), who 
conducted a more recent study in Italy. Using Multiple Correspondence 
Analysis (MCA), they classified wine tourists into four distinct groups: 1) 
The “Professional”, 2) the “Cultured”, 3)the “Enthusiastic” and 4) the 
“Wine Tourist by Change”. 

In an attempt to segment winery visitors in the Macedonia region, 
Alebaki & Iakovidou (2006), used two-step cluster analysis, based both 
on demographics and winery visitors’ motivations. The findings showed 
four distinct types of visitors who engage wine tourism in Greece: 1) the 
“Wine lovers”, who are usually highly educated and high income and 
whose prime objectives for visiting the area are: visiting the winery, 
meeting the winemaker and learning more about wine and wine making,  
2) the “Neophytes”, who are mainly low- income students with a special 
interest in wine and visiting the winery is their major incentive, 3) the  
“Occasional Wine Tourists”, who are not interested in learning about 
wine, but are attracted by the local gastronomy and 4) The “Hangers-on”, 
who are not interested in wine or wine making, they are not wine 
consumers in general and for them, a vineyard or a winery is just another 
tourist attraction. It is of utmost importance to be stressed, that for the 
‘hangers-on’, the membership of a winery in the project: “Wine Roads of 
Northern Greece” is an important factor and can become a motive for 
visiting it.  

Wine tourism researchers have also demonstrated a strong interest in 
wine lifestyle as a characteristic which can be used in segmentation. The 
latter includes wine interest, wine cellaring behaviour and wine club 
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participation (Alonso et al., 2007b; Mitchell et al., 2000). For instance, 
lifestyle components, such as wine knowledge, motivations and wine 
behaviour were used as a basis for segmenting the wine tourists in Italy. 
According to the Movimento del Turismo del Vino, four groups emerge: 
1) The “Professional”, 2) the “Impassioned Neophyte”, 3) the “Hanger-
on” and 4) the “Drinker” (Coriglano, 1996). Following the same 
approach, Macionis & Cambourne (1998:44, in Cambourne & Macionis, 
2000:88), used data from a previous research in Australia (Roy Morgan 
Holiday Tracking Research, 1996) in order to create a “wine tourism 
portfolio”. The latter classifies wine tourists into ten “value segments”, 
using as criteria socio-economic variables as well as values, beliefs and 
the general lifestyle. According to Cambourne & Macionis (2000:89), the 
groups: “Visible Achievers”, “Socially Aware”, “Traditional Family Life” 
and “Young Optimists” constitute the majority of winery visitors and 
“appear to be the most appropriate target markets for wine tourism 
marketers and practitioners”.  

Knowing the level of interest in wine of wine tourists is of high 
importance (Mitchell et al., 2000: 124). Therefore, using the interest in 
wine as criterion, Ali-Knight & Charters (1999) segmented wine tourists 
in two categories: the “Casual Tourists”, who just want to taste wine and 
nothing else and the “Sophisticated Drinkers”, who seek to gather as 
much information as they can about the product. However, it should be 
mentioned that this study is supply-focused and is based on the 
winemakers’ perceptions. This “intuitional approach”, has been also 
adopted by Hall (1996, cited in Hall & Macionis, 1998). The 
segmentation, using as a basis both tourists’ motivations and their interest 
in wine, resulted in three primarily segments: 1) The “Wine Lover” (who 
is similar to the “Specialist” of Johnson’s typology), 2) the “Wine 
Interested” and 3) the “Curious Tourist”.  

Charters & Ali-Knight (2002) built upon Hall’s typology and 
approached the issue from a demand –side (consumer perceptions). They 
segmented wine tourists on the basis of their lifestyle (wine knowledge, 
interest in wine motivations for visiting the wine region). Five groups 
emerged: 1) The “Wine Lover”, who has a desire to seek education about 
wine, 2) the “Connoisseur” (which is a sub-set of the wine lover), 3) the 
“Wine Interested” and 4) the “Wine Novice” (correspondingly to the 
curious tourist). They also added a small group that consists of the 
“Hangers-on”. The same study proposes a model that consists of three 
dimensions: purpose of visit, general tourist motivation and relationship 
to other tourist activities. 
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In some cases, it is asked from wine tourists to classify themselves 
regarding their knowledge about wine (“Advanced”, “Intermediate” or 
“Basic”) (Maddern & Colledge, 1996). However, according to Charters & 
Ali-Knight (2002), “the problem with knowledge is that it is only 
suggestive of the respondent’s motivation as a wine tourist and it is 
difficult to quantify”. Therefore, O’Mahony et al. (2006) use as a criterion 
the involvement in the wine product category and classify wine tourists in 
three segments: 1) the “Committed Consumer”, 2) the “Traditional 
Consumer” and 3) the “Uninvolved Consumer”. 

A part of research (Bruwer, 2002b; Houghton, 2001, 2008; Juan et 
al., 2005, 2006; Weiler et al., 2004) was focused exclusively on the 
characteristics of a particular group of wine tourists: those who attend 
wine festivals. The latter have been defined by Yuan et al. (2005) as “a 
special occasion that attendees actively engage in for the satisfaction of 
their interest in wine and/or for the entertainment made available by other 
leisure activities”. For instance, Houghton (2008) used Hall’s (1996) 
classification as a basis for distinguishing distinct wine festival 
customers’ types. The study, based on K-Means cluster analysis 
suggested that wine festivals attract many different types of visitors and 
there is the same possibility to attract “… a serious wine drinker along 
with a novice”. Cluster analysis that has also been used by Juan et al. 
(2006) on the basis of motivations, produced three distinct groups named 
as: the “Wine Focusers”, the “Festivity Seekers” and the “Hangers-on” 
(who showed no interesting in anything at the festival). Each category 
includes visitors who emphasise in different activities or products when 
attending a festival.  

 
CONCLUSIONS 
 

The first conclusion that arises from this study results from the 
examination of the wine tourist’s demographics. In particular, when wine 
tourists between “Old” and “New World” countries are compared, 
distinctive differences concerning gender are evident. In the New World 
countries, the typical wine tourist is usually female, while in Europe it 
appears to be a male. The above consideration is highly important, 
because, as Mitchell & Hall (2001b) state, there are differences between 
wine tourists in terms of gender. For example, female wine tourists tend 
to attract more easily from wine bottles/ labels (i.e. packaging), share the 
winery’s wine with others and make post winery visit wine purchases. As 
Mitchell & Hall (2001a) also report: “Females were also around twice as 
likely to enjoy elements of the ambience of the winery, including the 
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inviting or relaxed nature of a winery, socialising with friends at the 
winery and sunny weather and alfresco dining”. This result has important 
implications for the wine tourism stakeholders, as they can develop and 
diversify their products and strategies successfully, according to the needs 
and expectations of each target group, taking into consider gender 
differentiation. Contrarily, common demographic characteristics of wine 
tourists seem to be their age, educational level and income. Most of 
research supports the assumption that wine tourists are young, highly 
educated and have high - income.  These findings are of particular 
importance, as income is one of the most obvious predictors of wine 
consumption and is used by wineries to target certain visitor groups 
(Dodd & Bigotte, 1997). 

Generally, there is a perspective that “…the ideal wine tourist is 
male, professional and middle –aged, because they will spend most” 
(Charters & Carlsen, 2006). However, although younger wine tourists 
have limited knowledge about wine compared to older ones, they may be 
more important in the long term. Thus, greater attention needs to be paid, 
because high satisfaction from the whole wine tourism experience can 
help in terms to bring them back for return visits (Roberts & Sparks, 
2006), create a demand in the long term for specific brands, and built 
customer loyalty towards individual wineries and their wines (Getz, 
2000). 

Market segments that have been identified should be valuable to wine 
tourism operators since they can constitute specific targets for wineries or 
wine tourism destinations. Each group of visitors can, albeit in a different 
level, contribute in wine tourism development. There are distinct market 
segments (i.e.  the “Occasional Wine Tourists” or the “Hangers – on”), 
for whom a winery visit is not the primarily motivation for visiting the 
wine region. These types of tourists may visit a winery out of obligation 
because their friends or family want to go. Therefore, they are not 
particularly profitable for wineries and they have less commercial 
potential. Nevertheless, they can contribute to rural tourism development 
in general, as they take part in a variety of activities in the wine region. In 
this case, a great emphasis should be given in promoting the attraction of 
the whole destination. However, for the “Wine Lovers” and the 
“Neophytes” (which can be potential wine lovers under the right 
circumstances), the winery appears to be an important determinant of 
visitation. Furthermore, a winery visit may provide a competitive 
advantage both for the destination and local wines, creating not only 
profit for wine enterprises but also opportunities for the development of 
the regional grape and wine sector.  
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It is significant to note that research findings have to be dealt with 
caution and extractions of generalised conclusions without taking into 
account both different approaches and dissimilarities in tourism structure 
among countries should be avoided. It has already been suggested that 
wine tourists are not a single and culturally homogeneous group (Charters 
& Fountain, 2006; Dritsaki, 2009). For example, there are wine tourists in 
Italy who are quite different compared with South African wine tourists. 
Also, according to European research, wine tourists in Europe can be 
broadly categorised into three groups: “Formal wine tourists”, “Tourists 
with an acknowledged interested in wine” and “General Tourists”. 
However, a “Formal Wine Tourist” in Europe, usually travels in an 
organised tour. On the contrary, in the New World countries such as 
Australia and New Zealand, a highly educated wine tourist is less possible 
to travel in an organised tour compared with the “Wine Interested” or the 
“Wine Curious”. As expectations and experiences of wine tourism vary 
from region to region, intercultural differences among wine tourists as 
well as their influence on wine tourism behaviour should be taken into 
consideration (Charters & Ali-Knight, 2000; Charters & Ali-Knight, 
2002; Charters & Carlsen, 2006).  

Given the “shifting nature of the wine tourist in various places” 
(Charters & Ali-Knight, 2002), there is a need for more quantitative 
research to be carried out, especially in the European countries,  including 
data from several wine regions, in order to further investigate the factors 
that influence on wine tourist’s characteristics, motives and preferences. 
At last, even in cases where research is focused on the demand-side (wine 
tourists’ perceptions), it is necessary to obtain data from broader samples 
(Sparks, 2007) and different locations and not only by sampling winery 
visitors or studying consumers at the cellar door. Therefore, more 
research is needed to gain a fuller understanding of wine consumers in 
general (Getz and Brown, 2006).  
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For years second home tourism has been an issue of discussion between tourist 
experts, real estate agents and politicians in both Mediterranean countries and 
Alpine destinations, however it has not raised much concern in academic circles. 
The aim of this paper is to analyze the second home phenomenon in order to 
acquire a better understanding of the overall situation and give an insight into the 
aspects and needs for policy planning. For this purpose South Tyrol has been 
taken as a case study, and a comprehensive overview of the situation has been 
determined through both quantitative and qualitative investigation on opinions 
and attitudes of second home owners, local residents, politicians, real estate 
agents. The outcome of this paper is a holistic picture of the phenomenon, which 
examines the positive and negative impacts and shows the need for public 
regulation through land use planning. 
 
Keywords: second homes; policy planning; economic impacts; tourism 

development 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Second home tourism covers all relationships, behaviours, and 
actions that result from travelling to, and staying at, the second home. It is 
a flow of singular permanence and strength as compared with other forms 
of tourism: once a second home owner has acquired a second home, he 
may visit it regularly and year after year, spending his holiday and money 
within the second home region, without a single word of encouragement 
or promotion from any tourist board. These second home owners also 
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fulfil a very important word-to-mouth function, especially if they belong 
to key customer groups.  

On the other hand, this phenomenon causes a series of problems and 
difficulties mainly connected to a lack of sustainable development of a 
destination. A large territory is needed for just a few overnight stays of 
the owner. Often second homes are not rented out and are only used by 
the owners.  

The size of the second home market is substantial. For example, in 
Finland it is estimated that in 2003 there were 465.000 second homes 
meaning that every sixth family owned a second home, while every 
second family had access to a second home through friends or extended 
family relations (Hall and Page, 2006). While some countries actively 
seek transnational investment by second home purchasers, for example 
Malaysia and Dubai, other countries, notably Australia, impose barriers to 
second home ownership by non-citizens.  

The question as to whether second homes are a curse or blessing to 
the receiving communities is still rather difficult to answer. It depends on 
both structural and perceptual issues. To maximize the positive effects 
and to minimize the negative effects local authorities should include 
second home development in their country development plans. A better 
understanding of the second home development is essential and questions 
need to be asked about the role of second home owners, land use policies, 
property taxation and service provision. Furthermore, second home 
planning issues need to be continuously adjusted, because changes in 
population distribution, population composition, family structures and 
tourism preferences all affect the future second home tourism. 

While many people own second homes as rental properties and 
financial investments, here we focus on second homes that function as 
recreational or vacation properties. The aim of this research is to analyse 
and determine local residents’ attitudes towards the second home 
phenomenon, to understand the changes that the growth of second home 
bring to their life by analysing concerns and the issues that they face as a 
result of second home development. Furthermore, this research provides 
an insight into second home owners, who they are, why they bought a 
second home and the use they make of their second home. The final 
objective of this research is to provide a holistic picture of the historical 
context of second homes and to understand future developments. The 
field of research is South-Tyrol, an autonomous province in northern Italy 
of 7,400 km2 (of which 64% over 1,500 meters above sea level) counting 
10,526 second homes. 
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IMPACTS OF SECOND HOMES 
 

Second home owners are tourists and as such they exert similar 
impacts on the hosting community. However, the typical characteristics of 
second home tourism, such as the long duration of visits and the return to 
the same place year after year, make some impacts stronger than in other 
forms of tourism. Second home tourism requires also the purchase of 
property in the destination and thus implies the development of different 
social an economic relationships than other forms of tourism.  

The main impacts are of economic, social or environmental 
character; whether the outcome of second home tourism is regarded as 
positive or negative by communities can depend heavily upon local 
circumstances. 

At the local level, second homes provide a flow of money into the 
importing region, through the initial purchase price of the property, 
spending on renovation and improvements, increased tax incomes and 
spending on food, leisure and other services. Once an owner has acquired 
a second home, he will visit the same area year after year without the 
need for any words of encouragement form a tourist office. Second homes 
tourism can also contribute to the growth of other types of tourism for 
example by attracting friends and relatives to the area, instigating regional 
development, highlighting benefits tourists can bring to the area and 
creating facilities for other tourist types. 

Clearly the economic impact of second homes needs to be seen in the 
local context and is heavily dependant on the types of dwellings 
converted into second home use. Where there is direct market competition 
and the exclusion of locals, any economic contribution is negated by the 
loss of locally-derived revenue and adverse social impact. However where 
there is clear separation between the markets, the economic contribution 
may be locally significant. Furthermore, there is an increase in costs for 
the provision of additional infrastructure and services for the tourists, like 
garbage collection and water supply. For the local residents second home 
tourism can cause, in addition to the increase in property prices, also an 
increase in the cost of local goods because of the higher demand. 

Concerns about the impact of second homes often have been 
expressed in terms of conflicting interests of locals and outsiders. One of 
the biggest concerns is that as a result of growing numbers of second 
homes land prices and rates increase and are often pushed beyond the 
means of permanent residents. Local families are being squeezed out of 
their hometown, because they can not afford to purchase a property or 
they cannot pay the increased property taxes. However, some people, as 
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home owners, do not have this displacement pressure. They might tend to 
welcome the investment that second home buyers inject into this market 
because it will increase the potential value of their own properties 
(Gallent, et al., 2005). 

The social and cultural impacts of the out-migration of locals can 
cause complete villages to be transformed in seasonal resorts that are 
uninhabited for most of the year. These villages loose their authentic 
character, cultural identity and ancient traditions disappear and in the end 
the villages loose also their attractiveness for tourists. Additionally “ghost 
towns” encourage the growth of the crime rate. On the other side rural 
employment opportunities in agriculture, forestry, fishery and 
manufacturing industry are disappearing. Therefore the out-migration of 
locals may not necessarily be a product of any housing shortage brought 
about by planning constraints or second home pressures: it may result 
from an aspiration amongst younger people, to seek better opportunities 
elsewhere – either education or work related. The second home owners 
often only fill the gabs caused by these migrants.  

Second home owners are visibly different from year-round residents 
in terms of status, values, behaviour and attitudes. Müller (2002) has 
characterised cottage owners as “leisure gentrifies” pointing out their 
perception of the countryside as a recreational resource ready for 
consumption and their characteristic seasonal circulation. Therefore 
agriculture activities may not be welcome by second home owners, 
because of the noise or the smell they provoke. 

Nevertheless, although in some cases second home owners appreciate 
the same landscape and heritage aspects as local people do, they tend to 
be more conservative and less positive toward changes. According to 
Müller (2002) they have an ideal image in their mind when purchasing a 
second home and this museum-strategy aiming at preserving the 
countryside in an imagined state without leaving trances can entail 
conflicts with the local population. For the inhabitants on the other side 
local development could be important  

Therefore the living together of second home owners and locals is a 
big challenge because of different backgrounds, different opinions, and 
different expectations; the second home development will have to balance 
these competing demands on resources. It is important that also the 
second home owners have the possibility to contribute to the development 
of an area and represent their interests. The integration depends also on 
the social ambitions and strategies of the second home owners themselves 
and is facilitated if they have relatives in the second home destination. 
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Integration difficulties are also caused by language and tradition 
diversity. When second home owners come from overseas countries, 
contact with the local population is limited. Hence contact with other 
second home owners, often of the same nationality, may substitute for the 
desired life among the locals, and may even be the goal of some second 
home owners – such as the British in the Costa del Sol (Lew et al., 2004). 

In environmental terms, second homes may be seen as inherently 
unsustainable: they add to housing pressure in the countryside, contribute 
to land-take, and serve no particular accommodation need. According to 
Breuer (2005) the environmental impacts in the host community are 
mainly caused by the increasing population during the peak season, what 
has several effects on the water supply, the sewage system, the road 
infrastructure pollution and the refuse collection and can result in a big 
trouble, especially if there is a lack of adequate planning. The 
construction of purpose build vacation homes means that the landscape 
becomes heavily built up. However second home owners do care about 
the environment and sometimes take an active part in the preservation of 
the area. On the opposite side the conversion of vacant dwellings into 
second homes may offer positive environmental benefits as restoration 
and change of use can lead to the preservation of derelict properties on the 
verge of being demolished. 0n the other hand the purpose-build second 
homes have often a poor design and do not fit into the townscape. 
 
PLANNING AND MANAGEMENT ISSUES 
 

As stated in the earlier paragraphs, second homes are now an integral 
component of both rural and urban areas and as such exert impacts (for 
certain aspects positive impacts, for others negative ones) on the local 
community and environment. Second homes should therefore be 
incorporated into the strategic planning process that local and regional 
councils should undertake if they are to ensure sustainable regional 
development.  

According to Gallent et al. (2005), “many of the more general studies 
end by examining the need for a policy response towards the expansion of 
second home ownership; these responses often involve the encouragement 
of growth (to maximize possible benefits), the curbing of growth (to 
minimize associated costs) or a compromise solution which involves the 
regulation of supply and demand and the channelling of development.” 
Increasingly it is recognised that growth in the number of second homes 
is not an isolated phenomenon but connects to various other elements of 
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social change and to the macro economy; for this reason, any policy 
response should be grounded in a full understanding of wider concerns. 

Planning depends on how the impact of second home tourism is 
interpreted and what are the aims of the area. As mentioned by Gallent 
and Tewdwr-Jones (2000), planning has two main objectives: to minimize 
the potentially negative impact and to optimize possible benefits. In order 
to achieve these objectives, the potential costs and benefits of the 
development need to be considered before policy responses are 
formulated (Gallent and Tewdwr-Jones, 2000) 

Planning for housing and land use, and therefore also second home 
planning, generally lies within the realm of local government. Local 
authorities should identify the scale and nature of the second home 
phenomenon as existing across the whole of their administrative areas. 
This involves an assessment of the use of existing stock, future stock and 
the dwelling types involved. It can be an advantage for local government 
to assume responsibility for establishing regulations and for undertaking 
the planning and policy of second home development because the 
phenomenon is different in every location. While this means that local 
authorities are in a strong position to guide development, it can also result 
in a lack of consistency in panning guidelines throughout the region or 
state (Hall and Müller, 2004).  

Second homes provide local councils with planning problems similar 
to those of first homes, particularly infrastructure development. However 
there are also distinct tourism-related considerations associated with 
issues of seasonal utilisation, host community conflicts, user group 
conflicts, and contribution to regional economic development. So the 
local governments may also have a significant role in relation to social 
impacts, as they can regulate development so as not to incur conflicts 
between second home owners and various groups. Examples of social 
conflicts include disagreement between locals and second home residents 
regarding levels of development, conflicts due to perceived social 
inequality, and competition for the use of land. 

Unfortunately the lack of understanding of and research on second 
homes often makes effective planning and policy setting extremely 
difficult. One problem is probably that there is no legal distinction 
between second and primary homes. How can appropriate levels of 
services be determined? If second homes are eventually overtaken by 
residential tourism and suburbia, when should services be upgraded and 
who will pay for them? An important aspect of statistics is to show 
seasonal highs such as summer school holidays and to consider also visits 
to the second homes of friends or relatives. A problem is the seasonality 
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in resident populations induced by second home tourism. Managing 
seasonality is a challenge for the whole tourism sector. Especially the 
over- and underutilisation of services during certain periods, the huge 
traffic congestion and water consumption during the peak season and 
exclusively temporary employment are problems that need to be 
managed. Additionally, the vacant second homes are at risk of burglary. 
In second home tourism there is also the problem that the considerable 
increase in the population during certain periods is usually neglected in 
official population statistics.  

Another management issue is the response of second home owners to 
development, and how they can be included in planning decisions. For 
national governments it is a challenge to manage the situation that 
nowadays many people have multiple homes, and want to participate not 
only in the development of their first residence. By establishing a local 
association that enables the second home owner to act as a partner of the 
local authorities in planning issues, the local government can comply with 
this trend of multiple homes. 
 
POLICY RESPONSES 
 

As stated by Gallent et al. (2005), policies should attempt to absorb 
the demand for second homes while at the same time directing that 
demand away from those communities which are at risk from the 
intrusions. This would be achieved by identifying sites suitable for 
purpose-built second home developments and using development control 
to discourage developments in unsuitable areas. Planning authorities 
direct second homes into certain settlings where their impact is beneficial 
rather than damaging. For example they can be used to assist the 
preservation of historic or other properties which would otherwise fall 
derelict or be neglected. Another policy option might be to promote 
second home ownership in such a way as to maximise economic benefits, 
whilst diverting demand away from existing housing stock. 

Promoting economic and social development at the local and national 
level is seen as the best long-term mechanism for bringing the housing 
and employment chances of rural households into parity with their urban 
counterparts. Because some locals fall into the “low income – low 
wealth” consumption class, they may not be able to successfully compete 
for market housing against more prosperous incomers; it follows that one 
solution is to provide non-market alternatives. However this is often 
difficult to realize because of insufficient funding and a lack of 
commitment to a comprehensive rural housing programme. The 
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alternative option is to reduce external demand for rural housing by 
increasing the price and maintenance costs for second homes or adopting 
a property licensing scheme. 

In terms of new development, occupancy may be controlled by 
specific local need policies written into the local development plans. 

Local councils can do this through the control of the share of 
dwellings designated for local people in a certain area. There can also be 
areas where a 100% of first homes are prescribed and non-local buyers 
are completely excluded. This leads to two distinctive housing markets 
and to affordable prices for the local population. In areas with no demand 
for first homes this regulation will not be successful, because there will be 
a stop of the building sector. An alternative way to limit the construction 
of second homes is to dictate a minimum amount of the living space of 
dwellings. The thought behind this is that first family homes are more 
spacious then second tourism homes. However this is not true any more, 
because of increasing single households and the increasing demand for 
bigger second homes. 

Some governments try to regulate the second home market by giving 
advantages to the constructors of first homes and reduce the building site 
if second homes are built. To preserve the landscape this regulations are 
not very useful, because planning should include the different 
characteristics of the area and not depend just on who is using the 
dwellings. 

According to Weber et al. (2007) a further option to control the 
construction of second homes is keeping the demand high and satisfying 
it step by step. Every year according to the demand and the availability of 
land, local authorities provide a certain amount of ground for the 
construction of second homes. This allows a goal-directed planning on a 
long term basis. However because of the reduction of supply, the ground 
prices might increase and get unaffordable for locals. 

Instead of rules and prohibitions, financial measures can be used to 
control the second home development. These measures are designed to 
increase the overall cost of second home ownership and include 
restrictions on improvement grant availability, the levying of differential 
council taxes, tax penalties for second home owners, a general levy on the 
purchase price of second homes and restrictions on mortgage advances for 
second home purchase. Gallent and Tewdwr-Jones (2000) argue that these 
options could not differentiate between different types of second homes 
and would therefore undermine the contribution that some second home 
owners make. Instead, the additional revenue raised by local authorities 
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could than be used to subsidise new affordable housing projects and to 
reduce the financial burden of a destination. 

Since many owners use their second home only occasionally, the 
possibilities should exist for an extended use of the properties. If the 
properties were to be used just an extra two weeks per year, the local 
population would benefit greatly from the additional money spent during 
these weeks. One type of extended use is renting. However it must be 
ascertained if there is any interest in renting out the house by the owner 
(Hall and Müller, 2004). The majority of second home owners do not rent 
out their property. The potential disadvantages or disutility from renting 
out may outweigh the economic benefits or utility. Factors discouraging 
second home owners from letting their properties are economic, social or 
psychological (Bieger et al., 2006; Claveria & Datzira, 2009). Economic 
factors include high transaction costs, lack of an accurate rate of return 
through high taxes on returns from rent or no economic interest due to 
owners’ existing wealth. Social factors are the fear of losing prestige and 
reluctance to host people with different habits including smokers, 
families, house-pets different religions and countries of origin. 
Psychological reasons for not renting second homes are the loss of the 
potential freedom to use the second home any time on any basis, the 
feeling of losing control and intimacy or the loss of an important 
identification element. Thus, as a rational argument, financial 
opportunities are only likely to appeal to a part of second home owners 
(Bieger et al., 2006; Kayat, 2010). Hence, persuading non-renters to rent 
becomes a more challenging task, because it must overcome also 
psychological and social barriers. Consequently many second homes 
remain vacant for most of the year. However irrespective of whether 
second homes are used regularly or not at all, destinations still have to 
provide peak oriented communal infrastructure, which is not used in the 
other months of the year. From a destination point of view, the 
willingness to rent out can be supported by changing the economic 
framework (for example second home taxation), addressing some of the 
inconvenience of renting out such as troubles and damages and reduce the 
psychological costs of renting out by model contracts, efficient 
distribution, administrative support, communication platforms, support by 
professional renting agencies, cleaning and maintenance services and so 
on. 

It is clear that promoting the tourist industry, provides a significant 
part of a long term strategy which is necessary to raise local income 
levels. The local government should indicate clear support for tourism in 
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local plans, provide tourist infrastructure and have a direct hand in second 
home development and the promotion of the area as a tourist destination. 

Hotels are important to a tourist destination; because of the 
continuous flow of guests they stimulate the area, create employment, 
improve the efficiency of the existing infrastructure and increase the 
consumption of local goods. In areas with a large number of second 
homes there is the risk that hotels are replaced by second homes.  
 
METHODOLOGY 
 

The data used in this study were obtained from a survey in which 176 
semi-structured interviews were conducted. These include 28 interviews 
with experts of different fields affected or involved in the second home 
phenomenon including mayors of the municipalities most affected by 
second home tourism, directors of large real estate agencies, directors of 
destinations’ tourism boards, representatives of the provincial tourism 
department and the development department; 80 interviews with local 
residents and 68 interviews with second home owners. The survey was 
conducted in February 2009 and the selection of the interviewees was 
made completely randomly. People from the four municipalities with the 
highest share of second homes were interviewed while waiting for the 
bus, relaxing on a bench next to a ski resort, or just while walking around 
in the centre of the towns. The questionnaires for second home owners 
included open questions as well as closed questions to increase the 
possibility of comparison between the groups. Before answering the 
questionnaires, the research topic was introduced to the interviewees and 
the reasons for and the aims of the research were explained. The language 
used was Italian or German, according to the language of the interviewed 
people. The representativeness of the second home owner sample is given 
by the fact that the demographic profile corresponds to the percentages 
given by a quantitative research conducted on second home owners by the 
provincial office for statistics (ASTAT) in 2006. 

The general objectives for interviewing local residents were to 
acquire their attitudes towards the second home phenomenon, to get 
information about the changes that the growth of second homes brings to 
their life, and to know their concerns and the issues that they face as a 
result of second homes development. The general objectives of 
interviewing second home owners were to get first hand information on 
why they bought a second home and why they appreciate it, how they use 
their second home and the future use of their second home. Finally 
general information about the second home owner, including age, origin, 
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sex and profession has been collected. Finally, the objectives of 
interviewing government officials, real estate agents and other people 
affected by the second home phenomenon were to better understand the 
historical context of second homes in South Tyrol, to get first hand 
information about the status of second homes in South Tyrol, to 
supplement available secondary material, to observe their perspectives 
and concerns regarding the second home phenomenon in South Tyrol and 
to get access to insider documents and local studies.  

The collected data have some limitations. First of all, second home 
tourism has become more and more an electoral battle, what may have 
influenced the answers of the interviewed mayors and directors of public 
organisations. A second limitation is the number of the sample. It is not 
an easy task to collect the data, in particular for second home owners, 
because most of them cannot be identified or are not available for 
interviews. The small number implies that the answers given by the 
second home owners as well as by the local residents should not be over 
interpreted. All the cases should be regarded more as examples of the 
purchasing behaviour of second home owners, how they actually use the 
estate and what impacts the second home phenomenon may have for local 
residents. The survey is also limited to the second home owners visiting 
the area during the month of February, the winter high season of the 
province. If the survey had been undertaken at another time of the year, as 
for example August, the results might be different. We have to remember 
that there are two seasonal peaks of tourism in South Tyrol, one in 
December-February and the other in July-August. 

The results presented in the following section, where necessary, are 
integrated and compared with data from a previous quantitative study on 
second homes conducted in 2006 by the provincial office for statistics 
(ASTAT) and the data are suitably referenced. 
 
RESULTS 
 

There have been different periods of increased demand for South 
Tyrol as a second home destination. 

Figure 1 shows that the second home phenomenon in South Tyrol 
started to be relevant in the late 1980s and that there has been a second 
home boom at the beginning of the 1990s. According to the data collected 
by the authors of this paper, the interest in second homes continues, as 
some of the interviewees said they had purchased their apartment during 
the last four years.  
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Figure 1 Year of second home acquisition 

 
 
 
Characteristics of the properties and the method of 
acquisition 
 

Only 6% of the interviewed second home owners acquired their 
second home through inheritance, while all the others bought it. This can 
be explained by the fact that most of the apartments were acquired during 
the nineties, and consequently most of the second home purchasers are 
still alive and well and using their second home. According to the real 
estate agents the most important factor for second home buyers when 
deciding to buy is the location of the property and the beauty of the 
landscape. They are looking for tranquillity, nature, the mountains and the 
tourist infrastructures. Another important issue is the closeness to 
infrastructures like hospital, pharmacy and police that gives a feeling of 
security. There are actually two kinds of potential buyers. The first group 
is looking for a second home somewhere in the country and in small 
villages. The second group is keen to buy a second home in the historical 
centre of the town. They are even willing to accept that there is no 
balcony or garage, because they love the charm of the old town. However 
the quality and the architectural style are also an important feature to 
them. Their dream is to own a solitary house on a hill, possibly with a low 
price. But they are willing to lower their expectations if this is impossible. 
They look for property with a traditional style. Of course also 
accessibility influences the decision. The price only plays a secondary 
role. There are a few who buy more than one apartment for investment. 
Often these apartments are rented out to local residents. Usually they 
purchase only one second home for the personal use. According to our 
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sample, real estate agencies play an important role in the purchase of the 
second home; however 34% of the second home owners purchased their 
properties privately. Just a few bought their second home directly from a 
housing developer or through auctions. Most second home owners (79%) 
considered it quite easy to find a suitable estate for the purchase, while 
21% declared to have experienced some difficulties. 

All of the interviewed second home owners stated that they had 
known the area before purchasing their second home and 95,6% affirmed 
that they knew the area from previous holidays. The remaining 4,4% of 
those interviewed knew the area from their working experiences.  

According to the real estate agents differences can be noted between 
first homes and second homes. The prospective second home buyers look 
for smaller apartments, to keep the price down and possibly create less 
work for maintenance. Most of the second homes sold are two rooms 
properties. This is confirmed by the data acquired by (ASTAT, 2006) by 
which the average size of a second home amounts to 64.42 m². The 
potential second home owners also appreciate houses which are listed for 
preservation and know how to make use of the tax advantages offered. 
They are also especially interested in ecological houses. On the other 
hand locals, who want to buy a first home, are generally more conditioned 
by the price and are looking for cheaper and often also for used 
properties. According to Astat (2006), 90,5% of the second homes are 
owned by a proprietor, while 7,5% are time sharing properties and 2,1% 
are attributed to use in usufruct. These various types of ownership differ 
also as to the size of the property. While second homes owned by a 
proprietor have an average size of 65,32 m², apartments with time sharing 
are usually smaller with an average size of 48,84 m² and apartments 
attributed to usufruct are bigger with an average size of 81,48 m² (Astat, 
2006). The totality of the second home owners interviewed by the authors 
of this paper does not regret the second home purchase: 61 out of 68 
interviewees are still satisfied while 7 stated to be quite satisfied with 
their property.  
 
Origin of the second owners and attraction of the region 
 

The study conducted by ASTAT (2006) analysed the origin of the 
second home owners and determined the attraction of the region. The 
majority of second home owners are from Italy (78,1%) and Germany 
(19,0%); whereas one third of the Italian owners are from South Tyrol. 
The share of second home owners from the other two neighbouring 
countries Austria and Switzerland is small (1,7% and 0,4% respectively). 
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A remaining 0,7 percent of the second homes belong to owners of other 
countries. The index of attraction is calculated as the proportion between 
second homes that belong to the inhabitants of a certain country and the 
population of the country. This index shows how attractive South Tyrol is 
as second home destination to a certain country independently of its total 
population and therefore allows a direct comparison of the data. If we 
compare Italy, Germany, Austria and Switzerland, the country with the 
highest index of attraction is Italy (1,29 second homes for every 10.000 
inhabitants and 0,87 second homes without the inhabitants of South 
Tyrol). This shows us that South Tyrol is particularly attractive to Italians 
as a second home destination. The interest of Austrian and German 
inhabitants is almost the same (index of attraction of 0,20 and 0,21 
respectively). The high share of Italian second home owners can partly be 
attributed to the residents of South Tyrol who count for almost one third 
(32,7%) of the Italian owners. A further big part of Italian owners come 
from Lombardia (17,7%), Veneto (17,0%) and Emiglia Romagna 
(11,9%). 

If we observe the attraction of South Tyrol as a second home 
destination for Italian tourists, it can be pointed out that South Tyrol is 
with an attraction index of 51,00 especially attractive to citizens of South 
Tyrol. After a big gap follows Veneto with an attraction index of 2,70, 
Trentino with 2,25 and Emiglia Romanga with 2,15. Also for citizens 
from Friulio Venezia Giulia and for citizens of the Lombardia South 
Tyrol has an attraction index of more than 1.  
 
Demographic characteristics of second owners 
 

According to our sample the mean age of the second home owners is 
between 51 and 60. This represents the age segment of people who are 
well established on the labour market and the housing market and can 
permit themselves a second home. This matches the observation of the 
interviewed real estate agents who stated that second home buyers are 
normally between 40 and 50 and already own a first home. The survey 
showed a surprisingly high percentage of women owning a second home. 
67,6% of the second homes of the sample belonged to women. However 
this may be for fiscal reasons. The real estate agents identified that the 
second home buyers normally have jobs with high salaries. The 
dominating professions among interviewed second home owners were 
freelancer professionals, businessmen and professors. 
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Reasons for the acquisition of second homes 
 

The physical environment is the key factor in the attractiveness of 
South Tyrol for all second home owners in the survey. According to the 
interviews, the three most appreciated aspects of second homes are to 
enjoy nature (67,6%) the peacefulness of the area (50%) and the 
cleanliness and health of the area. A further important aspect, especially 
to families, is closeness to ski resorts. Second home owners declare to 
feel more comfortable and relaxed at their house than in a hospitality 
structure because they are staying in their own home, where they have all 
their sports equipment ready for use and don’t have to bring it with them. 
In addition they can sleep in their own bed, have their own furniture and 
have more space available then in a hotel room. Another advantage stated 
by the interviewees is that everything takes part within the family and that 
gives them more quality time as a family. They also stated that it is more 
restful and relaxing to stay in their own second home than to stay in a 
hotel where there are always strangers around. 
 
Usage of the second homes 
 

The average use of the second home amounts to 56 days a year. 
Almost all the interviewees declare coming by private car to their second 
home. The motivation is that car gives easy accessibility to the second 
home and allows the transportation of the necessities and belongings, 
groceries and tools. In average, there are 3,1 people staying in the second 
home and 43 out of 68 second home owners affirmed that the utilization 
of the second home is limited to personal use while the remaining 25 lend 
it to relatives and friends. None of the interviewees declared that they rent 
it out to third persons. Figure 2 shows how many days the second home 
households spend in their holiday home during each month.  

Second homes are mainly used in the summertime during July and 
August and in the winter during December, January and February. These 
are generally the peak seasons for tourism in South Tyrol. Finally, only 
two out of 68 declare doing remote work from their second home, 
confirming that second homes are used mostly for relaxation and distance 
themselves from their working life. 
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Figure 2 Average use of the second homes. 

 
 
 
Integration, socialization and conflicts 
 

The second home owners were asked if they socialize with other 
second home owners of the area. 84% of the interviewees stated that they 
are in regular contact with various second home owners of the area. 
Especially Italian second home owners emphasized the fact that they 
appreciate meeting their friends who spend their holidays in the area. 
These findings capture the blend of the routine that characterises second 
home life and suggest that users not only escape from home life, but 
enrich lives by cultivating existing friends and gaining new friendships in 
the second home destination. The integration with the local people was 
generally seen as quite difficult. Many second home owners claimed that 
they don’t feel integrated at all and the main contacts they have are with 
other second home owners or tourists. This finding suggests an image of 
second home owners existing as a distinctive group within the local 
community. Also the local residents were asked about the integration of 
the second home owners and where possible conflicts might arise. While 
some residents affirmed that it is difficult to really know which are the 
second home owners or to even become friends with them, 35% of the 
residents know one or more second home owners whom they consider 
friends. Second home owners usually don’t take part in local activities 
and, on the other hand, there are many events organized for tourists and 
second home owners where normally not a lot of local residents take part. 
Therefore, we can’t really speak of a social integration between residents 
and second home owners. Almost all of the residents (92,25%) noticed 
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that there are conflicts between second home owners and residents. The 
reasons named are that the second home owners demand too much 
influence in the development of the towns. Residents are often annoyed 
that the second home owners want to impose their ideas and interests even 
if they are living in the municipality for only a short period of the year. 
Other reasons for conflicts mentioned by second home owners are 
jealousy because second home owners are generally wealthier then the 
local people. On the other side, local people feel that the second home 
owners are taking away their apartments and some of them feel 
uncomfortable, because second home owners like to show off their 
wealth.  
 
Impacts 
 

In the short term there are some positive economic impacts of second 
homes, especially for the local construction industry, craftsmen, real 
estate agents and economic advisors. In addition second home owners pay 
taxes and rates, use the local infrastructure and can be a social enrichment 
for the town. However in the long term, the negative effects prevail over 
the positive effects. According to the literature analysed in the first 
section of this paper, among the negative impacts we can list the 
following: increased property and rental prices because of housing 
speculation; high land consumption; overloading of the infrastructure 
during the peak season; former hotel guests are lost because they buy a 
second home; second home owners don’t take part in club activities and 
the social life of the town. These negative impacts arise when a certain 
share of second homes within a town is exceeded. If the share of second 
homes is not too big this also contributes to economic opportunities, and 
can increase the popularity of a destination. If we focalize on the 
economic impacts, it is clear that second homes don’t create much 
additional income for the municipalities. One of the incomes is the 
municipal property tax (ICI), which in the most municipalities for second 
homes accounts for 0.7%. This is the highest possible percentage rate that 
can be set by the municipalities. The ICI tax is paid according to the 
amount of rooms of an apartment. As second homes have usually few 
rooms the income is not very high. For example, in 2008 the incomes 
through the ICI tax second homes in S. Candidio/Innichen amounted to 
109.041 Euros and in S. Christina to 188.976 Euros (Municipality of 
Santa Cristina, 2008). Second homes pay a higher Construction Fee, 
which amounts up to 15% of the construction costs. In addition second 
home owners have to pay the tourist tax of which 95% goes to the tourist 
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associations and 5% stays within in municipalities. For the municipality 
of S.Candido/Innichen this tourist tax last year created an income of 
31.015 euro. Originally every tourist had to pay this tax but now only 
second home owners pay it. This regulation should prevent the 
development of the second home phenomenon from becoming too 
extensive. Table 1 shows the amount of the stay contribution in the 
municipality of S.Candido/Innichen. To the basic fee there is added a fee 
according to the size of the apartment.  

The high property prices in South Tyrol are almost unaffordable for 
local residents. Second homes are certainly not the only reason for the 
high property prices since the factors which affect the property prices of a 
certain area are numerous and complex. When we asked local residents 
what they think about the property prices in their hometown 65% of the 
residents said that the prices are either high or very high. Only 8,25% 
affirmed that the prices are low.  
 

Table 1 Tourist tax in S. Candido/Innichen,  
Municiplity of Santa Cristina, 2008 

 

Category basic fee 
(euro) 

0 - 80 m² 
euro/m² 

0 - 150 m² 
euro/m² 

0 - > 150 m² 
euro/m² 

I 135,57 0,484 0,68 0,97 

II 77,47 0,387 0,58 0,77 

III 38,73 0,291 0,484 0,68 

IV 29,05 0,242 0,387 0,58 

 
To find out more about the social impact of the second home 

phenomenon in South Tyrol, 80 local residents were interviewed. The 
interviews were conducted in the 4 most affected municipalities of South 
Tyrol. 74 out of 80 local residents affirmed that they are aware that in 
their municipalities there is a high percentage of second home owners. 
There was only a small percentage of people (5%) who were not aware of 
this phenomenon. Most of the people who didn’t notice that the 
phenomenon is quite widespread in their municipality come from a 
municipality where most of the second home owners are from South 
Tyrol and therefore are not perceived as outsiders. In a further question 
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local residents were asked to give an assessment of the second home 
phenomenon in their town. This revealed that more than 50% of the local 
residents think that the second home phenomenon as a whole has neither 
positive effects nor negative effects. When local residents were asked 
how the second home owners influence their daily life and what 
advantages or disadvantages the phenomenon brings with it, the economic 
advantages were especially mentioned. Several of the interviewees have 
contacts with the second owners while working. Residents whose work is 
in some way connected with second homes especially admit to benefit 
from the second home owners. However many residents observed that 
second home owners take most of the groceries and other things they 
consume with them from their hometown. 
 
Planning and management issues 
 

Almost all of the interviewed residents claimed that it is important for 
the second home phenomenon to be in some way regulated. Local 
authorities must take decisions in housing development issues, so that 
they can regulate the supply and the demand and can influence it 
according to the current local situation. Twenty years ago the acquisition 
of second homes was only slightly controlled and this led to the 
uncontrolled development of second homes with resulting negative 
consequences. Some people claim that in this case the political reaction 
was too slow. A representative of a popular political party in the province 
stated that the real estate lobby has a big influence when political 
decisions are taken and the political commitment to get the second home 
phenomenon under control appears to be lacking. Maria Rossi Dordi, the 
president of the administration court of Bolzano/Bozen criticises that the 
provincial town planning law has a lot of modifications. According to 
Maria Rossi Dordi the modifications are necessary, however they should 
be done in a clear way and by supporting an explicit direction. She claims 
that in some cases the modifications seem to follow the interest of small 
groups or even individuals. The first steps in South Tyrolean land use 
planning were taken between the 1960s and the beginning of the 1970s. 
The second home phenomenon and the potential second home owners 
were investigated. Until then the process had been carried completely 
unplanned. In the early 70s the provincial government has introduced a 
bill that dictates the drawing up of a development plan for local real estate 
by every municipality. In fact by 1974 every municipally, with the 
exception of three enacted, had elaborated a local development plan. To 
reduce second home development, laws were passed referring to 
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conventional housing. A conventional dwelling can be used only as 
principal residence by the local population. Employees are equated with 
local residents for the duration of their employment relationship. If they 
are rented out, the monthly rent must not be higher than the official 
provincial rent for a period of 20 years. However you can pay 15% of the 
building costs to set yourself free of limited rent amount. Nowadays the 
time limit on conventional housing no longer exists. The conversion of 
hotels into second homes has been prohibited by a law of 1992. Also 
agricultural dwellings cannot be converted into second homes any more. 
With this system two distinctive types of market have been created for 
conventional dwellings and apartments sold on the free market and there 
can consequently also be found different categories of prices.  
 
Future development 
 

Second home owners had clear ideas about what they want to do with 
their property in the future. Most of them want their children and 
grandchildren to take the property over when they will be no longer able 
or willing to use it. None of the interviewees stated that they are planning 
to sell their second home, also because property is one of the few 
consumer durables that appreciate in value. Real estate agents have also 
observed that if someone decides to buy a second home, this is normally a 
long term purchase. Second home owners rarely sell their properties, and 
if they do it is generally because they want to buy a bigger one. Regarding 
the frequency of use, more than half of the second home owners think that 
they will use the apartment with the same frequency, while 37% plans to 
use it more frequently. However 20% of the interviewees declared the 
intention of offering the house to friends and relatives. Only one of the 
interviewees declared that he is thinking to use his second home as his 
primary residence in the future. The real estate agents declared that in the 
future the construction of new second homes will decline because 
municipalities are planning more social and subsidized housing. For them, 
the increased international mobility is affecting the real estate market. The 
second home market in South Tyrol is becoming increasingly attractive to 
English, Russian, Polish and even American buyers. But at the moment 
the property market is experiencing a calm period. People are not 
spending their money even on first homes and buyers from other 
provinces taking longer in deciding before buying a property. 
 
 
 

 160 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 6, Number 1, Spring 2011, pp. 141-163 

UDC: 338.48+640(050) 
 
CONCLUSIONS 
 

The data collected by the authors and the data by ASTAT (2006) 
show that the second home phenomenon in South Tyrol is characterised 
by a high share of second home owners from Italy, who especially 
appreciate the nature and peacefulness of the area. In comparison to other 
parts of Italy, South Tyrol has a quite low share of second homes. 
However it is important to monitor and regulate the development of the 
phenomenon, particularly because only 8% of the territory of South Tyrol 
is suitable for human settlement, and this can lead to a shortage of land 
for the residents.  

Second homes are distributed unevenly within the municipalities of 
South Tyrol and are concentrated in the Dolomites area and in the border 
municipalities. In these communities the negative impact of the second 
home phenomenon clearly exceeds the positive impact. Particularly in 
structurally weak areas the second home phenomenon also contributes to 
economic opportunities, and can increase the popularity of the 
destination. However opinions about an acceptable proportion of second 
homes differ. 

For the local economy, second homes are less relevant than their 
number might suggest. This results from the fact that they are only used 
for short periods of the year. 

The Town and Country Planning Laws give the municipalities the 
possibility to regulate the construction of new second homes, whereas 
only 16% of the new building areas can be sold on the free market. 
However the old buildings, which can be mainly used as second homes, 
constitute a big problem because local governments have very few ways 
to interfere. This shows that not only legal regulations can solve the 
problem. They have to be augmented by a common system of values and 
strategic planning. It has to be seen how the referendum on this topic -
which will take place this year- turns out. 

At the moment the property market, including the second home 
market, is experiencing a quiet period because of the current economic 
slowdown. Anyway the aim should be the regulation and limitation of 
second homes.  
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NEW TOURISM IN A NEW SOCIETY ARISES FROM 

“PEAK OIL” 
 

James Leigh1 
University of Nicosia 

 
Mass international tourism has thrived on the abundant and cheap supply of 
energy, and this may be about to change as the world moves towards “Peak Oil”. 
The resultant scarcity and high price of all energy fuels will produce changes in 
human activities across the board, and specifically in tourism. In this looming 
transitional era, which has probably already arrived, tourism needs to make some 
dramatic changes to harmonize with the new realities of a post-energy world and 
its new society. 
 
Keywords: “Peak Oil”, society, tourism, future, oil, energy 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 

 
“Peak Oil” occurs when the world has consumed half its available oil 

supplies, and at that time production levels will be at their maximum. 
However, from there, the levels of production begin to decline, as the last 
half is used up, and until exhaustion point is eventually reached. 
Declining production levels, leading to oil scarcity and high prices, have 
sobering implications for all human activity – including mass 
international travel and tourism, which has been built upon abundant and 
cheap oil and energy supplies. 

In recent history, up to just after World War Two, travel and tourism 
were largely made possible by road, rail and sea. However, with the 
introduction of the hugely successful Boeing 707, mass international 
tourism was made possible, and began to take off as a modern 
phenomenon in the 1960s. Boeing produced and delivered just over a 
thousand of these commercial jet passenger planes which dominated the 
passenger air travel industry in the 1960s, and remained very popular well 
into the 1970s. And so the foundation was laid for mass international jet 
air travel. 
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Tourist arrivals increased 12 fold from 1960 to 2008. World 
international tourist arrivals have grown at the rate of 4 % percent a year 
from 1990 to 2007, amounting to a total of nearly one trillion in 2007 
(WTO, 2008, p. 3). 

Travel and tourism as the world’s biggest industry has some 
impressive statistics. In 2005 world employment in the industry was 
221,568,000 jobs, amounting to 8.3% of total world employment, or a 
ratio of one in every twelve jobs. The sector’s economy contributed $4.7 
trillion to the world economy, making up a total of 10.6% of world GDP. 
By 2015 travel and tourism are predicted to grow considerably to $7.8 
trillion of economic activity and over 269 million jobs (Goeldner and 
Ritchie, 2006, p.26).  

Yeoman (2008a, p. 9) records and predicts: “In 1950, 25 million 
people took an international holiday; by 2030, we predict that 1.9 billion 
people will take an international holiday”. In the same mindset, the 
following table from Goeldner and Richie (2006, p. 556) shows what 
many hope and even predict will be the continued strong growth of 
international tourism in the next decade: 

 
Table 1 International Arrivals 

Forecast of International Tourism 
Arrivals 2010, 2020 

 
Regions 

Tourist Arrivals 
(millions) 

2010 2020 
Europe   527   717 
East Asia/Pacific   231   438 
Americas   195   284 
Africa     46     75 
Middle East     37     69 
South Asia     11     19 
World 1,047 1,602 
(Goeldner and Ritchie, 2006, p. 556) 

 
Spectacular economic development over the last century has been 

fired up by the abundant cheap supply of energy resources, and 
particularly oil. More specifically mass international tourism was made 
possible and even facilitated by the abundant supply of cheap energy 
across the board, based on the energy progenitor, conventional cheap and 
abundant crude oil. 
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But this may be about to change due to various global factors that are 
now being expressed through worldwide economic decline. The United 
Nations' tourism organization [the World Tourism Organization] has 
predicted that international vacation travel could drop up to 2% in 2009 as 
the global economic crisis worsens (Yilmaz & Gunel, 2009). Europe's 
tourism industry would likely see the largest drop in visitors, but that 
small countries dependent on foreign spending might suffer most, said 
Talib Rifai, secretary general of the U.N. World Tourism Organization 
(WTO). Rifai recalled the "bullish years" of 2004-2007, when travel and 
tourism growth averaged 7%. He said the present crisis "is not a tourism 
crisis. It's an economic crisis that spills over into tourism" and therefore 
becomes a problem for the tourism industry. Another spokesman for the 
WTO, however, warned that travel could fall by as much as a threatening 
5%. "That's not an official UNWTO position, but I'm being very straight 
with you," Geoffrey Lipman said to reporters (USA Today, 2009). 

Goeldner and Ritchie (2006, p. 65) suggest that “wars, unrest, and 
terrorism are detrimental to tourism. Peace, prosperity … and reasonable 
travel costs remain the essential ingredients needed for universal growth 
of travel.” So with rising costs we could expect to see universal growth of 
travel challenged. 

While many factors feed into the causes for world economic decline, 
like rampant fiat currency credit and peak phenomena (increasingly 
scarce supplies energy, food and other goods) leading to higher prices, the 
recent oil price spike to almost $150 a barrel (bbl), in July 2008, surely 
has facilitated a prompt arrival of the present economic decline of the 
whole world. 

Many have suggested that the leveling out of oil supply has brought 
dramatic spikes in the price of oil. Actually we may be moving beyond 
Peak Oil – into and era of scarce supplies of energy and much more 
expensive energy. This will have profound effects on all human activity, 
in all the arenas of economy, politics, geopolitics and society. These 
developments will change many of our behaviors, including of course, the 
nature and extent of travel and touristic activity. 

Ian Yeoman, academic and tourism futurologist, made the following 
introductory comments in his book on the future of tourism (2008a, p. 3): 

 
“I wanted to write this book in order to set out 
where I think world tourism will be in 2030. As the 
world’s only dedicated scenario-planner and 
futurologist in the tourism field I am in privileged 
position. I could have been controversial and 
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predicted the end of the world because of high oil 
prices, war in the Middle East, demographic time 
bombs, pandemics and terrorism. … I do believe 
that tourism is changing … ” 

 
However, Yeoman’s work disappoints, as it adheres to uniformity. In 

his view, events and trends will more or less continue on as they are with 
increasing, and even universalizing economic development, and wealth. 

Unfortunately Yeoman’s book fails to engage with the fundamental 
overall trend of high oil prices in the contemporary world. Actually he 
continues on in the rest of the book without adequate consideration being 
given to the potential massive impacts that oil prices, war, demographic 
challenges, disease pandemics and terrorism, could have, to greatly alter 
the course of mankind and its world civilizations, and more specifically 
tourism. 

Conversely, in this study, we will fully engage with one of the 
world’s present great challenges – we will investigate Peak Oil and boldly 
consider its imminent dramatic effects on the supply of energy, and the 
implications for society and tourism. 

 
PEAK OIL THEORY 
 

Dr King Hubbert, a Shell Oil geophysicist in America, developed the 
Peak Oil theory. He predicted that oil production in an “oil field” (which 
may be variously defined according to different levels of scale), will have 
increasing rates of production, until the production levels off at peak 
production point, when half of the available oil has been extracted.  

 
Figure 1 Peak Oil Curve 
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After peak oil production, the second half of the available oil’s 
production will fall increasingly quickly, until it levels off to exhaustion 
point. Considerable attention was given to Hubbert as he correctly 
predicted that the US would reach Peak Oil in 1970 (Leigh. 2008, p. 15). 
His theory is typically known as Peak Oil and is shown in the graph 
below: 
 
THE REALITY OF PEAK OIL? 
 

Many voices are increasingly warning that we have reached the era of 
Peak Oil now. Although not universally accepted, many facts do indicate 
that we are now rapidly approaching Peak Oil, or are already at the 
beginning of the phenomenon now. For example, as shown in the table 
below, conventional crude oil production worldwide declined from a peak 
of 73.81 million barrels per day (mbpd) in 2005 through 2007 at 73.27 
mbpd, but re-peaked slightly at 74.48 mbpd in 2008 – hardly lifting off 
the bumpy plateau with an increase of less than 1% above the 2005 year: 

 
Table 2 Oil Production 

 
Worldwide Crude Oil Production 

Year Production 
(mbpd) 

2005 73.81 
2006 73.54 
2007 73.27 
2008 74.48 
(EIA; The Oil Drum, 2008) 

 
 
 
 
 
 
 
 
 
However, this flat production level of world crude oil confronted 

increasing high levels of world crude oil demand due to high levels of 
economic development in less developed countries like China and India, 
both growing at around 9% annually. Also, the maintenance of a high 
level of economic development in more slowly growing, already 
developed economies, like in Europe and the US, has continued the 
ongoing high demand for crude oil.  

Both Europe and the US have to import more than half their 
petroleum needs. In China alone the daily consumption has increased 
from 3.4 mbpd to 6.7 mbpd, a massive increase of approaching 100 % in 
the years 1995 to 2004. China alone consumed almost 13% of the world’s 
total oil production in 2004. Similar trends in oil demand have occurred 
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and are projected for India, although not from the same high base level. 
Even so China and India together in 2004 consumed a massive amount of 
about 18% of the world oil supply (Leigh, 2008, p 16). The chart below 
from Stanford (2005) shows the historic continuing increase in demand 
for oil, in China and India, to fire up their impressive economic 
development. 

 
Figure 2 China and India Oil Consumption 

 

 
It has been estimated that the extra oil supply equivalent to three 

Saudi Arabias will have to come on tap by 2030 just to keep pace with 
world demand (Landers, 2007). This extra supply doesn’t appear to be 
remotely possible to be achieved. 

The following table of peaks and troughs of oil price tend to bear out 
the assertion that it was the market forces pushed oil prices up 
dramatically in the early third millennium: 

The table above shows the average yearly price for crude oil rose 
225% from 1984 to 2008, but most of that increase actually occurred in 
the last seven years since 2002. Crude’s recent rising prices, far beyond 
inflation, would suggest that the markets were anxious in the last few 
years, possibly due to world economic forces of rising demand 
confronting flat production levels. However, the collapsing price of oil 
since July 2008, when it reached $147 bbl, to the February price of $31 
bbl in 2009, shocked most of the world with an oil price freefall of almost 
80%. 
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Total world production of all oils, both conventional and 
nonconventional, at present, is around 85 mbpd, and included in this is the 
total world production of conventional oil of around 74 mbpd. Obviously 
a shortfall of 11 mbpd is made up by the nonconventional oils. These 
nonconventional oils are much more expensive and probably require a 
price of around $100 bbl for their industrial sector to be attractively viable 
on an economic basis. 

 
Table 3 Crude Peaks/Troughs Price 

 
 Crude Peaks/Troughs: 

Yearly Average Price 
Year Price 

$ 
% 

Change 
1984 28  
1988 15 -    46 
1990 23 +   53 
1994 16 -    30 
1996 20 +   25 
1998 12 -    40 
2000 27 + 125 
2002 23 -    15 
2008 91 + 296 
2009 Feb 31 -    66 
(Richards, 2009) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
If we consider that worldwide oil discoveries have been less than 

annual production since 1980 (Zinkler and Schindler, 2007, pp. 7, 8), and 
that the world demand for oil is increasingly met by nonconventional oil, 
we could expect to see prices eventually up well over $100 bbl. 

In this overall context of world oil production and supply, we could 
have expected to see oil prices stubbornly maintain high altitudes. So 
many have asked why such a dramatic collapse in the price of crude oil? 
Three main factors largely account for this price drop: 
1. The recent decreasing demand for crude as the economic decline 

diffuses worldwide from the USA 
2. A mass exodus of speculators, since July 2008, from derivatives and 

leveraged funds in oil, when its price levels began to be very 
uncertain and even seemingly erratic 
The third factor is explained by the following theory:  
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3. The Queueing Theory (or Hog Theory) 
Robert Hirsch and his associates stated that as Peak Oil “is 

approached, liquid fuel prices and price volatility will increase 
dramatically” (2005, p. 4). Likewise Defeyyes (2008) suggests:  

 
“[The] queueing theory predicts that queues behave 
in a noisy and chaotic manner when demands 
approach the system capacity. … Instead of energy 
prices rising to a new stable level, wild price 
oscillations will result from short-term changes in 
demand. There will be a tendency, the first time 
that prices go down, to announce that the crisis is 
over and oil and gas are now cheap and abundant 
again.”  
 

So falling oil prices may not indicate a newly settled oil market, but a 
looming unpredictable transition period, with a sequence of price 
gyrations heralding peak oil, and therefore oil scarcity, so that eventually 
high prices will permanently settle in.  

 
THE DANGERS OF PEAK OIL 

 
Many have sighed in relief because of cheap oil – But cheap oil may 

be dangerous. Many oil maintenance, development and exploration 
projects have been shelved or cancelled altogether. This will inevitably 
lead to imminent renewed unprecedented shortages – we will have less oil 
supply than we had originally thought. This oil shortage, far worse than 
we at first anticipated, will be greatly felt when world economic 
development picks up again, leading to new price spikes when oil could 
go to $150 bbl and far far beyond? 

Matt Simmons, acknowledged analyst and author on Peak Oil, 
recently warned: 

 
"We are three, six, maybe nine months away from 
a price shock. We are not talking about three to 
five years away – it will be much sooner. These 
prices now are dangerously low. The lower prices 
fall, the less oil will be produced and the greater 
the chance of an oil spike." (Johnson, 2009).  
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Oil could be so scarce – some nations (e.g. USA and EU) may not be 
able to buy it as the sellers, like Islamic OPEC (Organization of the 
Petroleum Exporting Countries), use their “petropower” as a political and 
economic weapon in pursuit of their foreign policy. Already the use of 
this petropower by OPEC has been discussed a couple of times, when 
they considered not selling their oil to countries whose foreign policy 
does not fit with their own political agenda, as in the case of nations that 
are supportive to Israel.  

 
SOME OIL FACTS – SCARCE AND COSTLY 
 

World energy production per capita has been declining for 30 years, 
since 1979 (Duncan, 2006), and world surplus oil production capacity has 
been declining since 2001. The current surplus is down to around 1 mbpd 
from over 5 mbpd. And this declining surplus should not come as a 
surprise as crude oil production has generally been declining since 2005. 
This is largely because we have not developed new facilities, and our 
exploration has found less and less oil to replace what we are using. 
Congruent with these trends, 60 of the world’s 98 oil producing nations 
are already beyond Peak Oil and so have declining output, with some 
declining at a dramatic pace (Market Oracle, 2008; Williams, 2007). 

According to Yeoman et al (2007, p. 1354), if our governments and 
societies fail to make effective responses promptly to the sagging supply 
of oil, we will be unprepared for the sudden period of economic shocks, 
political instability and pollution problems. They also make the point that 
there is no real alternative for fossil fuels (including oil) as we have not 
developed alternative technologies or infrastructured them into our 
societies. But they do make the suggestion that “Rising oil prices are … a 
positive feature, [eventually] driving innovation and technologies, which 
will become more economic as oil prices [continue to] rise”. 

We also need to consider that increasing amounts of oils produced 
are non-conventional oil, either because of source (e.g. bio-oils from 
corn), or due to the high cost of extraction like with offshore and deep oil. 
Oil price under around $100 bbl means that many industries in the non-
conventional oil sector are not attractive or even viable anymore, at least 
not until the current oil price picks up again. 

So our future affair with crude oil may be within an overall trend of 
declining supply and rising demand, with volatility of prices from the 
anxiety of the market in which demand surges higher over supply. But the 
prices will be intermittently buffeted up and down by the fluctuations of 
economic growth and its levels of fluctuating demand for oil. Also as 
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investing speculators vie for advantage, they too will aggravate the 
fluctuating price divergences. However, this will likely occur within the 
overarching general trend of oil scarcity and higher prices. 

No only will Peak Oil lead to crude oil scarcity, but the knock-on 
effect to other energy resources will be dramatic as they too will dwindle 
in supply. This is not generally understood and even some specialists in 
the area are in denial over this. 

Upon reflection it is clear that crude oil is the progenitor of other 
energy resources. Without crude oil and its byproducts we would not have 
petrol and diesel to use the heavy machinery, or vehicles (trucks, trains 
and ships), to mine and transport these other resources like coal, uranium 
ore, or even gas. Obviously this would have serious implications for the 
maintenance of all human activities in our energy hungry economically 
developed societies. 

 
NATURE OF THE OIL SHORTFALL PROBLEM 
 

The exact nature of the problem is that not only may we have 
dwindling supplies in the face of growing demand, leading to escalating 
prices, but also eventually we will stop extracting oil from the ground 
altogether, if the net energy return is not worth it. For example, when the 
oil is so deep or difficult to extract, that it takes one barrel of oil to extract 
say one or two barrels (or even worse), it is obvious that there is no net 
gain worth the effort. Actually oil becomes unavailable and “exhausted” 
before there is no oil left – the “exhaustion” point is when it is no longer 
worth it to spend the energy to get so little back.  

Moreover, the following quote highlights that there are no easy oil 
substitutes:  

 
“Alternative energy sources have their problematic 
issues. Nuclear fission supporters have never found 
a noncontroversial solution for disposing of long-
lived radioactive wastes, and concerns over 
liability and capital costs are scaring utility 
companies off. Renewable energy sources are 
diffuse, making it difficult and expensive to corral 
enough power from them at cheap prices.” (Kerr 
and Service, 2005).  

 
As an example of the absolute inability of alternative energy to 

replace the present energy production level of oil, Odum (1996) cites the 
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case of solar energy with the fact that “the U.S.A. is presently using fossil 
fuels more than 100 times greater than the total absorption of solar 
radiation across the entire USA”. Further, calculations show that the 
production and installation of solar photovoltaic cells consume twice as 
much energy as they produce. So even if all the energy produced was put 
back into production, then one could build only half as many cells each 
generation – obviously solar cell technology is not sustainable. Even if 
the efficiency of solar cells doubled, all of the energy produced would 
have to be used to manufacture new cells, which would still bequeath a 
zero net benefit to society (Hanson, 2001). Actually, even though not 
generally realized, such failing net energy figures apply to various 
alternatives to conventional oil. In that sense many energy technologies 
that we think are sustainable, are not really.  

 
NO READY ALTERNATIVE 
 

In reality, no other energy source can be comprehensively substituted 
for cheap readily available oil. Any use of alternative energy fuels can 
only partly and minimally make up for the possible looming oil supply 
shortfall. No other transportable and versatile energy resource is as energy 
dense as oil. Nuclear energy, not only is dangerous because of the 
possibility of industrial accident or terrorism, but it can only minimally 
fill the gap for a few short decades, before it is spent, and the unwieldy 
hazardous waste problem will be left with us for thousands of years. 
Other alternative fuel technologies have serious shortcomings with one or 
a combination of the following factors:  

• Massive environmental degradation or large volumes of waste 
material on site (oil sands, shale oil, hydroelectric up- and down- 
stream).  

• Dangerous waste disposal problem after fuel is spent (nuclear). 
• In need of much more technological development to be fully 

viable (solar, wind, wave, tidal, ocean thermal, hydrogen). 
• Only for public electricity production (coal, nuclear, geothermal, 

hydroelectric, wave, tidal, ocean thermal). 
• Only appropriate for some few limited sites (oil sands, shale oil, 

tidal, hydroelectric, geothermal, wind, wave). 
• Subject to depletion or unsustainable technology (conventional 

fossil fuels, oil sands, shale oil, nuclear, geothermal may decline 
in effectiveness, hydroelectric silts up, solar has negative net 
energy). 
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• Terrorism (nuclear material used for construction of nuclear 
weapons; and the possibility of an attack on reactor sites, or 
storage or waste storage sites) 

• Environmental pollutant (all fossil fuels and especially coal). 
• Low net energy (amount of energy or fuel needed to produce the 

final amount of energy), or even negative net energy, and 
therefore affects how expensive the final fuel produced is. 
Obviously any technology with very low or negative net energy 
is not sustainable. It may be that some of the alternative fuel 
technologies, in this vein, are really unsustainable, in spite of 
popular wisdom (oil sands, liquid coal, shale oil, biomass, solar, 
hydrogen). 

• Directly competes with resources for much needed food 
production. For example, the land is taken from food production, 
and the plant product itself is not used for food, but to produce 
ethanol (biomass). 

To bring many of the above points together, in the following table, 
the various characteristic advantages and disadvantages of energy 
resources are listed in summary (Leigh, 2008, pp. 19-20):  

The following points (PeakEngineer, 2007) help towards a distillation 
of the current status quo concerning alternative energy and oil production:  

• Within the lifetime of our industrial civilization extractable oil is 
dwindling and finite 

• As the demand for oil exceeds supply some nations may go 
without 

• Petroleum products have highest energy density 
• Critical economic repercussions will accrue from rising energy 

prices 
• Alternative energy sources have lower net energy and are more 

expensive per energy unit 
• Replacing oil based infrastructures has a long lead time, and 

involves high expenditure and energy consumption 
These points in themselves may not be insurmountable problems, but 

are still a massive challenge for any sizeable transition to alternative fuels. 
So alternative fuels may be workable to some limited extent, but would 
require global sacrifice and cooperation on a permanent basis, to a degree 
that would revolutionize and simplify our lifestyle, and so require much 
less energy. There is nothing to suggest that is possible in the foreseeable 
future.  
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Table 4 Characteristics of Energy Resources 

 
Characteristics of Energy Resources 

Fuel Renew Low 
net 
energy 

Waste/ 
danger 

Only 
Public 
power 

Vehicles Other 
problems 

Few 
sites 

Oil sands   W   Degrades 
Environment 

 

Gas      Total energy 
reserve less 
than coal 

 

Coal  Liquid   Liquid Pollutant  
Shale oil   W   Degrades 

environment 
 

Nuclear   W D   Terrorism  
Geothermal      Decline  
Biomass      Food 

competitor 
 

Hydroelectric Silts up     Up & down 
stream degrades 
environment 

 

Solar      Batteries  
Wind      Batteries  
Wave      Development  
Tidal      Development  
Ocean 
Thermal 

     Development  

Hydrogen      Development  
 
Obviously, the world does not, at present, have the oil resources and 

infrastructures to readily support growing universal economic 
development as humans have grown accustomed to or expect with 
anticipation in the future. And even if the world had the oil resources and 
infrastructures, the escalating waste and pollution are huge problems, 
which would make the planet dangerous for life, and eventually virtually 
uninhabitable.  

 
NEW SOCIETY 

 
We must be clear on one thing. Peak Oil is about to force a new 

society, whether we like it or not. And that society must be compatible 
with the new environmental circumstances – an end to the plentiful 
supply of cheap energy to fire up machine-based industrial civilization. 
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Mankind needs to drastically reduce its required energy levels. The 
future society will have to be clustered into local communities, and as 
much as possible be self-contained and self-sufficient, with agricultural 
based economies, but not excluding, for example, local industry, services 
and shops. This decentralized society, with localized, largely self-
sufficient communities, will automatically drastically reduce personal 
travel, packaging and transport for products, all amounting to great 
savings on energy requirements. 

It should not be underestimated that a whole new mindset will be 
required in such a locally organized and largely self-sufficient 
community. 

However, this by itself would not be enough if we want to have a 
relatively high standard of living with comfort something like mankind 
enjoys in the 21st century. Various other changes in the daily behavior of 
citizens will be required in what we do and how we do it. 

In this new society alternatives will have to be found for activities 
that once required large doses of energy. A quality of life is workable in 
post oil, but the orientation and values of mankind will have to undergo a 
serious change, even to the extent of a metamorphosis. A lifestyle in 
complete harmony with the physical laws surrounding us will actually 
mean many will be healthier and not in need of much medical attention at 
all. Emphasis will have to be placed on sharing and cooperation, to 
replace competition and strife, for the new low energy localized self-
contained communities to work well in an unconflicted social 
environment. 

It may not be a matter of whether we want to go this way or whether 
this is the lifestyle we want – there may be no choice! Actually the quality 
of human life and enrichment, it can be envisioned, will be even higher 
than we have now in both the rich and poorer countries of this present 
world. 

Looming oil depletion trumpets the end of the industrial civilization 
and life as we know it. Classical economic development ideas and 
principles, largely dependent of cheap oil and energy supplies, will soon 
be largely historic artifacts. A whole new approach and mindset is needed 
for a new society which will afford worldwide a quality and sustainable 
life. We will all need to embrace this new opportunity for a social 
community, living with harmonious behaviour within sustainable 
circumstances. 
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IMPLICATIONS FOR TOURISM 

 
The fantasticly fantasized vision of ever-expanding development, 

wealth, technology and tourism for us to “travel around strapped to [an] 
atomic jet pack” or that we would be able to enjoy extravagant holidays, 
for example, partying “over a glass of rare Himalayan whisky served by a 
floating robot waiter in a geo-stationary luxury resort 100 miles above 
Africa” is still purely fantasy (Highland Business Research).  

In this same vein, in the promotion of Ian Yeoman’s latest book 
“Tomorrow’s Tourist: Scenarios and Trends” (2008b) we read:  

 
“[H]olidays in Outer Space will be the ultimate 
luxury experience … embedded technologies will 
be the norm in future tourists …  
 
“In 1950, 25 million consumers took an 
international holiday and by 2005 this figure had 
risen to 803 million. By 2030, it is forecasted that 
this figure will reach 1.9 billion international 
arrivals, spending US $2 trillion with US $5 billion 
being spent by international tourists every day 
across the world, from US $2 billion in Europe to 
US $1.5 billion in Asia.”  
 

Considering the newly emerging worldwide post-energy and post-oil 
societal changes and constraints, this high level of tourism hardly seems 
likely to appear.  

Richard Heinberg, American academic and author of several books 
on Peak Oil, has been warning of its dramatic and sobering societal 
effects which include tourism. For years oil depletion analysts have been 
describing a consistent scenario that goes as follows. Sometime in the 
next few years, or even possibly starting around now, growing decline 
rates in oil production, from existing oilfields, will overwhelm new 
production streams coming online. Surely the price of oil will rise 
dramatically, and when it does, it will cripple transport, the airline 
industry and tourism – actually the whole economy. We could then expect 
a serious recession, with reduced demand for oil (and other things). The 
oil price will temporarily drop in response. Then, as oil production 
declines further, the price will resume its generally upward but gyrating 
trend (Heinberg, 2008). Heinberg actually predicts in his seminal book, 
“The Party’s Over …” that the airline industry, as we know it today, will 
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not survive, and be drastically reduced in scale and function, and “tourism 
will languish in the decades ahead” (2005, p. 193).  

The following seems extreme, but it may prompt us to consider the 
dramatic imminent challenge of Peak Oil:  

 
“Travel and tourism depend on cheap oil for their 
profits. Through oil, consumers drive, fly, and take 
cruise ships for vacations. When oil shortages 
increase, so will prices for gasoline, airfare, and 
vacations on cruise liners. In the future, only the 
elite will utilize air travel and vacations on cruise 
liners. Remote locations will be holiday spots for 
exclusive individuals who can afford obscene 
prices for transportation. The middle classes will 
take more holidays in their own local area where it 
will be affordable. Eventually, there will be no oil 
left even for the elite minority and the only way to 
travel would be by means not dependant on oil.” 
(ProgressiveU, 2006).  

 
The World Travel and Tourism Council (WTTC) has expressed 

specific concern that the long term implications of resource depletion are 
extremely serious. For example, in the next few years the travel and 
tourism industry may find that higher fuel prices could lead to operational 
price increases and corresponding decreases in the number of travelers in 
this price-sensitive market (WTO, 1993).  

Goeldner and Ritchie (2006, pp. 464, 465) express an interesting 
observation: “Existing patterns of economic activity [including travel and 
tourism], and the global consumption and pollution of natural resources, 
are not sustainable at current levels.” And of course “… we cannot 
continue to exploit the global environment like we have in the past.” It is 
also highly topical that they also suggest: “The use of nonrenewable 
petroleum is perhaps the best single example [that] tourism depends 
heavily on the fuel that is burned to transport travelers both around the 
block and around the world. … any policies that affect the use of 
petroleum-based fuels will affect the tourism sector.”  

The following caution from Ringbeck et al (2009, p. 46) may also be 
topical for our present anticipation of future challenges in travel and 
tourism:  
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“… oil market fundamentals suggest a mid to long-
term oil price of US$100 per barrel or more, which 
will impose a fundamental structural change on the 
Travel and Tourism sector – especially the airline 
industry. … [S]truggling with eroded profit 
margins, airlines clearly need to pass [any future] 
oil price increases on to their customers in order to 
stay in business. Increased “access” costs endanger 
destinations …. [P]olicymakers face severe 
challenges in [maintaining the viability of] Travel 
& Tourism … ”  
 

The problem is that travel and tourism, obviously as the world’s 
biggest industry, is a voracious consumer of prodigious amounts energy 
and oil. This is borne out when we consider that travel and tourism’s CO2 
emissions – including from transport, accommodation and activities – 
were estimated to be around 5 per cent of world CO2 emissions in 2005 
(UN News Centre, 2008). That means that a significant one twentieth of 
world emissions is a “fallout” from travel and tourism. And of course 
these figures show overall that the industry is a major consumer of 
energy.  

 
THE PRESENT DECLINE TREND 

 
Susanne Becken (2007), of Lincoln University (NZ), says that oil 

should be of great concern to tourism for the following reasons: 
• Oil scarcity and lack of alternatives, for example, for aviation 

and other transport, will lead to higher prices for travel and thus 
a lower demand for tourism. 

• In an extreme scenario for oil depletion, oil will only be 
available for life supporting services. Tourism (often treated as 
luxury or discretionary spending) will not be a priority in oil 
allocation. 

• A transition to less oil-hungry tourism is inevitable. 
Already the recent hefty oil price, along with the economic decline, is 

having effect. The UNWTO (World Tourism Organization) confirms a 
rapid slowdown of international tourism growth since mid 2008, 
reflecting the impact of rising oil prices at the beginning of the year, and 
the deterioration of the economic situation, as well as of consumer 
confidence of recent months. The following points were made in a press 
release (WTO, 2009):  

 181



James Leigh  

• In 2008, international tourist arrivals barely reached 924 million, 
up only 16 million over 2007, representing a disappointing 
annual declined growth of only 2%.  

• Tourism demand slowed significantly through the year under the 
influence of an extremely volatile world economy (financial 
crisis, commodity and oil price rises, and sharp exchange rate 
fluctuations), undermining both consumer and business 
confidence and resulting in the current global economic 
recession.  

• The second half of 2008 saw growth come to a standstill with the 
number of international arrivals declining – a trend which is 
expected to continue in 2009.  

More specific arrival details, in the graph below, show that the 
uneasy trend in early 2008 led to significant declines (actually drastic 
collapses) – to negative growth rate changes, declining to over minus 2%, 
in the last five months of 2008 (UNWTO World Tourism Barometer, 
2009, p. 6).  

 
Figure 3 International Tourism Arrivals 
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The Barometer (2009, p. 6) goes on to say that “The global situation 
was understandably the main focus of attention in 2008, with the financial 
crisis and economic crisis (including the credit crunch, high oil prices for 
much of the year, and volatile commodity and currency markets) being 
the main factor influencing tourism trends”. And in 2009 a stagnating or 
declining trend is expected to continue.  

The WTTC (World Travel and Tourism Council) (2009) has already 
noted the impact on tourism from present economic decline:  
 

"This year, the task of assessing Travel & Tourism 
trends and drawing up forecasts has been more 
challenging than ever because of all the 
uncertainties," Jean-Claude Baumgarten, WTTC 
President & CEO, announced …  

 
“Given the significant deterioration in Travel & 
Tourism activity through the second half of 2008 
and the bleak macroeconomic forecast for 2009, 
WTTC's latest research shows that Travel & 
Tourism Economy GDP will contract by 3.6% in 
2009. And it is expected to remain weak in 2010 
with only marginal growth, of less than 0.3%, 
currently predicted - on what will already be a 
weak 2009.”  

 
THE NEW TOURISM 

 
Tourism functions as a human activity within the overall society. For 

example, economic development in the last fifty years, built upon cheap 
energy, has brought forth a consumeristic society with machinery, 
technology, services, wealth, paid holidays, and an inquisitive attitude for 
exotic adventure, fuelled by information technology and the entertainment 
industry. Many of these largely post World War Two societal 
characteristics will be curtailed and rechanneled into new more frugal 
activities due to generally less wealth and higher prices. 

Tourism will eventually have to be modified to fit within society’s 
new context – the lifestyle and limits of that society. 

With the combined trends of more scarce oil and more expensive oil, 
there will be significant knock-on effects for all human activities, with 
many goods and services increasingly scarce and more expensive. Those 
activities with the greatest need for high levels of energy input will be hit 
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the hardest. Our present living style, requiring high doses of energy may 
be about to change. And our present style of tourism uses prodigious 
amounts of energy, and so will be hard hit in the post-energy era. Tourism 
will have to become much leaner in its use of energy and particularly oil. 

Such suggestions, of touristic behaviour change in challenging 
circumstances, are borne out by the findings of Steinnes (1988, p. 39) 
who found, in a regression model analysis, that tourism expenditures and 
behaviour are significantly related to gasoline prices. 

What may be some of the specific changes we can anticipate for 
tourism of a new nature and scale? The following points are based on the 
assumptions that oil (and energy) will be scarce and expensive, even in an 
emerging world if it could be without dramatic geopolitical conflicts or 
natural catastrophes. However, worsening geopolitical conflicts and 
natural catastrophes could greatly exacerbate the problems to be 
confronted by the tourist industry. 

In this looming touristic context we could expect to see the following 
factors emerge to make dramatic changes in the industry: 

1. Any tourism types with large energy doses will be very 
expensive and scarce. While there may be esoteric luxurious 
facilities for the superrich who will be able to afford air travel, 
for most people air travel and sumptuous holiday facilities will 
be out of reach. 

2. Energy guzzling air travel will be greatly curtailed due to its high 
cost, and so only available for those with big budgets. 

3. Most people will use efficient popular transport modes of train 
and bus, and ships for intercontinental travel, although sea travel 
may be quite expensive too. 

4. There will be a high demand for local tourism. For the majority a 
holiday, for example, at a local beach or mountain resort 
(including forest or seaside camping) could be in reach. 

5. Popular tourism will have to be simpler, less luxurious and more 
localized, to cut down on the total price and expensive 
consumption. 

6. This means generally that there could be a great opportunity for 
sustainable tourism to become more serious and real, beyond lip 
service and window dressing. 

7. Mass highly commercialized tourism will decline – smaller 
localized industry will (re)appear. 

8. Generally people will travel less, and enjoy tourism with simpler 
cheaper requirements. 
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9. There may be a revival for the true soul of tourism, hospitality, 
to begin to overshadow and replace amenities, which became the 
main focus in luxurious consumption-oriented tourism of the 
recent energy hungry decades. 

 
LOOKING BACK TO THE FUTURE 

 
We have seen that mass international tourism is a novel phenomenon 

dating back to its beginnings in the 1960s, with the introduction of the 
Boeing 707, making possible quick, comfortable, safe and affordable 
intercontinental travel on a grand scale. 

With the Boeing 707 travel times to intercontinental destinations 
were drastically reduced. For example to fly from London to New York in 
1949 took 18 hours of flying time, and at least one transfer in the Atlantic. 
Totally from London takeoff to New York landing could take much more 
than a whole day. With present services, takeoff to landing, with no 
transfers, but a direct flight, takes about 7 hours. And the cost in 1949, 
was in real terms, about eight to ten times the current price (Goeldner and 
Ritchie, 2006, pp. 66, 67). Even more, to cross the Atlantic on the first 
flight in 1939, cost the passenger the equivalent of a staggering $75,000 
in today’s money values (Yeoman, 2008a, p. 233). 

Hall (2005, p.37) suggests that tourists, after 1960, have greatly 
benefited from the introduction of new transport technologies, which have 
been developed to satisfy the rise in the demand for travel: 

 
“The cost and time of moving commodities, 
services and people have dramatically reduced in 
recent years. The [real] cost of travelling 
internationally has fallen sharply, as has the time it 
takes to travel long distances ...”  

 
However, before the 1960s few travelled internationally across the 

seas and most travel and tourism was through road, rail or ship. Much 
tourism tended to be “staycation”, within the local region or state scale of 
a nation. It was relatively easy for Europeans to travel internationally, as 
for them it was literally “just down the road”. Elsewhere, there was little 
international touristic travel until the era of mass international tourism.  

Staycation has often meant different things to different people, but it 
is used here as a holiday within the locale or vicinity of one’s residence. It 
may mean returning home every night, from sightseeing or other activities 
requiring trips, or staying for extended periods away from home, but 
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within probably a maximum of a few hours drive away. This type of 
vacation probably does not require air or sea travel, but could include 
road (car or bus) or rail travel. 

So just what was the typical holiday like in the period just after 
World War Two? 

A typical holiday in the more developed countries in the 1950s and 
1960s was a camping or caravanning holiday at the seaside or in 
mountains, or possibly at these same venues with built accommodation in 
hotels, chalets or cabins.  

Lohmann and Danielsson (2004, p. 15) suggest that unexpected 
events will always cause confusion in travel and tourism. However, it is 
still “important (and possible) to prepare oneself for the trends that can be 
identified with some reliability today. This can be the starting point for 
the next challenge … It is not enough to know the trends [only]; but this 
knowledge must be transferred into products and strategies for 
destinations and companies.” 

The present recession it appears may be re-shaping the way we take 
holidays, at least for the British. Money worries are forcing one third of 
people to holiday nearer to home and even one in ten are giving up their 
annual break altogether, according to a poll this week by the 
Environmental Transport Association (ETA). Trips abroad, for the 
British, are being replaced by holidays in Britain, and we see a revival of 
old-fashioned pursuits; camping and cycle touring are reported to be at a 
record. A spokesperson for ETA said “Most people who enjoyed cycling 
and camping trips in the 1950s could not afford to fly – as with many of 
today’s recession-hit holidaymakers, they [are changing their holidaying 
behaviour] by accident rather than design.” (ETA, 2009). 

That just may be the harbinger of more of what is to come, as we 
return to what we used to do, a few decades ago, just after World War 
Two. 

 
CONCLUDING CONSIDERATIONS 

 
We are probably in the early stages of Peak Oil beginning to play out 

– with declining supplies of crude (and possibly with increasing use of 
alternative oils) leading to permanent (and yet erratic) price increases. 
And yet periods of cheap oil may lull the world to think the problems of 
oil and energy supply are over. 

The present recession shows that levels of economic growth, or 
decline, can also affect demand for oil and its price. But surely the overall 
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trend will be increasingly scarce oil and energy, and rising prices. This 
will erode established wealth and eventually forge a new society. 

A brief blip on the historical radar is about to change. Mass 
international tourism has come and will leave. This “universal” tourism is 
a recent post World War Two phenomenon, and blossomed upon 
technological development, with the introduction of jet airliners, and 
cheap energy supplies, to really grow at a spectacular rate since 1960. 
However, it looks like the reality of world Peak Oil is occurring about 
now. Dwindling supplies of oil, and therefore of energy in general, will 
bring the world to a post-energy era, with increasing energy scarcity and 
more expensive goods and services. 

Society must undergo dramatic change to be less dependent on 
abundant cheap supplies of energy and oil. Society will be more frugal in 
its energy use, and tending to be localized in self sufficient agricultural-
based communities. Energy will be scarce and much more expensive. In 
this context, tourism will also change to fit with the new society and the 
constrictions placed upon it. 

The new tourism will be largely “back to the future”. Typically travel 
and tourism will be relatively local, involving much less travel (and 
mostly by road, rail or ship), in facilities that are much more frugal, where 
the full measure of hospitality may blossom without the abundant supply 
of sumptuous amenities. This may be a golden era for more frugal 
tourism, of a new type, in which hospitality becomes central. 

We can start planning now so the transition to this new world tourism 
will be relatively easy and comfortable. As was recently suggested in a 
conference, “those who harmonize with the trends, get on top of future 
history, before it gets on top of them” (Leigh, 2009). 
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This study shows result of training using return on investment (ROI) method for a 
5-star hotel in the Antalya Region of Turkey. This study makes a valuable 
contribution to a range of pertinent literatures. ROI measurement has identified 
that a return on investment (payback period) is in the order of 4.5 months for the 
hotel under investigation. This finding might be regarded as acceptable when 
taken in context to the cost of software programs. 
 
Keywords: tourism, training and ROI. 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

In order to be successful and survive, just as for all commercial for-
profit establishments, hotels should invest in training. Because of budget 
limitations, and the need to ensure operational effectiveness, there is a 
continuous interest in training programs. 

ROI means measuring return on investment. Here, the term investment 
relates to training activities. In other words, ROI helps establishments to 
measure effectiveness of their training. ROI method identifies the costs and 
benefits per person as a result of specific training. To be successful in 
measuring ROI, there is a requirement to have correct and updated 
information from hotel managements. ROI consists of five levels: reaction, 
learning, behaviour, results and ROI. 

In the related literature, there are different definitions of training. Most 
of the definitions specify  that training is a process of changing people. 
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Generally speaking, training enables people to adopt change in their 
behaviour in-line with the establishment’s targets (i.e., Cengizhan and 
Ersun, 2000: 731). Other definitions suggest that training helps people to 
successfully communicate with their environment (Binbaşıoğlu, 1995). 
From an organizations’ perspective, training comprises all management 
targets that aim to increase commercial success in terms of effectiveness 
and productivity (Yüksel, 2000). 

Training has an important place in human resource applications. 
Today, it is well-recognized  that humans and information are both vital in 
terms of power and capital of communities. Beside recruitment and testing 
of new personnel, training continues in commercial importance (Fındıkçı, 
2000). 

With the current competition among establishments, improving 
knowledge levels and skills of  personnel,  especially at the point of 
production, are vital (Yilmaz & Gunel, 2009). Changes in production 
equipment and methods, force establishments to develop different training 
programs (Mucuk, 2001). 

However, training programs are expensive for establishments. 
Therefore, they have to plan a suitable budget and financial resources for 
training.  The ASTD report (2002), identified that more than 350 
establishment are allocating between 1 per cent and 3 per cent of their 
budgets for training. As a result they have generated profits of more than 
$1400 per person; with average training costs per person of $700  
(www.learningcircuits.org:reachingdate: 27.09.2005). 

In planning for training, all individuals must work together  in order to 
identify training targets. As a result, funding for training will be successful 
(i.e., Baltaş, 2000: 1). Generally, it will be better to define training needs of 
individuals before training. To justify the cost of training, comparing the 
new-found skill-levels of individuals’ is suggested (Sabuncuoğlu, 2000).  

In order to gain the highest productivity from training, there are four 
important factors: 

1. The support of management 
2. Adequency of the instructor 
3. Cooperation of human resources and training departments 
4. Demand and readiness levels of individuals undertaking 

training. 
Human resource and training departments must organize, announce 

and evaluate training processes. Additionally, they have to attract 
individuals for training (www.baltas-baltas.com:reachingdate: 
22.09.2005). Normally, training must affect individuals in a positive way. 
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Drawing a comparison, before and after training, can be a positive 
solution (Yalçın, 1991). 

 
METHODS FOR MEASURING TRAINING RESULTS 
 

There are two popular methods identified in the literature for 
measuring training results, namely, Kirkpatrick technique and ROI model. 
In addition to these two models, there are other less popular methods. For 
continous and future success of training, the results of training must be 
measured. According to typical measurement methods, knowing 
knowledge /skills levels of individuals before, during and after training 
periods are important (Ricky, 2000). Methods used for establishing 
training results are discussed next.    
 
Measuring Costs of No Training 
 

This method is comparatively easy to measure. It is mainly based on 
measuring the loss of revenue due to lack of training. In other words, this 
method shows the importance of training in terms of increased revenue. 
Generally, being unsuccessful shows the need for training. The results of 
unsuccessful / wrong behaviour can be thought of in terms of  revenue 
loss for establishments. When an establishment experiences an 
unsuccessful event, the possible revenue loss can be calculated. 
Subsequently, this loss can be regarded as  a possible opportunity-cost 
when justifying training. 

The underlying principle of this method is that, a decreasing training 
budget can be too costly for an establishment. This method shows the 
benefits of training as ‘probability’. The main advantages of this method 
are: easy to understand and, generally, line-management give their 
support for using this method. In measuring the costs of not giving 
training, consideration should be made of: output, time, quality loss or 
cost increases (Yüksel, 2000). 

     
Measuring Costs of Learning Curve 
 

This method uses learning a curve for individuals, and is based on 
comparison of different training methods. Changes in individuals (starting 
from zero to 100) in terms of knowledge and experience, can be observed 
with this method. It is principally used as a strategic management 
approach. Especially after continuous repetition, the level of learning 
increases for individuals. This positive situation also affects productivity 
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levels. This kind of improvement can increase competition  of an 
establishment without investing in the whole organization (Aykaç, 1999; 
Rocha & Victor, 2010). 
 
Benefit – Cost Analysis 
 

Benefit-cost analysis measures training costs, performance results 
and profit. This method can be considered as one of the methods that 
brings improved results (i.e., Rowden, 2001: 6). Generally, purchasing of 
a program / program development, training materials for the trained 
individuals and instructors, equipment for training, travel and 
accomodation expenses, instructor’s fee, salaries of personel responsible 
for the training and productivity loss of trained individuals during 
training, can all be regarded as training cost components. On the other 
hand, production and quality increases, cost decreases / savings, 
repairment decreases, customer satisfaction increases, overload decreases 
at work, less work accidents, absenteeism, and labor turnover decreases, 
can be thought of as benefit components. Having a benefit-cost ratio can 
be helpful to establishments in understanding the results of training (Shin, 
2009; Sabuncuoğlu, 2000). 

Benefit-cost analysis can be seen in both  govermental and private 
institutions/firms. The main disadvantage of this method is (sometimes) it 
is unadequate in showing intangible measures which are not easily 
defined in terms of monetary values. This disadvantage can be regarded 
as a significant barrier in the use of this method (i.e., Phillips and Steers, 
1989: 54). 
 
Balanced Scorecard Method 
 

Balanced scorecard (BSC) helps establishments to orient their 
strategy and operations to meet customers’ needs. It consists of financial 
and non-financial measures related to critical success factors (i.e., 
Kaygusuz, 2005: 81). This method considers factors that affect current 
and future conditions of establishments (i.e., Choe and et al., 1997: 76). 

Balanced scorecard combines operational measures, such as customer 
satisfaction, internal process of establishments, innovation, and 
development activities with financial measures. Operational measures are 
the indicators of future financial performance of establishments (i.e., 
Kaplan and Norton, 1992: 71). 
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Arguably, BSC gives comprehensive and speedy information to top 
managements. It is not limited to past financial measures; it shows future 
developments and changes in operational functions (i.e., Frigo, 2002: 48). 
 
Kirkpatric Model 
 

Effective training must based on needs, have reachable targets, 
benefit from effective methods, must be done at the right place at the right 
time and to the right individuals. Moreover, training results must be 
measured. In Kirkpatric’s model, every following-level is more difficult; 
but has more reliability (Kirkpatric, 2000). In today’s world, many 
companies have training budgets and develop training programs, but very 
few of them follow their training results (i.e., Nelson and Dailey, 1998: 6; 
Miller, 1999: 25). 

Kirkpatric developed his model in 1959. The model consists of four 
levels. It has a wide area of use, is easy to use and gives accurate results. 
Four levels in Kirkpatric’s model can be stated as: 

1. 1.Evaluation of reaction 
2. 2.Evaluation of learning 
3. 3.Evaluation of behaviours 
4. 4.Evaluation of results. 

Kirkpatric’s model has been modified to incorporate a fifth ROI  
level (i.e., Moscoe, 1996: 16). Although 48 years have passed, 
Kirkpatric’s model still maintains its popularity. The levels of 
Kirkpatric’s model can be considered as hierarchal  levels (i.e., 
Akıncıoğlu, 2005: 50; Rick, 1995: 66; Nelson and Dailey, 1999: 
74).Levels of Kirkpatric’s  model are shown in Table 1. 
 

Table 1 Kirkpatric’s 4 -Levels Evaluation 

Source: Philips, J.J., (1997) Handbook of Training and Measurement Methods,  Improving 
Human Performance Series, Houston, 254 

Levels Measured Attribute 
1.Reaction Satisfaction levels of participants from the training 

program 
2.Learning New knowledge / skills that participants learned from 

the training program 
3.Behaviour The changes in behaviours of participants because of 

training program 
4.Results The effects of behavioral changes of participants to 

establishment 
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According to ASTD’s research results (2002), 78 per cent of 
establishments measure the results of their training at ‘reaction’ level 
(level 1), 32 per cent at ‘learning’ level (level 2), 9 per cent at ‘behaviour’ 
level (level 3) and only 7 per cent at ‘result’ level (level 4). 
 
Phillips’ ROI Model 

Kirkpatric’s model has numerous positive features, but there is a need 
for understanding the support that training gives to establishment values. 
Within this perspective revenues, profits 
and return on investment terms become popular. Consequently, Phillips’ 

ROI model can be 
thought as a fifth and final level. Phillips’ model gives benefits of training 

in terms of 
monetary aspects, and allows a  comparison of benefits with costs (i.e., 

Phillips and Phillips, 2001: 241). The difference between the 
Kirkparic model and Phillips’ model is the fifth level (ROI 

level). 
Many establishments measure their training results with the help of 

ROI method. In order to complete the ROI measure, all levels in the 
model must be taken into consideration. Benefit-cost analysis and finding 
net profit are the important calculations of ROI. Generally, profit can be 
planned for the subsequent year following the training period. After 
several years, the impact on profit starts to decrease (i.e., Phillips, 1996: 
43; Phillips, 1996: 28). 
 

Table 2 ROI Levels 

Measurement Levels Measured Attribute 
1.Reaction 
2.Learning 
3.Behaviour 
4.Results 
5.ROI 
 

Satisfaction levels of participants  
New knowledge / skills of participants  
Behaviour changes of participants 
Results at work 
Benefit-cost analysis 

Source: Chmielewski T.L. and Phillips J.J. (2002) Measuring Return-On-Investment in 
Government: Issuses and Procedures, Public Personel Management, Summer, 31 (2): 227 

 
The ROI measurement can be seen in Table 2. The first three levels 

measure effects of human resource functions. The fourth level measures 
the effects directly to establishment; and the fifth level shows costs and 
benefits of the training program. With ROI model it is possible to analyse 
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monetary and non-monetary results of training programs (i.e., 
Chmielewski and Phillips, 2002: 227).  

Reviewing the related literature has shown that more than 1000 
establishments in 40 countries are using ROI method. Among these 
establishments, it is possible to find production and service sector 
representatives or educational institutions. The American Society for 
Training & Development (ASTD), International Quality and Productivity 
Center (IQPC) have organized many meetings focussing ROI 
applications. 

As stated earlier, in measuring training results, the benefits and costs 
of training are crucial. Having accurate and updated information  is vital 
for ROI. Results are used for ROI and payback (amortization). The 
formula of ROI is: 

 
ROI= Total Training Benefits / Total Training Costs X 100 
 
The formula of payback period is; 
 
Payback Period= Total Training Costs / Monthly Benefits (Phillips 
and Stone, 2000), (Phillips, 2003). 

 
These measures might be regarded as ‘soft measures’. Until recently 

it was not possible to measure results of ‘self-confidence’ or 
‘communication’ increases of an individual post-training. Therefore, 
establishments  accepted that  measuring training results did not 
encompass all factors, especially non-monetary aspects. Establishments, 
therefore, should regard training as useful and as it helps reaching 
organizational targets (www.insankaynaklari.com: reaching date: 
22.09.2005). 
 
OBJECTIVE OF THE STUDY 
 

The object of this study is to determine the results of training using 
Sales-Food & Beverage software program. Consequently, payback period 
of this program was measured. The research was carried out between 
19.04.2007 and 07.05.2007 for a 5-star hotel in the city center of Antalya. 
The hotel has 204 rooms, 420 beds, 1 restaurant (450 pax indoor 
capacity), one restaurant (150 pax outdoor capacity), one convention 
center, in addition to all equipment and facilities related to a 5-star hotel. 
A questionnaire was used for gathering the primary data. The rationale for 
choosing a 5-star hotel, is that the authors’ consider that 5-star hotels have 
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greater capacities than other types of hotels in Turkey. They recruit more 
personnel; and experience suggests that it is easier to collect accurate 
information from them. Due to Turkey’s regulations, 5-star hotels are 
more likely to give continous training to their employees. 

  
METHODOLOGY 
 

Questionnaires regarding evaluation of training period were 
distributed to participants (10 employees) at the first day, last day of 
training, and 10 days after training (a total of three occasions). 
Additionally, a second type of questionnaire was given to supervisors (2 
managers) of participants 10 days after training; (this questionnaire was 
distributed only once). Participants who undertook Sales-Food & 
Beverage software training program were from front office, food & 
beverage and sales departments of the sampled hotel. 
 
DATA COLLECTION TOOLS 
 

Benefiting from Jack Phillips’ ROI model and Kirk Smith’s ROI 
study (Smith, 2004: 9-21), questionnaires were developed and used for 
collecting data from the sampled hotel. Questionnaires facilitate data 
collection of demographic aspects of participants and their perceptions of 
training. By giving participants questionnaires on three ocassions (first 
day, last day of training and 10 days after training) it was possible to see 
average differences before and after training. The averages are mean 
arithmetical averages of participants’ replies to the questionnaires. In 
addition to these, the replies also showed reactions of participants to 
training content, training tools and training methods. Replies of 
supervisors (2 managers) showed how participants use their new 
knowledge / skills at  work. 

 
DATA ANALYSIS TECHNIQUE 
 

For the numerical data analysis, an Excel program was used to 
undertake mathematical calculations. Gender, education and departmental 
distribution frequencies of data were taken. For measuring ‘reaction’ 
level, arithmetic averages were taken for instructor, environment, 
software program, job impact and turnover subjects. In order to measure 
the learning level, the arithmetic average of learning effectiveness was 
used. To determine behaviour level, arithmetic averages of new 
knowledge / skills application to work, time spent at work, importance of 
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training at work, the percentage of training applied to work and training 
support tools were taken. Regarding results level,  arithmetic averages of 
productivity increases, effects of training on productivity, performance 
improvement, needed time for work, improvement rate because of 
training, adjustment factor for confidence and adjusted percent 
improvement due to training were taken. 
     For measuring ROI, arithmetic averages of all replies and ‘benefits of 
training program’ were used. After calculating program benefits, training 
costs were found. In determining training costs, a face to face method was 
used for each supervisor. After defining training program benefits and 
costs per participant ROI was measured with the help of three formulas, 
stated as follows; 
 
ROI= Training Program Benefits Per Participant / Training Cost Per 
Participant X 100  
 
Payback Period= Total Costs / Monthly Benefits 
 
Monthly Benefits= Training Program Benefits Per Participant X 
Number of Participants / 12 
 

Whilst participants from the sampled hotel have similiar levels   of age, 
education and responsibility, it will be a misleading to think that their 
knowledge / skills levels will be the same after training. Therefore, 
measuring the changes after training period is  important. Generally, 
questionnaires used before training show current skill-levels of the 
participants. This permits a  comparison with post-training period, thereby 
determining accurate current levels of participants. 

 Application of questionnaires during and after training will show the 
performance of instructor and participants. To see the durability of new 
knowledge / skills, application of a subsequnet questionnaire  will have 
additional value to establishments (for example some days after training). 
In this study durability of new knowledge / skills and its applicability 
were asked ten days after training. 

 In order to define behavioral changes of participants’ and their 
problem-solving situations, both participants and their supervisors replied 
to the questionnaires. All questionnaires from participants and supervisors 
were compared. Data from before and after training period were 
compared. Statistically significant differences were noted for 
effectiveness of the training program. 
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DATA FINDINGS 
 
Demographic aspects of participants can be stated as follows: 

• Distribution of participants in terms of gender is equal (50 % 
female, 50 % male). In addition to this, all participants coming 
from a sales department consist of females, 40 per cent of 
participants from food & beverage department and 60 per cent 
from front office department are male. 

 
Table 3 Comparison of Training Evaluation Averages 

Statements 

Averages 
(First 
Day of 

Training) 

Averages 
(Last Day 

of 
Training) 

1) I believe that with the help of  Sales-Food & 
Beverage software program we will give better service 
to hotel guests in terms of Customer Relations 
Management.  

3.5 
 

3.6 

2) Sales-Food & Beverage software program is easy to 
learn, pratic and functional. 

4 3.4 

3) I believe that Sales-Food & Beverage software 
program will decrease guest and personel complaints.  

3.9 3.3 

4) I believe that Sales-Food & Beverage software 
program will give support in preparing departmental 
activity reports. 

3.8 4 

5) I believe that Sales-Food & Beverage software 
program will support cooperation of front office, 
housekeeping, sales and food & beverage departments 
and creates sinergy. 

3.9 3.5 

6) I believe that Sales-Food & Beverage software 
program will suit to our hotel’s guest database. 

3.6 3.5 

7) I believe that Sales-Food & Beverage software 
program will give solutions especially to big group’s 
sales, accomodation, coordination and audit problems. 

3.7 3.9 

8) I think Sales-Food & Beverage software program will 
help to all hotel employees to learn something (learning 
organization). 

4 3.9 

General Average 3.8 3.6 
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• 50 per cent of participants belong to 20-30 age group, 40 per 
cent 31-40 age group and 10 per cent 41-50 age group. 90 per 
cent of them belong to 20-40 age group (ie,  middle age group). 

• 80 per cent of participants have university-level degrees and 30 
per cent of them have worked in the same hotel for 2 years, 70 
per cent have worked more than 2 years. In Table 3, comparison 
of training evaluation averages of participants in the first and last 
days of training are given.  

 
From Table 3 it can be seen that there is a little difference between 

‘before’ and ‘after’ training periods  (-0.2). High expectancy levels of 
participants from training and experiences of different course content are 
possibly two main reasons for this result. In Table 4, averages of last day 
of training,10 days after training and general averages of replies were 
given.This table also shows averages of learning effectiveness. General 
average difference between last day and 10 days after training period is 
1.08.This result shows there is a positive change (increase) in terms of 
learning effectiveness. 
 
Table 4 Evaluation Averages of Participants Related To Learning 

Effectiveness 
 

Statements Averages 
(Last Day 

of 
Training) 

Averages
(10 Days 

After 
Training)

1. I learned new knowledge / skills from this 
training. 

6.1 6.2 

2. I have been able to successfully apply the 
knowledge / skills learned in this training to my 
job.  

6.3 6.3 

3. This training helped me to understand all 
functions in my department. 

5.7 6.1 

4. This training positively affected my point of 
view to the job. 

6.1 6.2 

5. This training created positive influence on my 
communication with superiors. 

5.6 5.6 

6. This training created positive influence on my 
relations with colleagues.  

5.9 5.8 
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7. This training helped me in behaving more 
positive to other persons. 

6.1 5.4 

8. At the end of this training my point of view 
regarding having training was affected 
positively. 

6 5.6 

9. With this training I better understand my role 
and contribution in reaching organizational 
targets. 

6.5 5.9 

10. Please indicate your knowledge / skills 
increase rates when you compare before and 
after training periods (% 0: means no increase, 
% 100: means there is a substantial increase).  

77 89 
 
 

General Average 13.13 14.21 
 

 
‘Reaction level’ is the first level in ROI measures. In this instance, 

‘reaction’ refers to satisfaction levels of participants from training 
organization, training method, instructor, training equipments, job impact 
and business results. Evaluation of participants regarding ’reaction‘ over 7 
Likert Scale is given in Table 5.  

 
Table 5 Reaction (Level 1) 

 
Topics Averages 

Instructor 6.25 

Environment 6.45 

Software (Sales-Food & Beverage) 6.55 

Job Impact  5.25 
Business Results  5.1 
Return on Investment  4.45 

General Average 5.67 

Monthly Labor Turnover 13.46 % 

*Monthly Absenteism Rate _ 
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Average of reaction level was high (5.67). Participants have more 
reaction to software (6.55), environment (6.45) and instructor (6.25) 
respectively. The topics that have lower reaction are; job impact (5.25), 
business results (5.1) and retun of investment (4.45). This feedback can be 
useful for sampled hotel’s future training activities. For measuring 
monthly labor turnover (Table 5), the formula can be given as follows 
(Sabuncuoğlu, 2000); 
 
Monthly Labor Turnover = Number of Employees / Average 
Number of Employees X 100   
 
According to the data  from the sampled hotel, the result can be stated as; 
                                                   8 
        Turnover=                                               X 100 

                        (109 + 104) / 2 
 
                      = 7.51 % 
 
For measuring monthly absenteeism rate (Table 5) the formula is 
(Sabuncuoğlu, 2000); 
 
Absenteism Rate = The Number of Absent Employees / Average 
Number of Employees 
 
*According to Work Law in Turkey, the employees strictly have to obey 
rules regarding absenteeism. If they have ansenteeism more than 3 days 
without giving notice to establishment, this situation can be evaluated as a 
separation decision. Employer can  give the decision of  omit. Therefore 
there is no need to use absenteeism formula for Turkey’s hotels. (The 
authors’ did not use this formula in the research.) 

In order to find ‘learning level’, the averages of last day of training 
and 10 days after training were compared over a 7 Likert Scale in Table 6. 
As shown in Table 6, there is a slight decrease (-0.6) in learning 
effectiveness, and  as a percentage there is (-1) per cent decrease. Two 
possible reasons for this situation are: participants may forget the new 
knowledge over time or they may consider that in practice they need more 
application. 
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Table 6 Learning Level (Level 2) 

Topics Averages 
(Last Day of 

Training) 

Averages 
(10 Days After 

Training) 
Learning Effectiveness  5.9 5.3 

Percent Increase  68 67 

 
In Table 7, third level (behaviour) results are shown. In general, 

behaviour results cover critical importance of training, training support 
tools, application of knowledge / skills to the job etc. Regarding 
application of knowledge / skills to the job, participants have an average 
of 6.6 measured in a 7 Likert Scale (10 days after training). Of critical 
importance in training for the job and percentage of training actually 
applied to the job, have averages greater than 70 (over 100 responses). 
Participants have dissatisfaction from training support tools (19.7 % ). 
 

Table 7 Behaviours (Level 3) 

Topics 
Averages 

(Last Day of 
Training) 

Averages 
(10 Days 

After 
Training) 

Application of knowledge / skills to the job  - 6.6 

Percentage of work time requiring knowledge 
/ skills  

79 80 

Critical importance of training to the job 74 87 

Percentage of training actually applied to the 
job  

- 84 

Training support tools  -   19.7 

 
Regarding the results level, in Table 8 organizational gain and effect 

of training to the organization are shown. Participants were requested to 
score items that will affect their organization in a positive way, both in the 
short- and long-term. 
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Table 8 Results (Level 4) 

Topics Averages 

Training’s estimated impact on improved productivity  6.5 

Total improvement percentage in productivity  0.7 

Training’s contribution to improved performance  0.74 

Percentage of  work time required knowledge and skills 0.88 

*Improvement percentage due to training  45.5 
**Adjustment factor for confidence in estimation 65 % 

***Adjusted percentage improvement due to training  29.6 
*In order to find improvement percentage due to training the formula is; 
= Line 2 X Line 3X Line 4 (in Table 8) X 100 
**This is a constant percentage in all ROI measurements. 
***For finding adjusted percentage improvement due to training the 
formula is: 
= Line 5 X Line 6 (in Table 8) 

As seen in Table 8, training’s estimated impact on improved 
productivity was 6.5 for a 7 Likert Scale. This result can be evaluated as 
high. Participants believed that training is productive.  

For ROI level (Level 5), as stated before, training costs and benefits 
are needed. In Table 9 costs of training for the sampled hotel is shown. 
 

Table 9 Costs of 5 Days Training 
Participants’ Time:                 5 Days X10XGross 
Monthly Wage                                 

5000 *YTL 

Instructor’s Time :                                5 Days X 
Daily Fee                 

2.144 YTL 

Rented Training Equipment / Meals:   5 Days                600 YTL 
Administrative Time:         5 Hours X Gross Monthly 
Wage                                          

100 YTL 

Rented Computers for 10 Participants:                            2.950 YTL 
Evaluation of ROI by 1 Superior:  15 Hours X Gross 
Monthly Wage       

300 YTL 

Total: 11.094 YTL 
Cost Per Participant   1109 YTL 
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*YTL: Symbolizes New Turkish Lira. In time related calculations, gross 
monthly wages of persons were thought in terms of days / hours. For 
defining training benefits, training benefits per participant must be 
measured. The formula of training benefits per participant is shown as 
follows: 
 
Training Benefits Per Participant = Adjusted Percent Improvement 
due to Training X Average Gross Monthly Wages of Participants for 
5 days 
Training Benefits Per Participant = 29.6 X 100 YTL (This figure was 
taken from the sampled hotel for 5 days) 
          = 2960 YTL  
Cost per participant (See Table 9) = 1109 YTL. 
From these findings ROI measurement can be found as follows; 
ROI = Training Program Benefits Per Participant / Training Cost 
Per Participant X 100 
ROI = 2960 / 1109 X 100  
ROI =  266.90 % 

 
This suggests that every 1 YTL invested to Sales-Food & Beverage 

software training program will have a return of 0.266 YTL in the sampled 
hotel. This ROI rate can be regarded as low, but this training is related to 
showing the use of a software (so the result can be evaluated as 
acceptable). It is possible to see different ROI rates starting from 0 % to 
700 %. After ROI measurement, payback period can be evaluated as 
follows: 
 
Payback Period = Total Costs / Monthly Benefits   
Monthly Benefits = Training Benefits Per Participant X Number of 
Participants / 12 
                              =  2960 X 10 / 12                       
                              = 2466 YTL. 
Payback Period   = 11094 / 2466 
                              =  4.5 months 

 
This figure suggests that this training will have a return of 

approximately 4.5 months. 
In addition to training benefits, in terms of monetary aspects, there 

will be non-monetary benefits of training. The changes in non-monetary 
aspects are given in Table 10. 
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Table 10 Non-Monetary Aspects 

Topics Averages 
Increasing of  Quality 44.5 
Decreasing of Costs 44.5 
Decreasing of Production Time 44.5 
Increasing of Productivity 44.5 
Increasing of  Sales 44.5 
Decreasing of  Risks 43 
Increasing of Guest Satisfaction 42 
Increasing of Employee Satisfaction 43 
General Average   43.8 

 
In terms of non-monetary benefits, the first five topics have the 

highest averages in Table 10. ROI measurement enables identification of 
monetary and non-monetary aspects of training. 
 
CONCLUSIONS 
 

For the sample hotels, Sales-Food & Beverage software training 
program was used in order to increase participants’ productivity, time 
saving, decrease of faults and improve hotel processes. An average of  
5.67 for a  7 Likert Scale was shown for ‘reaction level’, that indicates 
participants are satisfied with instructor, environment, software program, 
and business impact. 

For ‘learning level’, participants have an average of 5.9 (last day of 
training) and 5.3 (10 days after training). Over a longer time, they may 
have lower averages. In this context effectiveness of software training 
must be considered; especially over the middle- or longer-term. 

During the research period, most of the participants mentioned that 
training was useful for them in increasing quality of service, auditing and 
complying to technological standards. 

This research can be evaluated as a ground-breaking study with 
regard to measuring training results. In future, these kind of studies will 
become more popular and will contribute valuable input to human 
resource management applications. With the increase in the number of 
ROI studies it will be easier to persuade management of hotels to give 
training.  

As a limitation of the study, the findings represent only one hotel 
operating in Antalya city center. Therefore it is not possible to generalize 
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the findings. No attempt was made by the authors’ to generalize the 
conclusions of the study. 

The application in this study can be duplicated during a whole year 
period and differences in results could be noted for improving training 
programs. 

Due to lack of other ROI studies in the tourism sector of Turkey, it 
was not possible to compare the results of this study with others. 
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MICE TOURISM IN PIEDMONT: ECONOMIC 
PERSPECTIVE AND QUANTITATIVE ANALYSIS OF 
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In this case study we describe an ongoing effort by Piedmont Region to foster 
MICE tourism in Turin and surrounding areas. This seems one of the promising 
ways to overcome the traditional image of an industrial city dominated by car 
industry. We set this effort within a more general framework, describing first 
results obtained by a pilot study and outlining future directions. 
 
Keywords: MICE Tourism; Customer Satisfaction; Economic Growth 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Turin has never been well-known as a touristic attraction, as it has 
typically been associated with a rather Tayloristic image, dominated by 
car industry. Indeed, despite its historical and architectural interest, world 
class museums, and pleasing surroundings, Turin always enjoyed the 
reputation of being a fairly gloomy place, cut out of the otherwise 
flourishing Italian tourism industry. 

In recent years that reputation has somewhat improved. Certainly, 
events such as the 2006 Winter Olympics played a positive role, both in 
terms of promoting a better image and of building new infrastructures. 
Apart from that, a more lively cultural environment and the attention to 
more leisurely attractions (e.g., Eataly, the first high-end food 
supermarket in Italy, which does attract foreign visitors) has paved the 
way for a better future of tourism in Turin. Nevertheless, several issues 
and concerns highlight the need for a more organized and continuous 
effort. A short list includes the fear that the Olympics stimulus will 
quickly fade away, the need for a better connection with the surrounding 

 213

                                                           
© University of the Aegean. Print ISSN: 1790-8418, Online ISSN: 1792-6521 
 

 



Filippo Monge & Paolo Brandimarte 

region (Piedmont), and the fact that a one-day visit by foreign tourists 
who are based in another city is no big deal. 

Within this framework, Piedmont region has started an initiative to 
foster MICE tourism (MICE is an acronym for Meetings, Incentives, 
Conferences, and Exhibitions; sometimes, the ‘E’ is associated with 
Events and the ‘C’ with Conventions), and to monitor customer 
satisfaction in order to pinpoint areas where there is the most room for 
improvement. A specific office has been set up to support event 
organizers. 

In fact, MICE tourism seems a rather natural choice in order to 
facilitate the growth of tourism in Turin and, ultimately, to provide a 
diversified economic growth. 

• The city lacks the infrastructure to sustain mass tourism. 
However, there is a rich academic and industrial background.  

• The city is close to Milan (high-speed connection by train takes 
about one hour), but it is far less expensive.  

• There is an interest for the relatively high-end tourism associated 
with MICE events (MICE participants feature a relatively higher 
propensity to expenditure than the average tourist).  

• MICE is a type of tourism which is usually planned well in 
advance, which means that limited resources may be efficiently 
exploited. 

• It may foster virus marketing as, hopefully, event participants 
will spread the typical surprise of first time visitors to Turin, who 
usually find something different from what they expected (or 
feared). 

Within this framework, a pilot study has been carried out, whereby 
questionnaires have been designed and administered to MICE event 
participants. In this short report, we discuss the overall framework of the 
initiative, document first results, and outline further steps which are 
planned for the near future.  
 
BACKGROUND 
 

Needless to say, due attention has been paid elsewhere to tourism as a 
way to foster regional economic development. Indeed, a curious fact is 
that this idea is common to such diverse areas as Piedmont and Abu 
Dhabi, which is the subject of the analysis reported in (Sharpley, 2002); 
in Abu Dhabi, too, there is a small yet high-quality accommodation 
infrastructure. In that paper, it was pointed out that, although the idea of 
achieving growth by tourism is quite interesting, things are not easy as 
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they seem. In a detailed study reported in (Cortés-Jiménez, 2008), 
Spanish and Italian regions are considered, and the conclusions is reached 
that interior regions, as Piedmont is, should try to attract domestic tourism 
rather than an international one. It is certainly true, and it has been clearly 
shown by past history, that a region such as Piedmont has not been a 
standard destination for international tourism. Nevertheless, MICE 
tourism may be attracted by different mechanisms than general tourism. 
The presence of two well known academic institutions such as Politecnico 
and Università di Torino, as well as an industrial context that has been 
diversified away from the traditional car industry, are assets which 
potentially give Piedmont a significant comparative advantage.  

As pointed out, e.g., in (Mistillis and Dwyer, 1999), MICE tourism 
has a specific interest and potential, since it may work as a leverage for 
economic development, in the form of business connections, chances for 
continuing education, training facilities, etc. Again, our area has a 
significant potential in these terms.  

Furthermore, MICE tourists are, in some sense, a captive audience, as 
most pre- and post-event activities are under the control of event 
organizers. This means that organizers must be paid due attention to by 
regional marketing, and this is why a specific office has been set up by 
Piedmont Region. Furthermore, the distribution of opportunities from the 
main city (Turin in this case) to the surrounding region is fundamental. 
This distributional impact of MICE is studied in (Mistilis and Dwyer, 
1999).  

Other relevant papers are (Auld and McArthur, 2003) and (Pacaud et 
al., 2007), which deal with the impact of events and touristic 
infrastructures, respectively, on regional economic development. 
 
Table 1 Regional, national, and international meetings in the Italian 

marketplace, 2005/2006. 

Type Meetings 
2005 % 2005 Meetings 

2006 % 2006 

Regional 70,331 66.19% 68,540 66.86% 
National 30,299 28.52% 28,345 27.65% 

International 5,614 5.29% 5,634 5.50% 
Total 106,224 100% 102,519 100% 

 
In table 1 we provide some data pertaining to meetings organization 

in Italy in 2005 and 2006. The regional data collected in 2006 show that, 
despite the national context is undergoing a period of stagnation, the 
congress industry of Turin is gradually standing out and is gaining a 
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satisfying placement in Italy and abroad. A 4% increase was recorded in 
2005 and, in particular, 3,428 events received more than 50 participants 
(in 2005 they were 3,292). 
 
FIRST FINDINGS 

 
Given the above background, Piedmont region has started a set of 

focused initiatives to better support tourism, and MICE tourism in 
particular. A first questionnaire has been designed and administered to 
participants to a batch of MICE events held in our region. This was just a 
first step within the framework of the ongoing initiative, and its main 
purposes where: 

• to create the culture and the infrastructure for data gathering; 
• to gain political support; 
• to learn from mistakes.  
An important point is that questionnaires should not only be collected 

during the event, but also after it; in fact, the aim is to investigate how the 
territory supports MICE events. To see the issue, imagine a fruitful and 
pleasing conference, which is somewhat spoiled by a mishap on the way 
home (e.g., difficulties in transportation to the airport). Since answering 
detailed questionnaires is a time-consuming activity, which may affect the 
quality of data gathered, a collaborative sample of participants has been 
formed; admittedly, this subset can be biased in one way or another, but it 
should provide us with particularly valuable information. Furthermore, an 
effort was made to collect information in critical moments such as August 
and on Sundays.  

The sample is not huge (slightly less than 1,000 people), yet it has 
been a useful test. The questions asked to delegates were divided into 
various sections concerning: 

• personal and professional profile of the delegate (the number of 
past events attended in the last three years was used in order to 
assess the experience and to value judgment accordingly); 

• means of transportation and accommodation (including length of 
stay and whether the delegate was also going to have vacation in 
Turin or Piedmont); 

• expenditure; 
• level of satisfaction (questions concerned the congress itself, as 

well as the surrounding environment); in particular, participants 
were asked if they were willing to visit Turin again; 
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• subjective image associated to Turin (including familiarity with 
attractions such as Mole Antonelliana, Egyptian Museum, 
Museum of Cinema, etc.); 

• suggestions for improvement.  
Most respondents were academics (55% of the sample consisted of 

professors, research assistants, and Ph.D. students), followed by people 
operating in the medical sector (17%). The rest consists of practitioners, 
marketing people, publishers, etc. The same questionnaire was 
administered to organizers, but clearly different questionnaires should be 
devised.  

About 50% percent of the sample consists of Italian participants. As 
expected, most come from Northern Italy, but the percentage from 
Southern and Central Italy is quite significant, which shows the potential 
impact on domestic tourism. Foreign participants were mainly European 
(76%); North America (11%) and Asia (5%) follow next. It should be 
remarked that Turkey has been considered as a part of Europe rather than 
Asia, and this has an impact as most European visitors came from UK and 
Turkey, followed by Germany and France. Arguably, the unexpected role 
played by Turkey is due to significant investment by Turkish government 
on University, but it could also be the effect of a biased sample.  

Data on expenditure were also collected, suggesting that 37% of the 
budget is spent for the conference fee and 26% for the accommodation; 
14% is spent for shopping. Little (3%) is spent for recreational activities; 
here the language barrier may play a role, as Italian is certainly not a 
widely spoken language, but this may suggest the opportunity of better 
leveraging the rich set of available museums. Nevertheless, such data 
must be taken with the utmost care; for instance, a museum visit could be 
part of conference program, and therefore included in the conference fee. 
Indeed analyzing expenditure is a very difficult issue that cannot be 
addressed by one questionnaire, and event organizers must be involved. 
MICE expenditure patterns and their impact on regional economic 
development are carefully analyzed, e.g., in (Dwyer et al., 2001), where 
the authors point out that only expenditure from outside is relevant (this 
should include sponsors). However, if a participant pays for petrol at a 
filling station, little is really injected into the region. We should also 
consider money spent by people living inside the region, that would flow 
outside if events were held in another city. Whether this is significant or 
not depends on how many participants come from the same region; in our 
sample, they are not too many, but the question deserves further analysis, 
given the industrial background of our region.  
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The questions that relate mostly to the potential impact on general 
tourism pointed out that some congress participants do take the 
opportunity for a holiday (29%); 22% of participants were accompanied 
by family members. The length of stay is non-negligible: 32% of 
participants stay three nights, and 42% more than three nights. By the 
way, this is definitely longer than the stay of the typical traveller, who 
might visit Turin just as a short leg of his/her Italian tour.  

What is really encouraging is the analysis of the answer pattern to 
two related questions:  

• Is this your first visit to Turin? 
• Do you plan to come back? 

 
Table 2 Intention to visit Turin again 

Is this your first 
time in Turin? 

Do you plan to 
come back? 

Count Perc. 

NO NO 16 2.25% 
NO YES 215 30.20% 
YES NO 55 7.72% 
YES YES 426 59.83% 

 
As shown in table 2, most participants were visiting Turin for the first 

time, as expected. In terms of potential for increasing tourism, the most 
interesting pattern is (yes, yes), which is indeed the most common pair of 
answers. Obviously, the small numbers require caution, but this seems to 
suggest that MICE can actually be a useful stimulus. What the 
questionnaire in the present state does not measure is the potential for 
virus marketing; nevertheless, the pattern is somewhat encouraging from 
this point of view too.  
 
STEPS AHEAD 
 

As we have already mentioned, what we described in this report is 
only the first step of an ongoing project, and we cannot draw too many 
conclusions. The main objective was to gather some preliminary results in 
order to show the relevance of the initiative and to collect political 
support. From this point of view, the results have been quite positive.  

The next steps in the process are: 
1. Improving questionnaire design, by preparing more specific 

ones. As pointed out in (Mistilis and Dwyer, 1999), issues in 
survey design are tricky: different surveys should be carried out 
with participants, event organizers (e.g., academic societies), and 
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local PCOs (Professional Conference Organizers), with different 
aims.  

2. More emphasis should be placed on detailed questions about 
specific points that should be improved (e.g., what is relevant to 
define “quality” for a MICE tourist). This is an essential step to 
proceed from discovery to decision.  

3. The above, more detailed, questions would enable us to apply the 
machinery of multivariate analysis (e.g., data reduction methods 
such as Principal Components Analysis and Factor Analysis), in 
order to pinpoint the most relevant facets of the problem and to 
better focus our efforts. 
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This paper presents a systematic and comprehensive analysis of the economic, 
social and environmental aspects of developing nautical tourism. It examines the 
problems of sitting and selecting the location of a nautical port, and it identifies 
economic and political, and socio-cultural factors. The paper brings out the 
importance of balanced development of a port of nautical tourism as a primary 
determinant of the integrated management of the marine domain. Due to its 
manifold multiplier effects, nautical tourism is a major branch of tourism that has 
great potential for development in Croatia. The paper points out the importance 
of systematically valorising the potential of nautical tourism on the principles of 
sustainable development, while encouraging and raising the nautical-tourism 
offering to a higher level. It underlines the need to enlarge the capacities of 
nautical-tourism ports, especially on Croatia’s islands, thus helping to increase 
the standard of living of coastal residents. In doing so, the development process 
must take into account the principles of spatial organisation and the needs of 
people living and working within the territory of a nautical-tourism destination.  
 
Keywords: balanced development, port of nautical tourism, nautical tourism, 

socio-cultural, economic and sustainable development  
  
JEL Classification: L83, M1, O1 
 
INTRODUCTION 

 
The purpose of the research is to define spatial capacities and 

limitations for the selection of a port of nautical tourism. In that context, 
                                                           
© University of the Aegean. Print ISSN: 1790-8418, Online ISSN: 1792-6521 
 

 
 

 221



Mirjana Kovačić, Zvonko Gržetić & Desimir Bosković 
 

considering nautical tourism ports as a system will determine their role as 
a development factor of nautical tourism through which the ports, through 
their organisation and capacity affect the level of marine resources 
activation. 

The purpose of the research presented in this paper has been to 
analyse the economic and socio-cultural valorisation of nautical tourism 
and nautical tourism ports aimed at increasing the standard of living of 
coastal residents simultaneously observing the spatial organisation 
principles and the needs of people who live and work in the area of 
nautical destination. The research started from a general hypothesis: 

The integrated system of managing and planning the development of 
nautical tourism ports refers to managing the quality, environment, 
development and safety, and it has clear requirements in communication, 
responsibility and economy and is an integrated part of managing marine 
and coastal environment. 

 
ECONOMIC ASPECT OF NAUTICAL TOURISM 

 
A particular significance of nautical tourism in promoting nautical 

tourism and the complete national economy can be observed in numerous 
benefits. Nautical tourism has the highest and the most intense 
multiplicative effect that could, in a short time, make it the principal 
competitive Croatian product in the world. Nautical tourism is a kind of 
tourism that can ensure 180 – 210 operating days a year and the return of 
the invested capital in relation to hotel capacities is much faster. The 
investments in nautical tourism are lower than in hotel capacities for the 
corresponding number of accommodation units. The return of the invested 
capital is up to two times faster than in other branches of tourism, since it 
attracts a financially stronger guest which consequently improves the 
quality and image of the country. At the same time, comparative 
advantages are crucial for development in Croatia in relation to its direct 
competitors in the Mediterranean market. 

 
Problem issues in developing nautical tourism 

 
A large part of Croatia is situated in the Mediterranean, and trends in 

nautical tourism observed in more developed tourist countries in the 
Mediterranean may be expected or have already been present in Croatia. 
Due to a certain delay of nautical tourism development in Croatia in 
relation to, for instance, Italy, France and Spain, it is possible to notice 
positive and negative consequences that the development of nautical 
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tourism has had in those countries, primarily to their economy and the 
environment. Their experience will allow Croatia to consider its own 
development course.  

Protection and increased quality of the existing natural, ecologic, 
cultural and historical, coastal and marine resources is the mission of all 
participants involved in the system of planning and managing such 
resources (Dodds & Butler, 2010). Local government has the role to 
accentuate the regional aspects of development and to coordinate various 
interests of numerous subjects and owners, especially in the environment 
protection, development of primary infrastructure and other facilities that 
contribute to increased quality of nautical offer.  

Mediterranean countries are successful in developing nautical 
tourism, which also includes the orientation to socio-cultural aspect of 
development. Planning and designing the construction of nautical tourism 
ports and their organisation within institutional norms determining the 
rules and possibilities of long-term development have been particularly 
considered by the end of the 20th century. The best results were achieved 
in France and Spain, owing to their concession granting system and legal 
regulations which supported investments in nautical tourism ports 
(Luković, 2002).  

 
Interrelation of balanced tertiary development and the 
selection of the location of nautical tourism ports  

 
Distribution of nautical tourism ports is an important development 

element, and designing the development course is a part of development 
policy. In current conditions, the spatial distribution of new business 
activities is one of the main factors that affect the change in terms of 
spatial distribution of inhabitants and allow for economic effects. 
Simultaneously, the individual advantages of nautical port construction 
are reflected in the development of the immediate neighbouring area, 
which means that the owners’ interests have to be coordinated with the 
issues of regional development.  

There were attempts to solve the problems of underdeveloped areas 
by applying measures of political economy, but it meant the dictation in 
distributing business activities. Consequently, the criteria that will 
efficiently coordinate economic interests and interests of regional 
development were needed. In the case when the selection depends on 
maritime and other spatial conditions preference will be given to a 
developed area.  
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Underdeveloped areas, especially in Croatian islands are permanent 
factors that slow down the progress and the development of the 
community and the problem has to be solved by applying scientific bases. 
One of the micro effects of a place of nautical tourism ports is its 
influence to regional and urban planning of development. That contributes 
to the balance of regional development, attracts private capital, leads to 
the employment in islands and in other areas, stimulates the development 
of small entrepreneurs, allows for a more efficient exploitation of 
resources by developing tertiary and quarter activities.  

Selecting the location of a nautical tourism port has a special 
significance because of the resources that are exploited and the profits it 
achieves (Kovačić. 2008). Therefore, it is important to determine the 
following: 

• The ratio between the size of the region and the number of 
nautical ports,  

• The relationship of regional centres to nautical ports, 
• The needs in ranking various systems and nautical ports, and 

especially  
• The depth of the sea, configuration of the coast and hydro 

meteorological conditions at the micro location. 
 

FACTORS OF THE LOCATION OF A NAUTICAL PORT 
 
It is not easy to determine which factor of the location of a nautical 

port is most important. Relative accuracy in determining the hierarchy of 
various factors could be achieved through several methods, and the data 
source could be survey questionnaires completed by decision-makers in 
nautical tourism ports, owners and investors, or by experts in particular 
fields (Richins & Scarinci, 2009). The hierarchy of factors may be 
determined also by observing the development of nautical tourism in a 
certain area, i.e. according to a determined interrelation between the 
development of nautical ports and the observed factors. The model of 
suitability of a nautical port location is based on the criteria arising from 
the factors of the location, which are evaluated according to their 
significance for the area.  

 
Limitation factors of the location 

 
Selection of a location requires the adjustment of the location, both to 

local zoning and to future development plans of the area. This refers 
especially to restrictions in construction of commercial objects in 
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protected parts of the littoral. Due to numerous marinas opened recently 
in Europe and the USA, local governments have become more cautious 
when issuing construction permits. Such opposition are related to frequent 
objections of local residents, like (Robinson, 2002): 

• Threats to the existing views 
• Threats to the pollution of the environment 
• Residents will not be able to have cheap berthing for their 

vessels 
• Tourist navigation is a hobby of wealthy people. 
In order to ease such objections and obtain permits for construction 

of a nautical port it is necessary to present clearly to local authorities and 
residents the project and if necessary to adjust it to reasonable 
requirements. There the important role is at the investors’ team of experts 
who will make a quality presentation of the advantages of a nautical port, 
especially of a marina and thus increase the interest of the residents and of 
local authorities, such as (Čičin-Šain, 2004): 

• Employment possibilities 
• Increased attractiveness of the locality  
• The use of access roads  
• Increased capacity of sewage and water supply network  
• Market distribution of local products 
Nautical tourism has to be developed within the framework of 

acceptable density and recognisable features of the area, taking maximum 
care of the preserved and attractive natural environment – the advantage 
of the Croatian landscape. The use of space should be based on integral 
management, and not only on protection (Favro, Saganić, 2006).  

Nautical ports and their construction in natural parks (The Kornati 
islands, he Pakleni islands, etc.) are particularly unacceptable for the 
environment, since they could change the view and pollute the natural 
ambience. Because the supply points are remote and communal 
infrastructure is scarce there might be difficulties in supply and 
preservation of the natural environment. This is an reason why the 
employees in marinas and yachtsmen are constantly advised to 
coexistence between natural and human communities.  

 
Economic and political factors 

 
Selecting the location of a nautical tourism port includes the analysis 

of the market of a nautical port and of the development policy measures at 
the national and regional level. The market analysis is the most important 
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part of the investment study because without market recognition the basic 
objective of the investment – the increase of the capital cannot be 
realised. In order to achieve the aim it is necessary to increase the profit, 
and it could be achieved through successful business operations, which, 
basically, refers to selling of the output products/services and to buying 
input products/services.  

Motivational elements and expectations that motivate boaters to visit 
a destination make part of a market analysis that should respond to the 
question what flow of boaters might be expected in a nautical port. The 
analysis of the offer and demand at the nautical market makes part of the 
market analysis that will determine the justification of the investment in 
the selected location of a nautical tourism port. It includes the estimation 
on operational flow in view of the trends at the nautical market of offer 
and demand and the estimation of the amount of turnover for a certain 
period of years.  

Market analysis is a process of research in which the basic factors 
active in the market are analysed and main characteristics and changes in 
creating the demand and the offer in particular places and in particular 
time are observed. Market research has a particular importance for 
nautical tourism also because of the seasonal aspect of business 
operations of nautical tourism ports. 

 
Socio-demographic and cultural factors 

 
Nautical tourism as a selective type of tourism includes also users of 

nautical services, who come from higher social strata. They are promoters 
of the changes both in the places they sojourn (nautical tourism ports) and 
in relation to residents,  bringing in their culture and expectations in terms 
of standard of living, quality of the offer, foreign languages and other. 

 
Social and cultural living conditions of the surroundings 

 
Social and cultural conditions of the area are starting points of the 

concept aimed at satisfying nautical needs. They comprise attitudes, 
desires, expectations, level of intelligence and education, beliefs and 
customs of a particular society. An element of socio-cultural environment 
is ethical environment that includes a set of generally accepted and 
implemented standards of personal conduct (Weihrich, & Koontz, 1994). 
Interaction of these elements requires a constant monitoring and 
examining of their relations in order to implement them in the system of 
successful business operations of the nautical port. At that point the 
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national culture is an important factor of the outer surroundings and it 
affects the design of the company’s structure (Robbins, 1990).  

Boaters are visitors arriving from developed countries, used to a 
higher standard of living, with higher education and hence more 
demanding. They value a number of elements aimed at their pleasure. 
Nautical ports in smaller locations depend on local influence and 
atmosphere. Certain cases indicate that the accelerated development, the 
construction of nautical ports, especially marinas, has changed the 
structure and the living style in such localities (Marina Frapa, Rogoznica). 
In that process, there are two-way relations between domicile residents 
and nautical tourism ports. Such relations may be positive, especially 
during the adaptation, tourist evolution and construction, which will 
further positively reflect to boaters who will consider them as a part of 
nautical offer.  

Interrelation and potentially negative socio-cultural relations have 
rarely been studied separately, and the relation of nautical tourism and 
socio-cultural environment is still inadequately researched. 
Simultaneously, during its transformation process from quantity into 
quality, nautical tourism as a complex social phenomenon has become the 
issue of increased social interest. 

 
Socio-demographic consequences of the development of 
nautical tourism ports 

 
Socio-demographic consequences of the construction and 

development of nautical tourism ports are mostly positive and may be 
summarised as follows: 

• a technological and technical system of services similar to those 
in more developed countries will be implemented  

• they supplement the existing infrastructure and add a new quality 
in terms of urban planning and environment 

• have positive effects to the level of employment in the area 
• new possibilities for indirect additional benefits are opened, the 

increase of the standard of living and communal infrastructure 
improvement 

• influence the general transformation of the locality by increasing 
the offer 

• contributes to the entire quality of living of domicile residents.  
Development of nautical tourism ports will result in numerous 

benefits, such as: 
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• direct benefits – finances gathered from taxes, admissions to 
national and natural parks, concession fees 

• indirect benefits – new catering objects due to the increased 
demand of boaters, increase quality of services in places where the 
boaters sojourn. 

Due to their isolated geographic position, the islands are frequently 
socially isolated and treated as isolated communities, while the 
development of nautical ports will have a positive result to the life of the 
residents. Boaters will also contribute to such changes in the following 
sense: 

• local inhabitants will have opportunities to realise additional 
income (selling of fish, catering, other tourist services) 

• local ports and bays will collect finances from berthing fees in 
ports and anchorages 

• emigration process of local inhabitants will fall, since the 
employment opportunities have increased. 

Nautical tourism will indirectly affect the increase of accommodation 
capacities in the coast and islands. Although it has been observed that 
boaters in Croatia mostly stay overnight in their yachts, there is a clear 
trend of increased overnights in the coast. Nautical tourism affects and 
promotes the development of numerous service business activities that are 
directly or indirectly related to boaters’ needs for occasional various 
services.  

By analyzing the development of nautical tourism ports and area of 
their location it is easy to obtain a very strong positive correlation and 
impact to environment. The development has had a rapid dynamics as the 
population number in 4-6 years increased by 3-5 times, and the indicators 
of standard are higher than a national standard. The manifestation of the 
development of small business is best seen in the following table (table 
1). As an example, the results of research give a complete picture of 
development indicators of a small place Rogoznica (Croatia), situated in 
the middle of the Croatian side of the Adriatic coast. In this area is also 
situated Marina Frapa, which was proclaimed as the best marina in the 
World in February 2007. This great reward was given on the prestigious 
World tourist competition in Madrid, in the category of the World best 
nominated marinas. The journey from the vision to the best marina in the 
World was successfully achieved by its owner and manager in more than 
10 years. Marina Frapa is situated on north – west side, fully protected 
by wind, in cove Soline (picture 1). The island on which is marina 
situated give to nautical tourists special pleasure and enjoy, because of its 
beauty, clean environment and its offer. 
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Picture 1 Marina Frapa, Cartographic presentation of the micro 

location 

 
Source: Hydrographic Institute of Croatia, 2007 
 

It is obvious that the marina Frapa, in only ten years of its business 
operations has initiated a very dynamic development in this locality. Such 
example is also noticed in the localities of nautical ports in the Croatian 
Adriatic, but also in the Mediterranean. This example is not an exception, 
it is rather a rule. It is quite obvious that a leader has emerged in the 
Mediterranean, which is an initiator of a local and economic regional 
development, especially in the domain of small business. The new leader 
is economically stable and strong enough to be able to completely 
overtake the role of a development leader.  

It is logical to conclude that the development of nautical tourism 
ports is a process of social changes and changes of living conditions in 
nautical destinations, and a process that can affect the change of social 
and economic structure and activities in the islands and the coast.  
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Table 1 The development results in the area of Rogoznica, Croatia 

Development indicators Before the marina Frapa 
(year 1995) 

Marina Frapa 
in business 
(year 2006 ) 

No. of population 350 over 1500 

Average age of the population over 70 about 40 

No. of employed 30 500 

No. of small and medium- sized 
companies 

10 100 

Price of land  10 – 20 eura 100 – 300 eura 

No. of restaurants 1 8 

No. of cafes 2 15 

No. of shops 2 9 

No. of exchange offices 0 2 

Primary schools 0 2 

Natural resource preservation 
(ecology) 

preserved preserved 

Source: Luković, Šamanović, 2007 
 
 

CONCLUSION 
 
Nautical tourism may substantially contribute to overall economic 

development, to the increase of the standard of living and to the quality of 
life of domicile inhabitants, under the condition that it is established on 
scientifically based development factors, proved in practice in developed 
countries. 

Nautical ports are open, dynamic and complex systems in steady 
growth in Croatia and in less developed countries like Greece, Turkey 
etc., due to which the development of such system is to be continually 
monitored and researched. Accordingly, it is necessary to determine the 
objectives at the level of the system (country) and at the level of each 
element (region), in order to define the main criteria and sub-criteria, 
which will be the basis for long-term planning of development and for 
optimisation of selecting the location and facilities of nautical tourism 
ports.  
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The quantity of investment and the term of return of the investment 
have an increased importance, especially in new market conditions of 
operations of nautical ports. Such criterion could therefore be vital in 
future, especially in less developed countries with scarce nautical 
infrastructure. The solution could be found in positive and stimulating 
government policy that will stimulate new investments, simultaneously 
determining the development guidelines and define the regional 
objectives and priorities (macro locations).  

Such organisational model of development of nautical tourism ports 
influences the development of the surrounding area in such manner that 
the area influences to the demand in nautical ports. 
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Tourism researchers have begun to study the phenomenon of domestic tourism, 
especially in developing countries. The growth of research interest in domestic 
tourism in developing countries underpins a stream of research in developed 
countries. The analysis reveals the appeal of these distinctive forms of tourism, 
international and domestic with regards to leisure, recreation and tourism 
patterns, but also highlights potential limitations including the dilemma of how to 
deal with the question of environmental quality that is affected by prevailing 
international and domestic tourism activities. Impacts of climate change on 
domestic and international tourism and environmental impacts caused by 
domestic and international tourism are highlighted. This paper suggests that 
Environmental Education is the key to this critical area concerning domestic 
tourism, international globalized tourism and environmental impacts. 
 
Keywords: international tourism, domestic tourism, climate change, 

environmental education 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

The nature, value and extent of international and domestic tourism 
have changed significantly in recent years. Because of its propensity to 
generate substantial economic benefits such as employment, foreign 
exchange, income and tax revenues (Nowak et al., 2003), developed 
countries and developing countries in particular, have embarked upon 
tourism-related development policies (Heidarabadi, 2008).  On the other 
hand, in the last decade more and more tourists from non-Western 
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countries participate in international tourism, while the most spectacular 
change is the growth of non-Western domestic tourism. 

The analysis reveals the appeal of these distinctive forms of tourism, 
international and domestic with regards to leisure, recreation and tourism 
patterns, but also highlights potential limitations including the dilemma of 
how to deal with the question of environmental quality that is affected by 
prevailing international and domestic tourism activities. 

For example, although the tourism sector is highly influenced by 
climate, our understanding of how climate variability affects the sector 
and its potential vulnerability to climate change remains limited. Until 
recently, climate change had not garnered substantive attention from the 
tourism industry or the tourism and recreation research communities 
(Wall and Badke 1994, Scott et al. 2005a, Gossling and Hall 2006). 
Adaptation by tourists and tourism operators has had even less 
prominence in the developing literature on climate change and tourism-
recreation, and remains an important research gap (Scott et al. 2003, 
2005a, Hamilton et al. 2005a). Impacts of climate change domestic and 
international tourism and environmental impacts caused by domestic and 
international tourism are highlighted and the role of Environmental 
Education as a response to all of these impacts is examined. 
 
DOMESTIC VERSUS INTERNATIONAL TOURISM 

During the past decade, tourism researchers have begun to discover 
the phenomenon of domestic tourism (Ghimire, 2001), especially in 
developing countries (Scheyvens, 2002, Rogerson and Zoleka, 2005). 
This upturn of research interest in domestic tourism in developing 
countries underpin a well-established stream of research in developed 
countries (Rogerson and Zoleka, 2005) because of the demonstrated sheer 
size, rapid growth and economic value of domestic tourism, its ability to 
provide a base load to counter the seasonality of international tourism 
arrivals, and its developmental role especially for peripheral or marginal 
regions (Archer, 1978, Jaakson, 1986, Becker, 1987, Seaton and Palmer, 
1987, Hall and Kearsley, 2001, Turner and Reisinger, 2001, Carr, 2002, 
Seckelman, 2002, Williams and Hall, 2002). In 2000, the amount of 
domestic trips undertaken by Swedes is more than three times as large as 
the amount of trips abroad (Coenen and van Eekeren, 2003). Second 
homes are an integral and growing part of contemporary leisure lifestyles 
in many parts of the developed world (Hall &Muller 2004, Muller, 2004, 
Gallent et al. 2005, McIntyre et al. 2006). For example, every fourth 
Finnish household-dwelling unit owns a second home but it has been 
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estimated that every second family has an access to one, because many of 
the second homes are used by relatives and friends (Melasniemi-Uutela, 
2004). 

On the other hand, in the last decade more and more tourists from 
non-Western countries participate in international tourism, while the most 
spectacular change is the growth of non-Western domestic tourism. China 
ranked among the world’s top five tourism destinations in 2002, while the 
other four countries are all developed countries, namely, the USA, Spain, 
France, and Italy, but China’s domestic tourism has outpaced its 
international tourism in recent years (Wang and Qu, 2004).  The rapid 
development of China’s domestic tourism has caught much attention from 
a number of researchers (Gormsen, 1996, Qiao, 1996, Zhang, 1997, Cai 
and Knutson, 1998, Wu et al., 2000). According to Wu et al. (2000), 
China’s fast growth of domestic tourism is mainly attributed to the growth 
of income per capita of Chinese citizens, the increase of leisure time, and 
the structural adjustment of China’s national economy. Zhang (1997) 
described China’s tourism as a low starting point, a great market 
potential, and having strong state macro control. 

In Brazil, India, Mexico, Thailand and China, leisure travel extends 
beyond the growing middle class to include the participation of the lower 
middle classes (Rogerson and Zoleka, 2005). In Kenya, domestic tourism 
is encouraged through offering reduced accommodation rates for local 
people (Sindiga, 1996). In Cuba, the state is encouraging a form of 
'socially driven' domestic tourism (Hinch, 1990). In developing market 
economies the usual motivations for domestic travel encompass 
pilgrimages, visiting friends and relatives, business travel, health tourism, 
as well as leisure travel (Wen, 1997, Bleasdale and Kwarko, 2000, 
Barkin, 2001, Diegues, 2001, Kaosa-ard et al., 2001, Rao and Suresh 
2001, Rule et al, 2004). The expansion of second home development as 
holiday accommodation is a new influence on flows of domestic tourism 
in Thailand and South Africa (Peleggi, 1996, Kaosa-ard et al., 2001, 
Visser, 2004a,b). Leisure tourism involving visits to national parks and 
areas of scenic beauty has been examined also in Saudi Arabia (Paul and 
Rimmawi, 1992, Bogari et al., 2003), Sri Lanka (Buultjens et al., 2005) 
and India (Rao and Suresh, 2001). 

Domestic tourism accounts for 86% of total tourism (Bigano et al., 
2007a). Despite its size in comparison to international tourism, there are 
relatively few studies that analyse domestic tourism demand (Bigano et 
al., 2007b). These often focus on domestic tourists of one country or in 
one region of a particular country (Coenen and van Eekeren, 2003, 
Seddighi and Schearing, 1997).  The most spectacular change is the 
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growth of developing countries domestic tourism. At the same time, 
although developed countries have been almost entirely responsible for 
greenhouse gas emission, developing countries are most likely to suffer 
the worst consequences of climate change because of lacking the 
economic capacity and infrastructure to cope with any increase in extreme 
weather events (Bell, 2004, Byravan and Chella Rajan, 2006). However, 
the research on climate change and tourism has overlooked domestic 
tourism (Bigano et al., 2007b) and the impacts of climate change on 
domestic tourism in developing countries. 

  
CLIMATE CHANGE: IMPACTS ON DOMESTIC AND 
INTERNATIONAL TOURISM 
 

Tourism and recreation sector is highly influenced by climate (Wall 
1992, de Freitas 2003, Gomez-Martin 2005). Climate is an important 
factor in the destination choice of tourists (Maddison 2001, Lise and Tol 
2002, Bigano et al., 2007b, Bigano et al. 2008). The Mediterranean in 
particular benefits from this determinant, being close to the main 
holidaymakers of wealthy, but cool and rainy, Northwest Europe, and 
tropical islands are another example of “perfect” climate destination for a 
dream holiday (Bigano et al., 2008). Climate change shifts international 
tourism flows towards higher altitudes and latitudes (Hamilton et al. 
2005a,b). The currently popular holiday destinations may become too hot, 
and destinations that are currently too cool would see a surge in their 
popularity (Hamilton et al. 2005a,b, Hamilton and Tol 2007, Amelung et 
al. 2007). Low ski resorts and winter tourism may be particularly 
vulnerable (Elsasser and Bürki 2002, Scott et al. 2004, Scott and 
McBoyle 2007). The redistribution of tourism flows could negatively 
affect countries and regions that depend heavily on income from tourism 
and could bring benefits to places that are currently not popular with 
tourists (Bigano et al., 2007b). 

Domestic tourism has been overlooked in the research on climate 
change and tourism (Bigano et al., 2007b). A number of studies have 
begun to explore the potential adaptation of tourists to a changed climate 
(Maddison 2001, Lise and Tol 2002, Hamilton et al. 2005a, b, Jones and 
Scott 2006a, b, Scott and Jones 2006) and climate-induced environmental 
change (Braun et al. 1999, Richardson and Loomis 2004, Scott and Jones 
2005, Uyarra et al. 2005, Scott et al. 2006). Research on tourism 
operators’ climate adaptation in the tourism-recreation sector remains 
even more limited (Scott et al. 2002, 2003, 2005b, Raksakulthai 2003, 
Becken 2005). One exception is the winter sports tourism segment, where 
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studies from different nations have documented existing climate 
adaptation practices (Elsasser and Burki 2002, Scott et al. 2003, Scott and 
McBoyle, 2007) and in some cases analysed the effectiveness of specific 
adaptations (Scott et al. 2003, 2006, Hennessy et al. 2003, Scott and Jones 
2005). 

On the whole the focus has been on international tourism or tourism 
is examined in general not distinguishing between the two types of 
tourism (Bigano et al., 2007b). Bigano et al., (2007b) suggest three 
reasons why analysts have focussed on international tourism rather than 
domestic tourism: 

1. Foreign holidays capture the imagination.  
2. International tourism brings foreign currency and foreign income 

to the destination country.  
3. International tourists are readily counted as they pass through 

transport and customs bottlenecks. 
Domestic tourism has been a largely under-researched aspect of 

tourism economies in the developing world as well (Ghimire, 1997). 
According to Rogerson and Zoleka (2005), the lack of research is partly a 
result of the emphasis accorded by national governments and policy 
makers to the foreign exchange earnings derived from international 
tourism flows (Scheyvens, 2002). This research gap is linked also to the 
fact that domestic tourism is more difficult to track than international 
tourism, as it occurs within the country of residence and thus does not 
involve the crossing of international borders at entry points into a country 
where visitors are counted (Keyser, 2002).  

Bigano et al., (2007b) presented an extended version of the Hamburg 
Tourism Model, including substitution between domestic and 
international tourism, in order to study the impact of climate change on 
domestic and international tourism. According to their findings: 

1. Climate change would shift patterns of tourism towards higher 
altitudes and latitudes, same as in earlier papers (Hamilton et al., 
2005a,b) 

2. Domestic tourism may double in colder countries and fall by 
20% in warmer countries (relative to the baseline without 
climate change) 

3. For some countries international tourism may treble whereas for 
others it may cut in half. 

4. International tourism is more important than is domestic tourism 
in colder places. International tourism is less important than is 
domestic tourism in warmer places. Therefore, climate change 
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may double tourist expenditures in colder countries, and halve 
them in warmer countries.  

5. However, in most places, the impact of climate change is small 
compared to the impact of population and economic growth. 

6. Climate change has a greater impact on tourism than sea level 
rise does, because the latter heavily affects only a few places. 

On the other hand, tourism today is deeply embedded in processes of 
global environmental change where natural scale and rate has 
dramatically increased because of human impact (Gossling & Hall, 2006). 
Tourism, redefining the land as a resource for leisure and recreation, has 
become one of the most important ways in which relations between 
humans and nature are today organised (Lash and Urry, 1994).  

  
DOMESTIC AND INTERNATIONAL TOURISM: 
ENVIRONMENTAL IMPACTS 
 

Tourism and the environment are continuously found in a relation of 
interdependence, as tourism is almost always dependent on the quality of 
the environment. Moreover, the quality of the environment or certain 
characteristics of it, are often a pole of attraction for tourists. Cases where 
traditional tourist destinations have lost their glamour (and flow of 
visitors) due to environmental problems are not rare (e.g. reduction of 
tourists in the City of Mexico because of air pollution), (Ceballos-
Lascurain, 1996). Tourism, one of the major industrial sectors occupying 
one in fifteen workers worldwide (Croal, 1997), with a range covering the 
developed and developing World, is included in the spectrum of 
environmental protection activities. Globally, the tourism wave was 
multiplied almost 25 times (from 25 to 592 million tourists) from 1950 up 
to 1996. Greece accepted crowds of tourists as it is located in the center of 
the Mediterranean, being one of the two main tourist destinations 
worldwide, the other being North-central America (Mesplier and Bloc-
Dureffour, 1999). The continuing expansion of the tourist phenomenon 
during the last fifty years was rapid, resulting to the huge phenomenon of 
“mass tourism” with various consequences, one of which is the 
suffocating pressure to the environment, with harmful effects (Williams 
and Shaw, 1998).  Even if most of the registered cases of the negative 
consequences of tourism concern the developing world, the developed 
world does not constitute an exception. For instance, Young, describes the 
metamorphosis of a small community in Malta, the residents of which 
lived from fishing and agriculture, into a region, which was negatively 
influenced due to factors such as tourist growth and complex systems of 
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seasonal resort centers (Fennell, 1999). Tsartas (1992) reported on two 
Greek islands where tourism greatly influenced youth, especially the 
males, in terms of attitudes and behaviour. 

According to Skanavis et al. (2004), there exist two types of 
relationships between tourism and the environment, a symbiotic one and a 
competitive one. In the symbiotic relation the environment and the 
tourism coexist harmoniously and to an extent they complement each 
other. Human activities do not degrade the natural environment; on the 
contrary they strengthen it resulting in mutual benefit. In the competitive 
relation of tourism and environment, the conflict of these two is presented 
as economic and anthropogenic activity trying to predominate over the 
environment and to lead to the degradation of it through the thoughtless 
growth of activities. Some of the most widespread cases of negative 
environmental impacts due to the tourist activity are the sea quality from 
the marine transport, the quality of aquatic environment from the disposal 
of sewages, unrefined or defectively processed, the quality of land from 
the uncontrolled disposal of waste, the geomorphology due to extensive 
building and creation of infrastructure networks, the flora, fauna and 
generally in the natural ecosystems from the various land uses, the loss of 
natural ecosystems, the exhaustive fishery, the removal of fauna, due to 
noise pollution or deforestation, the exhaustion of available quantity of 
aquatic potential due to the abrupt and increased consumption combined 
with the reduction of permeability of grounds (UNEP, 1995).  

The impacts of international tourism on natural environment are 
equally convergent with domestic tourism. Domestic second home 
tourism is considered to be more environmentally sound form of tourism 
than for example long-haul travelling by air, which causes remarkably 
higher emissions of green house gases and pollutants. Having a second 
home does not inevitably reduce other forms of tourism and recreational 
mobility, unless it substitutes them (Coenen and van Eekeren, 2003; 
Amposta, 2009; Skanavis & Giannoulis, 2010). In recent years flying has 
become progressively cheaper, which has led to an increase in the 
popularity of purchasing second or even third homes in amenity rich 
tourist resorts far from the permanent home (Gallent et al., 2005). 
Mathieson and Wall (1982) underline that rural second home 
development causes clearance of vegetation, disrupts wildlife and reduces 
soil stability, deposition of human wastes into natural waters reduces 
water quality, and visibility of second homes may decrease the aesthetic 
value of rural landscape.  Dubois (2005) draws attention to growing 
energy consumption, floor space and land demand of second homes. 
Gallent et al. (2005) highlight two environmental concerns of second-
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home tourism: a) resource implications related to second home usage 
including travelling and increasing pressure on environmentally sensitive 
areas and b) demand pressure of new development and building 
conversion in second home areas. 

Contradictions between tourism policy development on one hand and 
environmental protection on the other, are addressed through sustainable 
development. The theory of sustainable tourism emphasizes the critical 
importance of environmental stewardship (Brander et al, 1995, Bieger et 
al., 2000). Christou (2007) proposes that tourists as consumers have a part 
to play in influencing how a tourism destination brand personality is 
perceived and Choi et al. (2007) found that tourists as consumers both in 
US and Greece were more likely to patronize a hotel that provides 
environmentally responsible practices and also will pay more for the 
hotel. Consequently, the time is right for Environmental Education to play 
a more active role in order to encourage visitors and local population to 
alter their inappropriate behavior and to assist the management of 
environmentally sound tourism development. 
 
THE NEED FOR ENVIRONMENTAL EDUCATION 

 
Since the late 1960s and 1970s, the most significant change in 

Environmental Education (EE) has been an emphasis on citizenship, 
problem solving, and issues identification. Most environmental education 
programs focus on developing programs, which will enable citizens to 
behave in environmentally desirable ways. All these educational attempts 
focus into promoting responsible citizenship behavior, arming citizens 
with the appropriate skills for critical thinking and with the ability to 
actively participate in the environmental decision-making processes. 
Since the state of the environment affects our quality of life, 
environmental education is an essential part of every society’s agenda. 
Environmental education improves everyday life by protecting human 
health and encouraging stewardship of natural resources (Tsampoukou-
Skanavis, 2004a). 

The 1977 Tbilisi Intergovernmental Conference on EE objectives 
(awareness, sensitivity, attitude, skills, participation) serves as major 
guidance for working on building an environmentally effective human 
behavior. By using these objectives an environmentally responsible 
citizen could be portrayed as one who has 1) an awareness and sensitivity 
to the total environment and its allied problems and/or issues, 2) a basic 
understanding of the environment and its allied problems and/or issues, 3) 
feelings of concern for the environment and motivation for actively 
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participating in environmental improvement and protection, 4) skills for 
identifying and solving environmental problems and/or issues and 5) 
active involvement at all levels in working toward resolution of 
environmental problems and or issues (Hungerford and Volk, 1990).  

EE has mainly been established in the formal education; however, its 
importance has been recognized in the forms of non-formal and informal 
education. Formal, non-formal and informal EE programs’ objectives 
actualisation depends on the environmental educator, the person who is 
responsible for the implementation of the educational process. Informal 
EE includes any dissemination of information and knowledge, through 
mass media, libraries, social contacts or the internet (Tsampoukou-
Skanavis, 2004b). 

UNEP (1995) in a report on tourism and the environment underlines 
the need for programs of guidance and education regarding ecotourism, 
the type of tourism that is most representative in a “friendlier” relation 
with the environment (built and natural) and all the alternative forms of 
tourism (agro-tourism, tourism of adventure, tourism in the nature etc.) 
(Ceballos - Lascurain, 1996). It stresses the necessity for information and 
education of both the visitors and the residents working in the ecotourism 
sites and local enterprises, and in general for everyone who is related with 
this sensitive issue. It also stresses the need for organized action in order 
to avoid negative effects in the local culture and environment (UNEP, 
1995).  

EE is particularly important as it can educate and increase 
environmental awareness of local populations, as these are mainly 
occupied with ecotourism (Ross and Wall, 1999) but also educate the 
tourists-visitors in the ecotouristic areas as well.  Also, there is a need for 
individuals that provide environmental education in the protected areas 
and in the regions of particular natural beauty that also constitute tourist 
destinations. Their role is closely related to the environmental and natural 
education (Skanavis et al., 2004). In the protected areas of Europe, 
education is considered as the most important subject following 
conservation. Their aim is to stimulate the conscience of visitors for 
nature and to increase their comprehension for values of the natural 
environment (Bibelriether, 1999). Planners and administrators of national 
parks and other protected areas face increasing challenges in managing 
the popularity of these natural areas as tourism destinations while 
ensuring their ecological integrity. Public and private involvement in 
tourism and environmental decision making facilitates environmental and 
tourism planning which is often a contested political activity involving 
multiple, interdependent stakeholders with diverse and possibly divergent 
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interests and values with respect to the natural environment (Jamal et al., 
2002). 

 
CONCLUSION 

 
The environmental debate in tourism recognises the negative impacts 

of the travel and tourism industry on the environment. Environmental 
quality of a destination is a prevailing issue in making a travel related 
decision; it is a competitiveness factor among different tourist 
destinations with varying environmental quality. Climate plays an 
obvious role in tourist destination choice and is recognised as one of the 
major determinants of tourism flows. Climate change would alter that, as 
the currently popular holiday destinations may become too hot, and 
destinations that are currently too cool would see a surge in their 
popularity. Low ski resorts and winter tourism may be particularly 
vulnerable. Domestic tourism has been overlooked in the research on 
climate change and tourism. On the whole the focus has been on 
international tourism or tourism is examined in general not distinguishing 
between the two types of tourism. 

Domestic tourism presents a spectacular growth especially in 
developing countries, but there are relatively few studies that analyse 
domestic tourism demand. International tourism comparing to domestic 
tourism is more important in colder places and less important in warmer 
places. Therefore, climate change may double tourist expenditures in 
colder countries, and halve them in warmer countries. On the other hand, 
the impacts of international tourism on natural environment are equally 
convergent with domestic tourism. Contradictions between tourism policy 
development on one hand and environmental protection on the other, are 
addressed through sustainable development.  

This paper suggests that education is the key to this critical area 
concerning domestic tourism, international globalized tourism and 
environmental impacts. Environmental decision-making process in 
tourism development is intrinsically complex and often involves multiple 
attributes, the relative importance of which needs to be determined 
(Skanavis and Sakellari, 2007). In order to approach issue resolution in an 
informed and responsible manner, the learner must be able to identify the 
ecological consequences related to the issues and their proposed solutions 
(Volk, 1993). EE can play an active role in order to encourage visitors 
and local population to alter their inappropriate behavior and to assist the 
management of environmentally sound tourism development. The 
“superordinate goal” of EE is to aid participants in becoming 
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environmentally knowledgeable and, above all, skilled and dedicated 
citizens who are willing to work, individually and collectively, towards 
achieving and/or maintaining a dynamic equilibrium between quality of 
life and quality of the environment (Hungerford et al. 1980). EE applies 
particularly to international and domestic tourist destinations to ensure 
understanding of sustainability among visitors, local decision-makers, 
tourism stakeholders and host population. 
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ECOTOURISM AND ITS IMPACT ON THE REGIONAL 
ECONOMY – A STUDY OF NORTH BENGAL (INDIA) 

 
    Madhusudan Karmakar1 

Maynaguri College 
 
Ecotourism, the nature based travel with emphasis on education, management, 
development of sustainable tourism product and activity and wellbeing of the 
local people is not simply a marginal activity to finance protection of the 
environment but it has proved to be an engine of growth in many economies of   
the world.  Eco tourism has been recognized as the backbone of economies of 
many countries.  North Bengal being the northern territory of West Bengal of 
India is fortunate for its rich ecotourism destinations.  The present paper will 
explore the ecotourism landscape of this tract of India. It will also reflect an 
overview of its impact on the regional economy with six case studies. The paper 
will be concluded with some problems and management strategies of ecotourism 
activity of the area. 
 
Keywords: present status, resource bases, regional impact, problems, 

management strategies 
 

JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Tourism is often seen as having great potential in developing 
countries which have substantial natural resources to attract tourists. It has 
been used as a strategy to promote regional development in both rural and 
urban areas and thus tourism has been recognized as an industry. The 
building of a tourism cluster in developing economies can be a positive 
force in improving outlying infrastructure and dispersing economic 
activity (Amposta, 2009).  This happens so that the tourism clusters invite 
foreign exchange earnings, generates employment and income in 
accommodation and transport sector and souvenir industry and accelerates 
the development of infrastructure (Richins & Scarinci, 2009). For this 
reason tourism continues to be a favoured regional development tool for 
many governments around the world (Gronau & Kaufmann, 2009; Brida 
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et al., 2010; Dodds & Buttler, 2010). Thus ecotourism can be a means of 
obtaining economic development in many areas. India is fortunate for its 
rich ecotourism destinations. North Bengal, the northern territory of West 
Bengal is one of these. However the present paper   first   provides the 
present status of ecotourism activity of North Bengal. Then it proceeds to 
summarize a critical account of the impact of ecotourism activity on the 
regional economy of the area. Finally it outlines some problems of 
ecotourism activity of the area and reflects management strategies and 
actions for the promotion of the ecotourism activity. 

 
OBJECTIVES OF THE PRESENT STUDY 
 
The present paper embraces the following objectives  

• To explore the status of ecotourism of North Bengal. 
• To analyse the economic impacts of ecotourism on the study 

area. 
• To suggest to policy makers, planners and academics    that 

economically backward regions can be developed through the 
promotion of ecotourism. 

• To present the tourism scenario of the North Bengal region in the 
world tourism map 

 
DATA BASE AND METHODOLOGY 

 
The present study is mostly based on primary data generated through 

author’s field survey and direct contact with tourists and common people 
of the region. The sites for collecting data were Lataguri, Kunjanagar, 
Rasikbeel, Mongpong, Lava, Kulik, Tekunia and Rasomati beel of North 
Bengal. These field surveys were conducted in a systematic and phased 
manner. In the first phase for the present study the secondary data were 
collected from different sources like Divisional Forest Officer, Koch 
Bihar( 2008), Kunjnagar Eco-development Society(2008), Divisional 
Forest Officer, Wildlife Division II, Jalpaiguri (2008), Secretary, Lava 
Hotel Association (2008), Treasurer, Resort Owners’ Association, 
Lataguri (2008) and Centre In-Charge, Mongpong Nature Centre(2008) 
during the period of October, November and December  2008.  

 The second phase was related to the collection of primary data. To 
collect data on revenue generation, employment opportunities and 
infrastructural development schedule surveys were conducted. 150 
schedule surveys were carried out among the hotel owners and the local 
people at Lataguri during the month of December 2008. 
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However all these collected primary and secondary information were 

later on systematically processed, arranged, tabulated and analyzed to 
have a clear view of the ecotourism scenario of North Bengal. The 
information collected from primary and secondary sources have been 
verified with the field experience.   

                                                                                                                                       
LOCATION & EXTENT OF THE PRESENT STUDY AREA 

 
The present study area – North Bengal lies in the lap of northern part 

of West Bengal, comprising six districts – Darjiling, Jalpaiguri , Koch 
Bihar, Uttar Dinajpur, Dakshin Dinajpur and Malda. It extends 
approximately from 240 45 /  N to 27 0 20 /  N latitudinally  and from 870 
45 /  E to 89050 /  E  longitudinally (Fig-1). The total area of the region is 
about 21859 sq. km. “The northern part of North Bengal belongs to Sub 
Himalayan Zone while the southern part is built up of debris washed 
down from the Himalayan slopes especially through the rivers. Thus 
except northern fringe the entire region belongs to plains” (Karmakar 
2008:43). The study area is drained by several rivers such as – the Teesta , 
the Torsha, the Jaldhaka , the Raidak, the Sankosh , the Mahananda, the 
Punarbhaba, the Atrai, the Kulik   etc. The Sankosh river demarcates the 
En boundary of North Bengal. All of these rivers flow from the north to 
south direction. The climate of the study area is characterized by hot, 
humid and heavy rainfall al though in the northern hilly areas a cool 
climate prevails. The study area is also enriched with several distinctive 
species of fauna and flora. With an agrarian background most of the 
people of the region are engaged in primary sector. Due to lack of proper 
tertiary activities the number of people engaged in this sector is less. 
Thus, North Bengal with its rich natural endowments can provide regional 
growth impulses through the promotion of ecotourism activity. 
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Figure 1 Study Area – The North Bengal 

                                                                                                                                         

              
                                                                                                                                              
PRESENT STATUS 
 
The wilderness of virgin forest enriched with different distinctive species 
of fauna and flora, panoramic view of the Eastern Himalayan foothills, 
undulating landscapes, wavy tea gardens, blooming orchids and rich 
cultural heritage resources – all these elements have formed the bases of 
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ecotourism of the present study area. In fact this tract of West Bengal is 
an ideal destination for ‘one who has been long in city pent’. However 
this new form of tourism activity has flourished in some destinations like 
Lata guri, Kunjnagar, Jaldapara, Rasikbeel, Rajabhatkhawa and Kulik. 
Apart from these places it has also grown sparsely at Rupam Valley, 
Mongpong, Rasomati beel, Tekunia , Dakshin Khair bari, Sandakphu, 
Kalimpong and in Red Panda Camp of  Neora Valley National  Park. 
 

Table 1 Profile of tourists in selected ecotourism destinations of 
North Bengal 

                                       

Year Kunajnagar Lava Lataguri Rasikbeel Mongpong Kulik 
Total no. 
of Eco 
tourists 

2001-02 13854 18903 13576 1738 11560 1189 60820 
2002-03 14080 20411 14225 2328 13281 1231 65556 
2003-04 14350 20948 16579 1851 15382 1303 70413 
2004-05 16065 23104 19791 1251 16530 1376 78117 
2005-06 18530 24321 23514 1248 20105 1577 89295 
2006-07 17340 25602 27730 1343 15356 1650 89021 
2007-08 20121 21567 37631 2089 12209 1756 95373 

Percentage 
growth rate of 
tourist inflow 
from 2001 to 

08 

45.24% 14.09% 177.19% 20.20% 5.61% 47.69% 56.81% 

Sources:  
Divisional Forest Officer ,Kochbihar( 2008 ) 
Kunjnagar  Eco Development  Society(2008) 
Divisional Forest Officer, Wildlife Division Ii, Jalpaiguri (2008) 
Secretary, Lava Hotel Association (2008) 
                                                                                                                             

To have a profile of present status of ecotourism activity intensive 
physical surveys have been carried out by the author in different parts of 
the region during October- December, 2008. From table 1 it is clear that 
different ecotourism areas of North Bengal have been receiving a number 
of tourists in different successive years. The overall percentage growth 
rate of eco tourist inflow from 2001 to 2008 was 56.81% in North Bengal.  
Table 1 also reflects that the percentage growth rate of tourist inflow from 
2001 to 08 was 177.19% for Lata guri, which is the highest growth rate 
among the ecotourism areas. This tiny hamlet lies in the lap of  Gorumara 
National Park.  This accelerating growth rate of eco tourism activity is not 
seen to other ecotourism destinations of North Bengal.   It has taken only 
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eight years to reach such a growth rate.  There are a number of factors, 
which have accelerated this speedy growth of ecotourism at Lataguri. 
These are- 

 
• Rich  bio diversity  of  the surrounding  Gorumara National Park 
• Lata guri Nature Interpretation Centre  
• Ethnic villages like Saraswati forest village, Budhuram forest 

village,   Bichabhanga forest village, Chatua forest village  etc.  
• Coordination  between the forest department and the private 

entrepreneurs 
• Involvement of  local people in tourism activities such as  

accommodation,  transport, cooking, tourist guides,  folk dancing 
and souvenir industry 

However,  Kulik ranks second in the percentage growth rate of tourist 
inflow i.e, 47.69%. The growth rate of  Kunjanagar  is  45.24%  while it is 
14.09% for Lava.  The growth rate of Mongpong is only 5.61%. From this 
tourist trend it is clear that  Lataguri  has been very  popular ecotourism 
centre among  ecotourism destinations. Other ecotourism areas are 
growing slowly in comparison to Lata guri.   

 
Figure 2 Percentage share of tourists by place of origin in North 

Bengal 
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A schedule survey was conducted by the author in December 2008. 

The survey was administered randomly to 175 respondents at  Lata guri, 
Kunjanagar, Rasikbeel, Mongpong, Rasomati beel, Tekunia  and Kulik. 
Field observations show that 80% of the tourists are Bengalee (Fig. 2). 
They occupy the lion’s share of the total tourists. About 12% of the 
tourists come from different states of our country. The rest 8% belongs to 
those tourists who come from different countries of the world i.e. U.K., 
U.S.A., Australia, Germany, Canada, Japan, Netherland,  

Belgium, Spain, Sweden, France, Denmark, New Zealand etc. 
However, no Kashmiri, Urdu tourists were recorded. The Khasi, Mizo, 
Manipuri, Naga, Garo etc. tourists were also absent during the survey. 
 
SPATIAL VARIATIONS OF THE ECOTOURISM AREAS 

 
If we observe the ecotourism destinations of North Bengal it is 

evident that these have not been concentrated in a particular area. The 
most rich nature tourism area lies in Jalpaiguri district. Lata guri 
(Gorumara) and Kunjnagar fall in this area (Fig.3). The Great Indian one 
horned Rhinoceros, Indian Elephant,Gaur (Indian Bison), wonderful 
avifauna like Hornbill, Nature Interpretation Centre and  the  ethnic 
villages  like Saraswati forest village, Budhuram forest village, 
Bichabhanga forest village, Chatua forest village  etc. are the prime 
attractions of Lataguri. Again, the natural surroundings, murmuring of the 
Buri Torsha river,  the Kunjanagar ecotourism park, ethnic cottages, 
observation tower, boating facility- all have laid the foundation of 
ecotourism activity at Kunjanagar. The second rich ecotourism area lies in 
Darjiling district. Lava and Mongpong are the important ecotourism 
centres of this area. Lava has multi-faced personality. The rolling hills, 
beautiful oak, pine and fir trees, and flowers – all these elements beckon 
tourists here from different states of India and abroad.  Again resting on 
the immediate foothill the surrounding beauty of Mongpong is also very 
attractive. It is the place where Teesta  River descends into plains running 
from mountainous country. From here one can view the relic of British 
Raj- the Coronation Bridge.  On the other hand the third ecotourism area 
covers the Koch Bihar and Uttar Dinajpur district. Rasik beel and Kulik 
bird sanctuary are the two important ecotourism centres of this area. The 
Nature Interpretation Centre, birds like little Cormorant, large Egret, 
Open bill Stork , lesser adjutant Stork , lesser Pied King fisher, Braminy 
Kite, the Fish Aquarium, the Children Park, the Gharial(small sized 
Indian crocodile), Animal rescue centre and the Deer Park – all these have 
changed the Rasik Beel wetland into an eco tourist resort. The beauty of 
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migratory birds, their lifestyle, and the surroundings of the Kulik 
sanctuary beckon the tourists.  

 
Figure 3 Existing and potential ecotourism spots of North Bengal 

                                                                                                                       
 

Apart from these Rasomati, Tekunia, Gorubathan, Kalimpong, 
Chalsa, Sandakphu, Phallut and Bhutan Ghat are also the rich potential 
ecotourism destinations which are sparsely distributed throughout the 
North Bengal.  
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IMPACT ON THE REGIONAL ECONOMY 

 
“Ecotourism is viewed in many parts of the world as the next wave of 

community and regional development”( Hall & Boyd et al 2006 :21). 
There is a consensus that one of the special features of ecotourism is its 
ability to stimulate economic development therefore empowering local 
people through earning income and employment. From that stand point 
economic benefit is one of the objectives of using ecotourism as a 
development strategy.  However the impact of ecotourism on the regional 
economy of the present study area can be highlighted in the following 
way- 

 REVENUE GENERATION: Tourism offers the opportunity for a 
redistribution of income and employment to regions that are traditionally 
lagged behind to the mainstream of economic life. For this reason many 
developing countries have, since the 1980’s, turned to ecotourism as a 
source of foreign exchange (Cater 1993). North Bengal, the present study 
area is no exception of it. The flow of money generated by the tourists in 
different ecotourism destinations of North Bengal filters through the 
economy stimulating various sectors i.e, accommodation, cuisine, 
transportation and entertainments etc.  The money spent by the tourists 
goes to the local business in a number of ways. This money in turn is 
spent on salaries and on meeting the demands of the tourists such as food, 
drink, and entertainment etc. “Each time tourist makes expenditure, a 
ripple of additional spending is sent through the economy. This ripple is 
called a multiplier”(Stephen 1983:171). Thus “the expenditure incurred 
by the tourists supports not only the tourist industry directly but indirectly 
also supports a number of other related activities which produce goods 
and services for the tourist industry”( Singh 1989:263).  

 To have a glimpse of revenue generation from ecotourism author 
carried out field surveys in major ecotourism destinations of North 
Bengal during October- December, 2008. The following outcomes have 
been gathered from these field surveys--  

 LATA GURI - THE GREEN GATE WAY OF ECOTOURISM: For 
the convenience of the present study   at first Lataguri, a tiny hamlet lies 
in the lap of Gorumara National Park has been selected. It is necessary to 
mention here that this destination ranks first among the ecotourism 
destinations of North Bengal for its tourist inflow and other tourism 
activities and development of the area within a short period of time. The 
rich  floral variety; one horned  Rhinoceros, Bison, Elephant, Deer and a 
variety of avifauna; ethnic diversity; riverine landscape, elephant riding, 
etc. have stimulated  to develop ecotourism activity in this area. 
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From the income generation point of view the area is really very 
fortunate because in 2007-08 the total revenue collected from tourists is $ 
57460 and from other sources there is another $ 18120. Table 2 shows 
that prior to 2000 there was no revenue generation at Lataguri because on 
that period ecotourism activity was not flourished here. After the 
initiation of ecotourism activity revenues begin to accumulate in the area. 
This huge amount has been possible only due to promotion of ecotourism 
in the area. In fact tourism is more and more promoted as a solution to the 
resulting poor socio economic situation ( Townsend, 1997; Hall & 
Jenkins, 1998; Jenkins et al., 1998).  

 
TABLE 2 Revenue generation  from ecotourism  at  Lataguri after 

2000                                                                               
                                                                                                                                             

 

Sources of Revenue Before 2000 
 

2007 – 08 ( In 
US $ ) 

 
Revenue from 

Tourists 
Nil 57460 

 
Guides Nil 10400 

 
Folk Artists Nil 3780 

 
Handicrafts  Nil 3940 

Source :  Author’s  Field  Survey (2008) 
 
KUNJNAGAR ECOTOURISM  PARK: The natural surroundings, 
murmuring of the Buri Torsha River, panoramic view of  Jaldapara 
wildlife sanctuary, the park, ethnic cottages, observation tower, boating 
facility- all have laid the foundation of ecotourism activity at Kunjnagar.  
Table 3  shows  that  during the period of 2002-03  the income generation 
from ecotourism at Kunjnagar was US $ 16920 and  in 2007-08  it 
reached to US $ 21720 .  Thus the percentage growth rate of income 
generation from 2002 to 2008 has been calculated at 28.37%. This income 
generation has been possible only due to the development of ecotourism 
in the area. 
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Table 3 Income generation from ecotourism at Kunjnagar 

 
Year         Income in US $  

 
2002-03          16920 
2003-04                  20800 
2004-05                  21000 
2005-06                  25000 
2006-07                  21000 
2007-08                  21720 

                                            
Source: Kunjnagar Eco-Development Committee( 2008) 
         
RASIK BEEL  ECOTOURISM CENTRE: The beauty of Rasik Beel is 
very fascinating.  Migratory birds like little Cormorant, large Egret, Open 
Bill Stork , lesser Adjutant Stork , lesser Pied King fisher, Braminy Kite, 
the Nature Interpretation Centre, the Fish Aquarium, the Children Park, 
the Gharial Rescue centre, Animal Rescue centre and the Deer Park – all 
these have changed the Rasik Beel wetland into an ecotourist centre. 
Rasik beel ecotourism centre has also been earning a huge amount of 
revenue in different years. In 2001-02 the amount collected from 
ecotourism was US $ 12000 and it was about US $ 10680 during the 
period of 2007-08 (Table 4).                              
 

Table 4 Earnings at  Rasikbeel ecotourism centre 
 

Year  Earnings in US $  

2001-02 12000 
2002-03                12400 
2003-04                5440 
2004-05                3320 
2005-06                5780 
2006-07                8380 
2007-08               10680 

                                 
Source: divisional forest officer (kochbihar 2008 ) 
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TEKUNIA AND RASOMATI BEEL ECOTOURISM CENTRE:  
Revenue income from ecotourism at Tekunia and Rasomati Beel is also 
attractive. Tekunia ecotourism centre earned an amount of US $408.5 
during the period of 2007-08 while the Rasomati Beel received US $ 
1145 during the same period (Table 5). This revenue income has been 
possible only due to the development of ecotourism activity in these 
areas. Table 5 reveals that Rasomati Beel ecotourism centre draws more 
visitors than the Tekunia. Hence it is clear that Rasomati Beel ecotourism 
centre has been very popular among the visitors. 
 

Table 5 REVENUE  INCOME  FROM   ECOTOURISM  AT  
TEKUNIA AND RASOMATI BEEL  DURING  THE PERIOD OF 

2007-08 
 
                             TEKUNIA RASOMATI BEEL 
Month Inc Income in 

US $ 
Income in US $ 

January 60 400 
February 51 300 
March 42.5 250 
April 30 50 
May 150 20 
June 5 Off season 
July 4.5 Off season 
August 4 Off season 
September 5.5 10 
October 11 40 
November 10 30 
December 35 45 
Total 408.5 1145 
                       
Source: Register of the R.B.E.T.C and  Mathabhanga range office, Beat 
office (2008)  
 
EMPLOYMENT OPPORTUNITIES: ‘”Tourism generates considerable 
employment, both directly in the sectors in which tourist expenditure 
occurs and, more widely , via inter industry linkages”(Cooper et al 
2006:36). In fact ecotourism is a labour intensive industry and thus is an 
efficient way to generate employment in North Bengal also. In North 
Bengal ‘most natural areas are located in rural locales. The development 
of tourism in such areas can have considerable impact on the local people’ 
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(Aparna et al. 2007:236). Thus the spread of ecotourism activity has 
opened a new source of livelihood to many ethnic people encircling the 
Gorumara National Park. The Park authority has employed                        
Santals and Oraon people as tourist guides and folk dancers (Table 6). A 
live show of the ethnic tribal dance can be seen every evening in all the 
ecotourism camps at  Lata guri, Murti, Dhupjhora, Kalipur and Budhuram 
Forest Village. However they are also encouraged to engage in souvenir 
industry. In this way the park authority to some extent has been succeeded 
to provide employment generation amongst the local people. In fact  
“tourism is a growing focus  of economic policy in regions where 
employment creation  through other means of investment is difficult” 
(Sharpley  & Telfer et al 2006:122 ). 
                                                                                                                                               

Table 6 Employment generation at Lataguri after 2000 

                                

Sources 

 
Before 
2000 

 

2007 - 08 

Percentage 
of 

employment 

 
Accommodation Sector Nil 300      

persons 
62.37% 

 
Transport Sector Nil 70             ,, 14.55% 

 
Souvenir Industry Nil 20             ,,   4.16% 

 
Employment as Guide Nil 35            ,,   7.28% 

Members engaged in 
Folk dancing Nil 56             ,, 11.64% 

             Total  481   100 

  Source:  Author’s Field Survey (2008) 
 

The  field survey  carried out by the author during December, 2008 at 
Lataguri, the most rich  ecotourism destination   reveals  that  the  area  
has benefited  much  from the employment  point of view. Due to 
expansion of ecotourism activity the area generates employment 
opportunities to the local people. There is no other means of employment 
in the area except agriculture. Thus ‘of particular importance to small 
economies, tourism permits the gains of economies of scale’( Ryan 
2006:150). From the field survey it is found that at present 481 people are 
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directly related to the tourism activity. Of the total employment, 62.37% 
has been engaged in accommodation sector.  Thus this sector generates 
maximum employment opportunities. Transport sector employs 14.55% 
while the percentage of members engaged in folk dancing is 11.64.  
Souvenir industry employs less number of people i.e, 4.16%. In fact “one 
of the special features of ecotourism is its ability to stimulate economic 
development therefore empowering local people through earning income 
and employment” (Hall & Boyd et al 2006:173). Table 6 shows the 
employment scenario in different sectors generated by ecotourism after 
2000 in the area. 
 
INFRASTRUCTURAL DEVELOPMENT: Tourism cluster in 
developing economies plays an important role in improving outlying 
infrastructure and dispersing economic activity. In fact ‘this development 
is the primary component for the beginning of tourism in any 
region’(Singh 1989:264). Besides, the development of infrastructure 
forms the basis for diversification of other economic activities such as 
small scale industries, horticulture, and means of communication etc. 
Thus the tourist development directly or indirectly acts as an effective 
means for revival of infrastructure and regional development ( Fig. 4). To 
have a glimpse of infrastructural development due to ecotourism a case 
study has been carried out by the author during the period of November 
and December, 2008 at Lata guri , the most rich ecotourism centre of 
North Bengal. From the field survey it is seen that there has been a radical 
change in infrastructural and supra structural development after 2000 at 
Lataguri.  For instance in 2007-08  the number of resorts in the area was 
30 whereas there was no resort before 2000 (Table 7).  The movement of 
small vehicles suitable for jungle safari has also been increased.  There 
are 54 vehicles in the area now.  The number of telephone booths is at 
present 10 while there was no telephone booth before 2000. 
        
PROBLEMS 
 

Though blessed with a rich flora, fauna and other natural and cultural 
resources the region has not witnessed major tourism development 
activity.  The reasons behind it are as follows: 

• LACK  OF   PROPER   PUBLICITY:  Most of the ecotourism  
spots of North Bengal are least advertised or  given adequate 
publicity. Except  Jaldapara and  Gorumara ecotourism spots  the  
other spots are not brought into publicity properly.  Lava, 
Lolaygaon,  Suntaleykhola, Tarakhola , Sandakphu,  Buxa- 
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Joyantia, Fallut , Rasik Beel, Dakshin Khair bari, Rasomati Beel, 
Tekunia and  Red Panda Camp areas  have not been advertised  
properly and so  these areas  receive few foreign tourists.  

• LACK OF CO-ORDINATION BETWEEN  FOREST 
DEPARTMENT  AND  TOURISM   DEPARTMENT: Except 
some hill based resorts most of the ecotourism destinations of 
North Bengal are forest based. Jaldapara, Gorumara, Buxa 
National park are its examples. To visit these areas tourists have 
to be dependent on the forest department.  Bookings for 
accommodation in these ecotourism destinations (except 
Gorumara National Park) are a difficult task, which impede the 
free flow of both inland and foreign tourists. 

• LIMITED ‘TOURIST CIRCUIT’ PACKAGE: The regional 
‘Tourist Circuit’ concept has not been implemented 
everywhere. This package has been successful in Jalpaiguri and 
Koch Bihar districts and in some parts of  Darjiling  district. The 
package does not cover the important places like Lolaygaon,  
Suntaleykhola, Tarakhola , Sandakphu and  Buxa Tiger Reserve 
areas.                                                                                                                       

• LACK OF PROPER ORGANIZATIONAL SET UP: Lack of 
systematic organization is another constraint of ecotourism in the 
study area. There is no separate tourism organization in North 
Bengal. “New  directions (paradigms) that are emerging  in the 
tourism field suggest that the  efficiency  and effectiveness of 
tourism planning  comprises not only  advances in tourism  
planning theory and practices but also improvement  in the 
organizational  framework  within which  decisions are designed 
and put into practice”( Costa 2001:425).   Hence there  should 
have  a separate  Tourism  Organisation  for  North  Bengal 
which  will constantly monitor  the tourism  activity of the area. 

• ENVIRONMENTAL IMPACT: The rapid growth rate of 
ecotourism activity at Lataguri is inviting some negative impacts 
on the environment. “Wall(1994) notes that ecotourism  attracts 
attention to natural treasures, thereby increasing the pressures 
upon them”(Newsome et al 2006:19).  Thus, increasing 
construction of resorts is causing loss to a number of plants. 
According to Lataguri Gram Panchayet, a local governing body 
about 10 acres of forest lands have been wiped out for the 
construction of the resorts and other infrastructural facilities in 
the area since 2000. In fact ‘heavy human use of open space 
adversely affects the biomass’ (Singh,1989:269). Again the 
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increasing use of wood as fuel and timber in a number of 
industrial products such as souvenir industry also leads to felling 
and cutting of trees. 

 
Table 7 Infrastructural development at Lataguri after 2000 

 

Sources 
 
Before 2000 
 

2007 - 08 

 
Tourist Resort Nil 30     

 
Hotel  (Only Fooding) 2 5          

 
Transport  (Maruti / Sumo 
etc) 

1 54        

 
Telephone Booth Nil 10         

 
Handicrafts Sales Centre Nil 1          

Source: Author’s Field Survey (2008) 
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Figure 4 Ecotourism’s positive impact on North Bengal 
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MANAGEMENT STRATEGIES 
  
“Tourism management in most natural areas relies on a combination 

of various management strategies and actions”(Newsome  et al 2006:223). 
For the present study area also several management strategies can be 
adopted. The potential ecotourism spots of the area i.e, Buxa-Jayantia, 
Chalsa, Fallut, Sandakphu, Gorubathan, Phallut and  Bhutan Ghat, Gour , 
Pandua, Jagajivanpur areas  have to be linked up with proper roads and 
other infrastructural facilities. Recreational facilities like bathing, 
climbing, libraries, souvenir shops, books and newspaper stalls etc. are to 
be introduced in selected resorts; otherwise days in the study area would 
not be interesting to the tourists. Proper flexible measures have to be 
carried out for bookings of accommodation of the forest based ecotourism 
destinations. In order to have a full benefit of tourism activity all 
important ecotourism destinations have to be included with the ‘Tourist 
Circuit’ concept. Thus the Hill, Heritage, and Forest added attractions 
have to be brought under this concept. Again the co-ordination   between 
forest department and tourism   department must be followed since most 
of the tourist destinations of the area are forest based. Apart from this 
emphasis should be given on the proper advertisement and publicity 
programmes. Thus ‘with regard to product development, tourism 
marketers should pay particular attention to the important relationship 
between marketing and tourism planning’ (Cooper 2006:94). The task of 
a planner does not end when a plan has been prepared for three years, five 
years or seven years. “A system of constant revision and monitoring of 
the plan progress should be a part of the exercise of the planning”(Bhatia 
1985:124) Targets must be revised at times in the light of changing 
resources, conditions and circumstances. Therefore, for the successful 
ecotourism planning of the study area monitoring progress should be 
adopted periodically.  

 
CONCLUSION 

 
The present study reflects an overview of present status of 

ecotourism activity of different areas of North Bengal. It also provides an 
analysis of the economic benefits that ecotourism projects of the different 
areas contribute to some local areas as well as providing some baseline 
assessment of its impact on social and resource development of North 
Bengal. The fundamental findings are that ecotourism has improved the 
regional economy through income and employment generation in 
different National park areas of North Bengal. Several planning measures 
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have been highlighted for North Bengal to promote the ecotourism 
activities of the area.  

With an agrarian background most of the people of the region are 
engaged in primary sector. Due to lack of proper tertiary activities the 
number of people engaged in this sector is less. Thus, ecotourism with its 
rich natural endowments can do a lot for the good of the regional 
economy and society of this economically backward area of India.  
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RENT-A-CAR INDUSTRY: A CASE STUDY IN 
ARGENTINA 

 
 

Maximiliano E. Korstanje1 
University of Palermo  

 
Even though researchers give considerable attention to the means of transport in 
tourism fields, it is unfortunate that cars played a secondary role in this concern. 
Basically, the present brief work focuses on a gap in tourism and managerial 
literature, the rent-a-car market in Argentina.  Under such a context, the present 
comment-piece is aimed at synthesizing 10 years of experience in this kind of 
organizations as consultant wherein we have come across with situations of 
underdevelopment and misinformation about the opportunities of rental 
businesses. With emphasis on the problems and advantages that renting 
companies show by respecting to other services, it is important to note that the 
loophole in legal support looks to be for this activity an increasing limitation for 
further enhancement in Argentina.  
 
Keywords:     Cars, Tourism, Rent a car market, Travel Agencies, Distrust   
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
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Even though in recent years, consultants and researchers have 
devoted considerable attention in studying tourist business at hotels 
(Lawson, 1995) (Kirk, 1997) (Medlik, 2000) (Getino, 2002) (Wallingre, 
2007) (Schluter, 2003; 2008) (Khatchikian, 2000) (Pannosso Neto, 2007) 
(Garrigos Simon, Palacios-Marques and Narangajavana, 2008), tour 
operators (Parra Lopez, Melchior Navarro and Ramos Dominguez, 2003) 
(Schluter and Winter, 2007), trains (Blasco, 2001), restaurants or 
gastronomy patrimony (Correia dos Santos and Oliveira Antonini, 2004) 
(Menna, 2003) (Gastal,  2003) (Diestre Perez, 2003) (Caballero 
Chirivella, 2003), competitiveness in tourist destinations (Pike, 2007) 
(Ritchie and Inkari, 2006) and air companies (Park, Robertson and Wu, 
2005) (Hussain and Ekiz, 2007) (Gazzerra and Lombardo, 2007), no 
attention was given to the rent-a-car market problems. Most likely, this 
activity looks to be usually trivialized as a second or third arm of tourism 
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in comparison with other more traditional sub-sectors. As a result of this, 
not only the literature about how renting companies work is scant but also 
there is no further information about how this market works.  

Under such a context, the present comment-piece is aimed at 
synthesizing 10 years of experience in this kind of organizations as 
consultant wherein we have come across with situations of 
underdevelopment and misinformation about the opportunities of rental 
businesses. With emphasis on the problems and advantages these 
companies show by respecting to other services, it is important to note 
that the loophole in legal support looks to be for this activity an increasing 
limitation for further enhancement in Argentina. Unlike the mainstream 
activities of tourism such as hospitality in which case it is possible to 
access and collect data-set surrounding the monthly or annual rate of 
occupancy, it is unfortunate that there is no official statistics by respecting 
to how many rentals are in the different cities of Argentina or a 
comparison with neighbor countries. That follows, purposes of this paper 
are two-fold. At a first overview, we are strongly interested in developing 
theoretically not only the historical background of automobiles in the 
region but also the sociological existing relationship between cars, 
masculinity, mobility and modernity. Secondly, it is aimed at discussing 
critically the problems and advantages that shows Rent-a-Car-Market in 
Argentina. 
 
MOBILITY 

 
On an article of immeasurable quality, John Urry (2007) addresses 

the concept of mobility and culture applied on the field of displacement, 
acculturation and migration. From a poststructuralist point of view, author 
realizes that today 600 millions of arrivals are registered annually whereas 
in 1950 that number was only for 25 millions, an insignificant cipher 
whether we compare tourist and migrant displacements with evolution of 
transport in 50 years. As a result of this, more than 500.000 news rooms 
inaugurated at hotels every year on tourism while roughly 23 millions of 
refugees strand around the globe.  

The underlying problem is the prominence of visual in different 
human scenarios. The fact is that Urry is convinced people make tourism 
based on the dominance of esthetic over other cultural values. Not only, is 
that the main reason as to why people travel following resting purposes 
but also the unquestionable growing of photography in last decades.  In a 
globalized society characterized by the spectacle, modern cultures 
encourage the journey as a vehicle towards happiness, development and 
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emotional involvement. For that reason, nations are reinventing their 
boundaries and identities constantly in the interchange of tourists, 
migrants and workers. This new forms of displacements are part of social 
memory and broader acculturation processes wherein researchers should 
shed light on. Of course, the history of automobile is a gender in the 
specialized literature that has been left behind by Anglo-Saxon 
researchers in tourism fields.  
 
The History of Automobile 

 
Historically, the life of rent a car market is born with the 

automobile’s advent in the first years of XX century. Up-to-date, this 
piece of engine has crossed the boundaries of nations, languages and time. 
Declared by him-self a staunch enemy of history, H. Ford decided to 
create a new cult, which honors the role played by technology and future 
in “a present history”. His success was inevitably associated with a set of 
environmental factors aimed at enhancing the style of life in United 
States. The mass production combined with a salary increases as well as a 
drop in prices resulted in economical benefits for citizenship who saw in 
Ford not only a new branch but also the spirit of the modern American 
dream (Guicci, 2007).    

The history of most famous rent a car companies is initially 
associated with the automobile’s appearance inside United States from 
1900 to 1920. Anyway, its expansion dated no later than 1950 after the 
second war finished. In such a case, airplanes and cars rivaled and 
displaced to the railroad, trains and horses as a mass means of transport 
not only in United State, but also in other continents such as Europe and 
Asia. Whatever the case may be, in Latin America the automobile paved 
the pathways for interesting improvements of other nature; basically 
aristocracy viewed in this new device a way to tour farer distances in 
combination with prestige and status. For them, cars were considered part 
of a broader process circumscribed to the modernity, in which case their 
possessions symbolized a prerequisite for social distinction. Undoubtedly, 
importation of first pieces pushed for Latin American managers to fly 
toward Detroit –the hearth of industry- with the end of learning the 
different involved processes in assembly. That way, for 1960 State is 
planning a set of projects intended to better roads, and forms of classical 
connection among cities in Argentina (Khatchakian, 2000) (Guicci, 2007) 
(Wallingre, 2007) (Schluter, 2008).   

Promptly, the inception of Argentinean Automobile Club will set 
precedents in the inception of modern tourism. An interesting research 
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drew by Melina Piglia as a Ph. Doctoral thesis project studied the 
historical evolution of ACA (Argentinean Automobile Club) in tourism 
from 1926 to 1939. From her point of view, the process of turistification 
(a term usually present to denote tourist expansion) in camping grounds 
managed by ACA supposed the restructuration in rural and urban areas. 
This process has been inserted in a previous logic of economization in the 
region. Piglia argues in fact that grounds of this nature in hands of ACA 
attracted many donations in lands broadening the volumes of capital in 
combination with new property businesses in the beaches of coasts. These 
stronger and aggressive strategies in 1924 multiplied the number of 
members from 700 to 32.652 at the end of 1931. Under such a context, 
this institution transformed the ways of considering the vacations and 
excursions in Argentina encouraging workers to travel as a mechanism of 
evasion and distraction. Once again, modern tourism owes an immense 
gratitude to the invention of automobiles although this are not always 
recognized.  
 
THE SYMBOLISM OF CARS 

 
Nowadays, one of modern scholars who studied this matter in depth 

was Edgar Morin. This French philosopher considers that cars presuppose 
further comfort and security at time of moving from one point to another. 
From this angle, car’s invention reduced notably the distances between 
cities allowing drivers to save many time and efforts. In consequence, in 
larger towns the concentration of vehicles produces paradoxically 
negative effects such as traffic jams, injuries derived from accidents as 
well as pollution.  From Morin point of view, in people the automobile 
emulates the bondage with their mother forged in an early stage. The 
desire to buy a newer car in our modern society is linked to the needs of 
conquest or seduction as an alternative form of reinforcing the self-esteem 
and masculinity (Morin, 1995).  

The desire related to the acquisition of an automobile looks to be a 
profound psychological necessity beyond the boundaries of physical 
tendency towards the movements that human beings have. People and 
families, who had not material resources take the risks by buying a well-
fashioned model, should no option but to take into financial debt looking 
for further assistance.  To put this in brutally, car symbolically 
represented an idol which allowed people to transcend the quotidian life 
creating a bridge between fantasy and omnipotence. In last years Mass 
Media put emphasis on how the excessive speed has become in one of 
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most important reasons of accident as well as the principal cause of death 
in Argentina and beyond (Heggie and Heggie, 2004) (Korstanje, 2008).    
 
Rent-a-car Industry 

 
For one hand, preliminary remarks attempt to emphasize that rent a 

car trade distinguishes from others because the ways of calculating their 
profitability, stock-related availability and potential sales. Basically, 
unlike hotel chains or airplanes, renting companies have not certainness 
about the quantity of vehicles that are due to return day-to-day. This issue 
not only balks the probability to forecasting the fleet availability but also 
reduces the horizon of predictability (Brown, 2009). Renters who decided 
to keep a vehicle are not forced to return the unit until they originally 
stated; unlike a hotel room which should be available as it has been 
reserved, rental due dates can be extended without any problems if renter 
pays. At time of leaving the car renters are charged accordingly elapsed 
rental days. By the way, in Argentina no legal frame punishes renters who 
forgot to cancel their reservations generating serious economic damages 
to the companies of this sub-sector. With this background in mind, no 
need to say that no show cases in combination with uncertainness 
respecting to the vehicle’s return put in risk the availability in daily 
operation process as well as their profitability.  

Unless otherwise resolved, these types of problems arouse 
indignation in renters whenever the booked car is not available due to 
over-booking policies. In the globe, to addressee these shortcomings, 
many rental companies opted to charge to clients who do not cancel their 
bookings a punishing fare. However, in Argentina credit card carriers 
requested for renting companies to present a signed card slip in case the 
rental company processed a charge of “no show penalization”. On the 
other hand, tour operators often distrust in rental modality because of 
three main reasons: a) companies in rent a car market are accustomed to 
change affordable rates without any kind of notice. This causes that travel 
agencies are not able to commercialize standardized touring-packages and 
rates with other retailers or wholesalers; b) in the peak of season 
passengers have many probabilities to wait some awhile for a car whether 
it is not available at time of their appearance; and c) reservations are not 
granted by a specific model but a group. For readers understanding, let us 
to explain that these afore-mentioned operating limitations cause 
problems in renters to reserve a specific model. Otherwise, fleet of 
vehicles is divided into diverse groups or classes which encompass 
similarly-sized cars. At time of booking, rental companies should only 
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assure themselves to keep the reserved group for their potential client. Of 
course, sometimes even the reserved class is available at once renter 
arrived or appeared. When this happens, the company is due to delivery 
what we know as an “up-grade of category”. Renters often receive a 
better and larger car than reserved at the same rate they agreed. This is no 
other thing than an additional weigh benefits a customer accesses because 
of availability issues in this activity.  

Under such a circumstance, travel agencies and intermediaries of 
other nature doubt to commercialize these services in their nets. In 
addition, foreigner renters who do not known the cities wherein they 
travel are usually victims of robbery, assaults and other crimes. 
Insufficient offerings of fully insurances that cover renter in case of car 
theft makes worse the existing atmosphere of insecurity in tourist-
generating countries by respecting to Argentina. A couple of years back, 
tourism in Brazil has been notably affected whenever the graphic and 
televised media covered obsessively particular cases where argentine 
tourists had been assaulted in roads.  A bad experience on holidays can 
break a commercial relationship between two tour operators. The question 
as to whether, these intermediaries do not offer to their customers rent-a-
car services is surely associated to the increasing negative image that have 
this industry in Argentina. An additional concern in managers is aimed at 
debating about negative effects of cars in ecology such as carbon dioxide 
emissions, pollution, traffic jams or accidents and noise contamination.  

Externally, in the wake of a new millennium wherein classics forms 
of energy are under debate, cars will face undoubtedly most certainly 
substantial transformations in their sources of combustible. Locally, many 
people in Europe returned to the usage of non-pollutant transport such as 
the bikes or subway. Of course, cars are only circumscribed to be used in 
cases of long distance travels.  

However, whereas these organizations run often across with several 
problems due to the volume of sales are reduced, in parallel managers 
launch policies related to the increase of fares and rates. As a result of 
this, renting companies businesses, which traditionally positioned as a 
cheaper alternative than Airline offerings come across with a strong 
competition in these substitute market. Renting and airline companies 
appear to be decided to scramble new segments of travelling market. 
Moved by the indifference of these rental companies, intermediaries are 
captivated by other alternatives such as airlines or train.  With basis on 
direct campaigns emphasizing about risk perception and security issues, 
rental advertising is aimed towards cross-national tourists as well as local 
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drivers, to create and reinforce a direct relationship with potential 
customers.           

Should worse comes to worst internally, benching marketing among 
renting companies wreaks havoc at the market jeopardizing the hegemony 
of leaders. It is also assumed that if leaders agree policies intended to new 
promotions, rates or package, the rest of market should follow them. But 
things not always are like they appear, based strategies on skirmishes 
smaller companies intend to position in best niches and segments. In other 
terms, organizations of considerable size are gradually relegated to 
peripherical portion of the market because of their own strategies in 
enhancing prices and rates. In a basic line of reasoning, whereas leaders 
follow strategies and policies in order for them to increase their rates and 
enhance their profitability -from one to another season- smaller ones 
opted to maintain or reduce their rates. To wit, many segments and renters 
viewed a cheaper option in retailers who takes advantages in launching 
new promoted and more affordable services. It is strongly interesting how 
leaders who paradoxically played a pivotal role in commanding the 
market are being excluded as far as their declination.  

Of course, the environment of leader companies does not help in 
competing with retailers; inasmuch as an organization increases at this 
market, more probabilities had to experience what A. Levy denominated 
Nemesis’s principle. In brief, this scholar argued that in some contexts 
and markets rate-related competition is destructive for all involved 
stakeholders. It is often assumed that price war is the worse alternative for 
suppliers while the best for consumers. Bench-marketing, a new strategy 
wherein leaders mark the time-frame in policies and are followed by 
others companies, appears to be an illusion. In case of gradual inflation or 
financial uncertainness instances, leaders are obliged to increase rates for 
offsetting costs but turning uncompetitive in regards to other competitors 
(Levi, 1998).  The ruin of top-ranked organizations leave us in a dilemma 
since allows the entrance of new organizations or up-warding of other 
ones who were situated in intermediate positions. This not only reinforces 
the vicious circle but also jeopardize the quality of service for consumers.           
 
CONCLUSION 
 

We have so far synthesized in this piece 10 long years of experience 
as consultants in rent car organizations highlighting features and 
limitations of a market that is characterized by a high degree of 
misinformation and suspicion in intermediaries (travel agencies). As it 
has already been noted on introduction, literature as well as statistics 
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sources in regards to rent-a-car companies is not only scant but also 
trivialized in tourism fields. In part, this is because the distrust that feel 
travel agencies and hoteliers respecting to this business, but unlike in 
Europe or United States, in Latin America drivers do not appear to be 
accustomed to renting vehicles as a form of displacement or following 
recreation purposes. Furthermore, the recent rises of fuel world-wide in 
combination with proliferation of bad news regarding accidents and 
tragedies in roads that are continuously transmitted by Argentinean mass 
media may jeopardize the future of rent-a-car development in South 
America. However, this is an incipient industry that still remains 
unexplored in Argentina and managerial scientific research.  Risk 
perception travel theory applied in renting segments will be an interesting 
issue that should be investigated in future approaches.       
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Nature-based tourism is an important part of the global tourism industry, and its 
components and features vary considerably from one destination to another. In 
Malaysia, location, quality and quantity of natural resources, and their 
infrastructure have not been well documented in the past. Thus, this paper 
attempts to assess the potential of natural tourism destinations in South Kelantan, 
by selecting fifteen destinations such as waterfalls and caves as case studies. 
Based on GIS application, 23 indicators for tourism destination assessment were 
investigated using observation and checklist techniques. The destinations were 
further classified based on physical features, infrastructure and accessibility. The 
results showed that 3 destinations were in the first category, 11 in the second 
category and only one destination in the third category. This study found that GIS 
application is effective in providing higher quality of information for natural 
tourism destination, which is an essential tool for decision making process. 
 
Keywords: assessment, nature tourism, GIS, South Kelantan, Malaysia. 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Tourism has grown rapidly to become one of the world’s foremost 
economic phenomena. The World Tourism Organization estimates that 
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international tourist arrivals in 2020 will reach to 1.6 billion 
worldwide and tourism receipts will exceed more than US$2 trillion 
(WTO, 2000). According to the International Ecotourism Society 
(2000), about 60% of international tourists can be considered as 
nature-based tourists. A study done by the World Resources Institute 
also claims that this type of tourism is increasing at an annual rate of 
10% to 30% and will continue to play an important role in 
international tourism (Reingold, 1993).     

The term nature-based tourism is generally applied to tourism 
activities depending on the use of natural resources which remain in a 
relatively undeveloped state, including scenery, topography, 
waterways, vegetation, wildlife, and cultural heritage (Ceballos-
Lascurain, 1996). Millions of people travel to see and experience 
natural environments each year, and the scale of such movements 
leads, inevitably, to some disturbance or damage to visited sites. 
While such damage is attributable directly or indirectly to tourists and 
their activities, it is often unclear whether their actual behaviour is 
responsible for the major negative impacts on nature and related 
activities such as the construction and development of infrastructure 
and facilities (Deng et al., 2002). Nevertheless, it is tourists who are 
usually identified as causing destruction, particularly in developing 
countries. This begs the question as to whether this tourism type is 
compatible with the natural environment and whether it can assist in 
the resolution of problems associated with the exploitation of such 
resources. 
 
NATURAL TOURISM DESTINATION ASSESSMENT 
 

Despite the critical role played by the quality of the destination 
experience in determining whether tourists are satisfied and whether 
their expectations have been met, most nature-based studies focus on 
tourist demand rather than on destinations. As this form of tourism 
continues to grow, areas such as national parks will be placed under 
increasing pressure.  If their managers are to function effectively, it is 
essential that protected and natural areas are evaluated and rated with 
a view to communicating the principles of sustainable development 
and to ensuring an appropriate match between tourists’ expectations 
and experiences (Deng et al., 2002). The European ’blue flag’ rating 
system, using this symbol to endorse high quality assets, is an 
example of such an approach. Beaches, for example, which constitute 
an asset central to destinations and tourist experiences, are identified 
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by a particular symbol when they have been evaluated as safe and 
clean (Moore and Carter, 1991).  It is quite conceivable that resort 
destinations and for that matter some countries will be rated in respect 
to environmental safety standards. Environmental safety is, however, 
only one aspect of the management of protected and natural areas and 
a more comprehensive evaluation and rating system will be needed if 
such destinations are to fulfil and retain their potential. The 
development of a formal evaluation and rating system for protected 
and natural areas is worthwhile for several reasons.     

First, tourists will often visit more than one destination during a 
trip. They will typically experience a range of natural and cultural 
environments (Dodds & Butler, 2010). The World Tourism 
Organization has noted that in practice only a small proportion of 
tourists travel to exclusively experience nature or culture. Despite the 
upsurge in awareness and interest, avid eco-tourists will remain a 
small market segment, which has been described as ’hard’ eco-tourists 
(Blamey, 1995). Ornithologists, botanists or geologists are likely 
candidates for the ’hard’ eco-tourist category when they pursue their 
passion, whereas sightseers or photographers would more commonly 
fall under the category of ’soft’ eco-tourists. Resort tourists who opt 
to spend a day visiting and learning about a reef or rainforest habitat 
would typically fall into the ’soft’ category. Taking this view to its 
logical conclusion, all mass tourists are potential nature-based ones 
and may be categorized as such when spending a period as short as a 
day or even a few hours in an ecotourism area.  For such groups who 
may not consider themselves as such, the evaluation and rating of 
national parks provides an opportunity to become informed about the 
importance of sustainable development through the enhancement of 
their awareness and understanding of the destination.    

A second reason is that nature-based tourism is dependent upon the 
quality of the environment, more than is the case with other forms (Boyd, 
Chard and Butler, 1996).  Scenically appealing environments often 
incorporate aspects such as local community, roads and tracks, visitor 
facilities and attractions, both major and peripheral (Richins & Scarinci, 
2009). Where destinations are well managed and tourists are 
knowledgeable and aware, these elements complement the natural 
attributes and contribute to satisfaction.  If they were provided with an 
evaluation and rating for each of the elements encountered in such areas, 
they might be better equipped to assess protected and natural areas just as 
they are able to anticipate what may be expected from hotels by virtue of 
their category or star rating. 
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The third reason is that the importance of pricing as a park’s 
management issue is growing. As Buckley (1998:20) has pointed out, 
‘management costs for national parks will increase because of increasing 
tourism visitation rates. Park entrance fees and commercial operator 
permit fees will increase as park managers endeavour to recover their 
costs’. There is a strong argument in favour of relating price levels more 
closely with the level of experience encountered in protected and natural 
areas (Dritsaki, 2009).  Tourists accept this connection in the case of five-
star hotels which charge more than three-star hotels. The application of 
the commercial rationale is certainly more controversial in the case of 
natural resources.  But as the volume of visitation increases, the parallel 
with other tourism facilities will become increasingly evident (Deng et 
al., 2002). 

As to the program evaluation process, it may comprise four steps: 
determining goals, specifying objectives, operational program, and 
measuring program effectiveness (Theobald, 1979). Lundgren and Farrell 
(1985) propose that such evaluation is a process of determining value by 
comparing results with objectives and of judging how well they have been 
met in both a qualitative and quantitative sense. Evaluation involves 
input, process, output and feedback. According to Mitchell (1989), Moss 
and Nickling (1980), Bishop and Gimblett (2000), natural tourism 
destination could be assessed based on attraction or panoramic view by 
using three landscape assessment approaches:  

• Landscape survey involving an expert team to identify a good 
aerial view based on site analysis, topography and other 
information.  

• Landscape inventory to identify and record natural features.  
• Using Geographical Information System (GIS). 
In general, all approaches are important and practical in assessing 

natural tourism destination. However, due to several limitations in the 
length of study with a small research grant, this study has deliberately 
determined to apply GIS application in tourism destination assessment 
process in South Kelantan, Malaysia. As stated by Milam and Jones 
(1995), GIS approach could potentially speed up data analysis process 
and reduce the length of the study. In fact, GIS could improve and 
increase the quality of final product (Burrough, 1986).   
 
NATURAL TOURISM DESTINATION IN MALAYSIA 
 

Malaysia, in general, has 54 protected areas of more than 1,000 
hectares, totalling 1,485 million hectares or about 4.5 per cent of the 
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country’s land surface.  They include 28 strict nature reserves 
(inaccessible to tourism activity), 16 national parks or their state-level 
equivalents, nine managed nature reserves or wildlife sanctuaries and one 
protected landscape. Recent statistics reveal that nature-based activities 
are the fastest growing tourism product in Malaysia, and it is estimated 
that 10% of Malaysia’s tourism revenue in 2000 originated from 
ecotourism.   

The National Ecotourism Plan (NEP) was drafted in 1996 to assist 
the federal and state governments in developing Malaysia’s ecotourism 
potential.  The Plan identifies 52 project suggestions, relating to 48 areas 
and four suggestions that are not site-specific.  About 20 sites in 
Peninsular Malaysia, Sabah and Sarawak account for the vast majority of 
ecotourism by foreign and domestic tourists. The Plan is intended to serve 
both as an appropriate instrument within the overall sustainable 
development of Malaysia and the economy as a whole, and as an effective 
tool for conservation of natural and cultural heritage of the country.   

Due to proximity of most ecotourism sites to rural areas, the Rural 
Tourism Master Plan was subsequently drafted in 2001 to complement 
strategies in NEP. Prior to the NEP, the Malaysia Tourism Policy study 
identified ecotourism as an ancillary form of tourism, but the study did 
not define its relationship with other types of tourism. The policy study 
however was misleading in its recommendation that development policies 
in the natural environment were directed at accessibility, resource 
preservation and conservation to minimise adverse environmental impacts 
and it placed an undue emphasis upon infrastructure and impact reduction 
rather than enhancement of natural environment as a positive feedback 
mechanism. Therefore, this study focuses on natural destination 
assessment in the context of nature-based tourism to identify the existing 
standard of every natural tourism destination in South Kelantan.   

 
THE CASE OF SOUTH KELANTAN, MALAYSIA 
 

The State of Kelantan situated in the East Coast of Peninsular 
Malaysia, neighboring with Thailand in the North and the States of Perak, 
Terengganu and Pahang in the West and South (Figure 1). With most of 
the physical area in the state is still untouched, Kelantan is famous for its 
natural environments and cultural heritage which have influenced the 
development of the tourism industry to generate local economy. In line 
with the national policy, tourism development in Kelantan is also 
progressing rapidly with an increase of domestic tourist arrivals as well as 
international tourists.  
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Figure 1 Location of Kelantan, Malaysia 

 
 

Based on the State Government data, tourist arrivals increased from 
201,000 in 1984 to 1.2 million in 1995 and 4.27 million in 2004 (Statistik 
Kerajaan Negeri Kelantan, 2007). An income from the tourism industry to 
the State Government was around 8% per year during that period. 
Therefore, based on the potential of South Kelantan to be developed as 
natural tourism destination, 15 destinations (Figure 2) were selected for 
natural assessment as follows:  

1. Taman Negara-Kuala Koh, Gua Musang. 
2. Gunung Stong, Jeli. 
3. Gua Gunung Reng, Jeli. 
4. Gua Madu, Gua Musang. 
5. Gua Cha, Gua Musang. 
6. Gua Ikan, Kuala Krai. 
7. Lata Renyok, Jeli. 
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rai. 

a Musang. 

15. Air Terjun Panggung Lalat, Gua Musang. 
 

Figure 2 Study area, South of Kelantan 

8. Lata Berangin, Kuala K
9. Lata Rek, Kuala Krai. 
10. Lata Hujan, Tanah Merah. 
11. Taman Etnobotani, Gua Musang. 
12. Dataran Renok Baru, Gu
13. Empangan Pergau, Jeli. 
14. Kolam Air Panas, Jeli. 
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RESEARCH METHODOLOGY 
 

ystem (GIS) approach during data collection and analysis 
s follows:  

hecklist Approach 
 

s namely: 1. 
hysical features, 2. Infrastructures, and; 3. Accessibility.     

of cave 9.Cave’s quality, 10.Forest 
serve’s category, 11.Plants’ quality. 

er room, 6.Signage, 7.Parking, 8.Camping 
rea, 9.Electricity, 10.Water. 

as evaluated based on two indicators, 
ad category and class of vehicle. 

IS Approach 
 

 characteristics of 

n. 

3. Offer a strategic approach to support decision-making process. 

This study has applied both checklist and Geographical 
Information S
a
 
C

A checklist approach supported with Likert Scale measurement based 
on a study done by Priskin (2001) was adopted for this study. The 
assessment indicators based on the literature have been expanded to 
assess the natural tourism destinations in South Kelantan. All 15 
natural tourism destinations in South Kelantan were evaluated and 
classified based on indicators of the three main categorie
P
 
1. Assessment on Physical Features  
Eleven indicators related to physical features are selected for further 
assessment include; 1.Current physical condition, 2.Topography, 
3.Development potential, 4.Size of river, 5.Water’s quality, 6.Size of 
waterfall, 7.Waterfall’s quality, 8.Size 
re
 
2. Assessment on Infrastructure  
About ten indicators related to infrastructure are included in assessment 
process which comprise; 1.Accommodation, 2.Food’s stall, 3.Information 
center, 4.Public toilet, 5.Pray
a
 
3. Assessment on Accessibility 
Accessibility to every destination w
ro
 
G

A quantitative GIS analysis based on the checklist result was used 
to provide computable details of the background and
the destinations. The aim of the GIS analysis is to: 

1. Provide maps and geographical informatio
2. Improve geographical data management. 
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nd use, 
adastral information, tourism, commercial activities and others.  

 

 
The formulation of an integrated natural tourism destination assessment 
requires relevant up-to-date data and information to assist and support the 
decision-making process. Such data and information includes la
c
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Figure 3. Data Conversion and Processing in GIS 
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The procedure pursued in the development of the spatial database is 
shown in Figure 3 and Figure 4 and explained further as follows:  

1. Acquisition of spatial and tourism destinations database map 
from Kelantan state government department and local 
government agencies. 

2. Field checking to verify the existence of features to determine 
the reliability of the source maps. 

3. Converting paper maps into digital maps by digitizing. 
4. Creation of typology to establish relationships between map 

features. 
5. Spatial data analysis of natural tourism destinations in South 

Kelantan. 
 
 

Figure 4. Example of site analysis 

 
 
 
RESEARCH FINDINGS 
 

The findings of this study were explained based on three categories 
of physical features, infrastructure and accessibility as follows: 
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1. Physical Features 
Findings of natural based attractions from all destinations were varied 
(Table 1). Based on the assessment of all destinations, only 13 sites were 
‘very attractive’ and another 2 site were ‘attractive’.  
 

Table 1 Classification on natural features of destination  
 

Classification Score No. % 
Very Attractive 

Attractive 
Not Attractive 

67 - 100 
34 – 66 
0 - 33 

13 
2 
- 

86.67 
13.33 

- 
 
 

2. Infrastructure 
In general, South Kelantan has very low levels of tourism infrastructure, 
with 11 sites were not provided with any facilities (Table 2). Only 3 sites 
had just some basic facilities and 1 site with poor facilities. 
 

Table 2 Classification of destination facilities 
 

Classification Score No. % 
Basic Facilities 
Poor Facilities 
No facilities 

67 - 100 
34 – 66 
0 - 33 

3 
1 

11 

20.00 
6.67 

73.33 
 

3. Accessibility 
Only 6 sites can be accessed easily, compared to 8 sites which had a 
moderate accessibility (Table 3). However, one site could not be reached 
due to poor accessibility. 
 

Table 3 Classification of destination accessibility 
 

Classification Score No. % 
Good 

Moderate 
Poor 

67 - 100 
34 – 66 
0 - 33 

6 
8 
1 

40.00 
53.33 
6.67 
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Summary of Findings 
 

Based on the assessment done on all natural tourism destinations in 
South Kelantan, this research found that only 3 destinations are in the 
First Category with a score from 67% and above. Another 11 destinations 
with a score of 34% to 66% are in Second Category and the Third 
Category only comprises of only one destination with a score below than 
33% (Table 4 and Figure 5). 

 
Table 4 Result of destination classification 

 
Category Location 

I Taman Negara Kuala Koh 
Air Terjun Gunung Stong 

Taman Etnobotani 
II Gua Cha 

Gua Madu 
Gua Ikan 

Gua Gunung Reng 
Dataran Renok Baru 
Empangan Pergau 

Air Terjun Lata Hujan 
Air Terjun Lata Beringin 
Air Terjun Lata Renyok 

Air Terjun Lata Rek 
Empangan Pergau 

III Air Terjun Panggung Lalat 
 
 
CONCLUSION 

 
Generally, GIS application in tourism destination assessment 

provides value added analysis compared to other approaches such as 
observation and site investigation. In this study, observation technique 
was also used in deciding the score of each category, but the data analysis 
for destination categorization was conducted through GIS. It was found 
that the relationship between spatial and textual data has improved the 
management of data analysis procedures to provide an effective data 
modeling process. The findings from this study also show that GIS 
application in assessing natural tourism destination is effective and 
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efficient to provide higher quality of information for the decision making 
process.  

In addition, this research used a simple and effective way to identify 
and assess the quality and quantity of natural resources for nature-based 
tourism in South Kelantan. As this has value for planners and managers, it 
is necessary for decision makers to know the quality and quantity of 
resources as well as their spatial distribution and how significant they are. 
Resource inventories such as this are fundamental to planners and 
managers, and they are better placed in making decisions about resource 
capability, land use compatibility and impacts.   

 
Figure 5. Result of destination classification 

 

Legend 
Category 1 

 Category 2 
Category 3 
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This paper examines the relationship between transportation and the development 
of tourism in Nigeria. An attempt is made to quantitatively test the relationship 
between presence of transportation (as measured by road connectivity, road 
condition) and tourism development (as measured by location national parks) in 
Nigeria. It was found out that there are eight national parks located in different 
states in Nigeria.  The analysis was conducted at two levels, the disaggregate and 
the aggregate.  In the aggregate case, indexes of road connectivity is related to 
levels of tourism development (as measured by locations of national parks) within 
Nigeria. In the analysis at the disaggregate level multiple linear regression was 
used to explains the relationship between development of tourism and indexes of 
road development. Also the percentage method was used to support the result of 
the analysis. A major finding of the study is that transportation is a significant 
determinant of tourism development in the Nigeria.  However, other factors which 
include availability of recreational and social facilities and security also play 
positive role because they encourage patronage.  It was also found out that some 
of the national parks are well connected while some are poorly connected. 
Importantly, those not well connected have large number of good games, have 
rich ecosystem and fauna. The conclusion arrived at is that transportation plays 
important role in the development of tourism in Nigeria. Other key role factors 
which require attention are finance, protection, security and recreational facilities 
for relaxation.  
 
KeyWords: Transportation, Development, Connectivity, National- Park and            

Tourism 
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INTRODUCTION 
 

The role of transportation in the development of tourism has been and 
continues to be a controversial issue, it is controversial in the sense that 
many schools of thought exist concerning its role vis-à-vis development.  
Storey (1969) and Dawson and Barwell (1993) have for instance 
classified the impact of transportation on regional development into 
positive, neutral and negative.  In the positive case, transportation acts as 
a stimulus to further development while the neutral effect applies where 
transport facilities do not themselves bring about productive activities.  
The negative case related to situations in which it brings about increase 
migration, spread of disease or decline in the level of per capital income. 

Numerous scholars have expressed divergent views, which follow the 
basic structure of Storey’s classification.  For example, Hunter (1965) and 
Wilson (1966) point out the neutral effect of transport on regional 
development.  Filani (1995) explained the role of transportation on rural 
development, Salau and Baba (1984) reported the effect of transport on 
settlements change and development.  Eliot Hurst (1974) and Stephen 
(1998) further states that access has no meaning without resources to be 
utilized. This implies that the development of transportation infrastructure 
should occur only where there are resources to be developed; where as in 
another study, Dodgson (1974) and Chou (1971) also shows that highway 
construction may not always lead to regional development. 

The negative effect of transportation on regional development is 
further demonstrated by Chatzionnou (1989) and Chang (1989).  On the 
other hand the studies by Janelle (1959) Bierman and Rydzkowski (1991) 
as well as Sammer (1981) in their work have proved that there is a 
positive impact of transportation on regional development.  Thus, while 
views may differ, the general conclusion is that the development of major 
transport network can develop tourism which will contribute positively to 
reconciling environmental protection, economic development and the 
fight against poverty, (Sammer, 1981; Halsall, 1992 and Pearce, 1997; 
Curtis and Kokotos, 2009; Brida et al., 2010; Dodds and Butler, 2010). 
Others went further to observe that little progress has been made by 
Geographers in this area, which has to do with the relationship between 
transport facilities recreational and tourism activity that occurs, ( Chubb, 
1989; Page, 1993; Hall and Page, 1998a; Brown, 2009)    

This study therefore, attempts to examine the role of transportation in 
development of tourism using Nigeria as a case study. It is hypothesized 
that transportation is not a determinant of the development of tourism (as 
measured by the location of national parks) in Nigeria. This work is 
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basically guided by the pioneering work of Garrison and Marble (1965) 
on technological development and network characteristics, which showed 
that graph theoretic indexes of transport development such as Beta, alpha 
and gamma among others, are closely related to level of technological 
advancement.  The present study therefore follows a similar framework in 
that we attempt to quantitatively examine, the relationship between 
presence of transportation (as measured by road connectivity) and the 
development of tourism in Nigeria. 

 
METHODOLOGY 
 

The quantitative assessment of the relationship between levels of 
tourism development( as measured by the location of national parks) and 
indexes of road development( measured by connectivity ) follows the 
approach adopted by Garrison and Marble (1965).  And percentage 
quantification was done to certify the result obtained. Consequently, 
multiple regression analysis is used to statistically examine the 
relationship.  At the state level (aggregate) the relationship is specified as 
follows: 
 
In Y = In bo + 1n x 1 x + b2 1n x 2 + 1n U…………………….(1) 
 
Where  
1n Y =  Number of national parks in Nigeria. 
  (Logarithmically transformed) 
1n x 1= Maximum Eigen value of road connectivity. 
  (Logarithmically transformed) 
1n x 2 = Beta and gamma indexes (logarithmically transformed) 
1n U = error term (bo, b1 and b2 are coefficients to be estimated) 
 The data were logarithmically transformed to achieve linearity 
and normality. 
 At the urban level (disaggregate) the relationship is specified as 
follows: 
1n Y = 1n bo + b1 1n x 1 + b2 1n x 2 + 1nu……………………..(2) 
Where 
1n Y = Number of national parks located in Nigeria. 
 (Logarithmically transformed) 
1n x 1 = Index of connectivity as measured by the Beta and Gamma. 
  (Logarithmically transformed) 
1n x 2 = Index of connectivity as measured by potential interaction  
  (Logarithmically transformed) 
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1nu =  error term 
  

In this study the measures of road connectivity and other park 
characteristics (species of mammals, fauna and reptiles) in the national 
parks were also used as support to measure development of tourism. 

States where national parks are located and are used in analysis are 
shown in Table 1, information on number of national parks in States were 
obtained from the Federal Ministry of Information and tourism.  
Furthermore, to be able to measure distances from the state capitals to site 
of the national parks, a spectrum road map of Nigeria 1:1,500,000 (1991), 
was used because it is the current map available, which shows 
improvements in the development  in the Trunk A and B road network 
connecting national parks in  Nigeria. 
 

Table 1 Locations of National Parks in Nigeria 
Names of 
parks 

States Year   
est 

Direction/Area 
where located 

Sizes of 
the park 
sq km  

Kainji 
lake 

Niger/Kwara 1991 North/west 
central part of 
Nigeria 

5340.82 

Yankari Bauchi 1958 North/east part 
of Nigeria 

2244 

Chad 
Basin 

Borno/Yobe 1991 North/ east part 
of Nigeria 

2258 

Cross-
Rivers 

Cross-Rivers 1991 Extreme 
Southern part of 
Nigeria 

4000 

Gashska-
Gumti 

Adamawa/Taraba 1975 Mambila 
plateau 

6731 

Old Oyo Oyo 1991 West- Central 
part of Nigeria 

2512 

Kamuku Kaduna 1938 North/west part 
of Kad-Nigeria 

1121 

Okomu Edo 1991 West of Benin-
Nogeria 

173 

Total 8     
     
Source:  Ministry of Information and Tourism 
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DISCUSSION OF RESULTS 
  

Using the maximum eigen values of networks, it was found that 
Yankari national park in Bauchi State and Cross- Rivers national park in 
Cross-Rivers state are well linked in terms of the road connectivity. They 
are followed by Okomu and Old Oyo national parks in Edo and Oyo 
states.  The Yankari park in Bauchi state is most centrality located,as 
revealed by the index of centrality result. The state is also properly 
connected by road from Kano,Jigawa, Kaduna, Jos, Yobe and Maiduguri. 
Also the Cross-Rivers Park is well connected by road, sea and air routes, 
which are currently being improved.   

With respect to the gamma index the States where national parks are 
located, which revealed the highest connectivity turned out to be Kaduna, 
Bauchi and Oyo States.  They were closely followed by Benin City in 
Edo state. Thus the two methods yield quite similar results.  However, it 
is a widely held view that the maximum Eigen value of network 
connectivity constitutes the best index for measuring network 
connectivity (Boots 1984, 1991) and Griffifth (1987).  Thus the results 
obtained by using Eigen value of networks is more relevant because,  at 
the disaggregate level results obtained by using the matrix powering 
approach indicates that Yankari national park in Bauchi is the most 
accessible or most connected park in the Nigeria,   following are Kainji 
lake and Cross – Rivers national parks in Niger and Cross-Rivers states. 
While the Chad Basin national park in Brono state exhibit poor 
connectivity.  

Results obtained by using the characteristics of the parks  (mammals, 
reptiles and fauna) show  that Gashaka –Gumti, Kainji lake, Yankari and 
Cross-Rivers national parks  (see table. 1),  have highest number and 
varieties of games, richest  ecosystem and significant fauna species 
respectively.  Though the results obtained from the two analysis methods 
differ, it is expected to be so since the characteristics of parks basically 
explained games and fauna in the national parks, while the connectivity 
index attempts to identify central points or most connected national park 
location in Nigeria. 

The results obtained from the regression analysis equation number 
(1) relates to the analysis at the aggregate level.  The signs or the 
parameters come out as expected; the gamma index also comes out with a 
positive sign.  The R squared obtained for the equation is  56%.  The F 
ratio turns out to be insignificant at the 5% significant level with 3 and 5 
degrees of freedom.  Also the T values obtained indicate both P max and 
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the gamma index are statistically insignificant at the 5% significance level 
using a two tailed test. 

The results obtained are explained based on the broad classifications 
concerning transportation and tourism development (measured by 
location national parks).  In the first place since all signs of the parameters 
turned out to be positive, we reject the null hypothesis by accepting that 
transportation (measured by road connectivity) is a proximate determinant 
because it acts as a catalyst to the patronage and utilization of national 
parks.  This will seem to support the view that investment in 
transportation development plays a positive role in development of 
tourism.  This can be interpreted to mean that transport development in 
itself is very important or critical to tourism development in States, which 
is certainly, confirmed by the F ratio and t values, supporting this 
assertion. 

The results obtained also support the view that investment in 
transportation development plays a positive role in development of 
tourism, because the signs of the two parameters used are positive.    This 
implies that improvement in the connectivity of states or towns where 
national parks are located will significantly influence patronage and the 
promotion of tourism activity in Nigeria. The regression analysis result 
shows a good fit, indicating that the condition of road linking the parks is 
good for trips makers and also facilitates the transfer of facilities to the 
parks.  

The findings of this study leads to certain policy issues which should 
be emphasized.  Firstly, it is important to stress that the role of 
transportation in the development of tourism is indispensible at the state 
and at national levels.  This is illustrated by Yakari, Cross-Rivers, and 
Okomu national parks located in Bauchi, Cross- Rivers and Edo states, 
which on the basis of the gamma index are well connected.  While some  
parks like kainji lake, Gashaks Gumti and Chad Basin in Niger, Taraba 
and Borno States which have high levels of fauna ,rich ecosystem and 
large games are not well connected even though they turn out to have 
very rich park characteristics.  It may therefore be necessary for planners 
in Nigeria to emphasize the importance of transportation in inducing 
development of tourism activity. The important thing is that good 
standard roads should be construction to link these other parks, 
accompanied by recreational and social facilities to be put in place for 
visiting tourists. 

Thus, for effective development of tourism in Nigeria, there is a need 
to develop standard roads to link the national parks and provide security, 
recreational and social facilities and to improve on the maintenance and 
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managerial ability for the development and promotion of tourism in 
Nigeria. 

 
CONCLUSION 

 
In introducing this paper we had set out to examine the role 

transportation in the development of tourism in Nigeria. It was found out 
that transportation plays a positive role in the development.  We therefore 
confirmed the importance of connectivity indexes as major determinants 
of national parks development using Nigeria as a case study.  An attempt 
was also made to situate good road condition, the characteristics of 
national parks (mammals, reptiles and fauna), availability as major 
determinants of tourists visit. The major finding of this paper is that the 
presence of transportation (as indicated by road connectivity) is 
statistically significant in determine of the development of tourism in 
Nigeria.  It plays a positive role and combines with other factors to attract 
tourists. Thus we conclude by supporting the views of Stephen Page 
(1998) and Halsall (1992) that transportation can also form the focus of 
tourism activity. And that transport is an integral part of much 
recreational behavior, both as an aid to access to recreational 
opportunities, and as a recreational activity in its own right.  
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BOOK REVIEW 

 
The Impossible Travel: Tourism and its images 1 

Augé Marc, editor (1998). Barcelona, Editorial Gedisa  
 

During the review of abundant material in my Doctoral Thesis, I 
come across with two well-known scholars who addressed the matter of 
the risk perceptions and the emptiness of places, one of them was Marc 
Auge, the other Dean Maccannell. To wit, the term non-placed was 
originally coined by Marc Auge who in 1992 wrote a book entitled Non-
lieux. Introduction a une antropología de la sub-modernité. This of 
course can be translated in English as Non-Places, an introduction to the 
anthropology of postmodernity.  

In this insight Project, Auge considers whether if a place can be 
catalogued as a place because it refers to a broader process of heritage, 
tradition and identity, a place wherein this lacks very well can be named 
non-places. Oddly, sites of anonymity where predominates the 
condensation of visual and present events (Augé, 1996: 83) (Augé, 
1998a). His main thesis was that non-places emerge as a result of the 
advent of market as well as postmodernity where declines the social 
bondages and trust in the others. To this mayhem, it accompanied with a 
set of others phenomena such as the disattachment for territory and 
tradition. Starting from the premise that a place produces identity also a 
non-place upends the territoriality of home. The transit and motilities play 
a pivotal role in the configuration of these kinds of places. Examples of 
non-places are everywhere ranging from a Bus Station to a hospital. 
Nevertheless, the Auge’s argument does not suffice to the extent his 
method and rhetoric tarnished the understanding of text. Secondly, our 
author is unable to determine what are the involving factors which create 
a non-places nor a specific contextualization in the moment a place passes 
to be a non-places and vice versa. Ultimately, there are a plenty of 
examples which contrast with the thesis of Auge in where a route or even 
an airport can be considered sites of identity. This means that a migrant 
who landed returning to their country at an airport should feel the same 
impersonality than a tourist, or event the hooligans of Manchester United 
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who congregated to receive their team after an outstanding triumph 
abroad.  

In support of this thesis, P. Virilio argues that fear works as a 
mechanism of self-indoctrination at the time re-channels the consumption 
towards specific targets. In our times, large cities associated to a growing 
of population give in consequence a closeness which prevents the real 
encounter. Overcrowding in urban cities in the era of meditated conform 
converges with a much broader psychological isolation (Virilio, 2007: 
17). This jeopardizes seriously the manner how a person constructs the 
otherness. For other hand, deregulation of time creates an empty space 
which is often fulfilled by Mass-Media and mass-consumption. The 
voyeurism of disaster, which seems to be no other thing than the ongoing 
dissemination of news containing information, impinges the ontological 
security of citizenship.   

Throughout the Impossible Travel: tourism and its images, Auge will 
re-addressee the criticized points in previous works synthesizing his most 
widespread thoughts, above all topics exclusively related to tourism and 
hospitality. On his introductory chapters, Auge suggests tourism 
mythologizes fictionalized forms of entertainment based on the logic of 
spectacle, simulacra and visual saturation (Augé, 1998b: 15). From his 
perspective, the tour operators divide the map creating new schedules, 
sites, sojourn and attractions in sites which are reserved for the non-
interaction. The impossible journey represents the end of real 
displacement, the end of new discoveries with people whose customs 
differs from ours. That way, from consumers human beings become to 
consumed goods, in other words from being spectators to a spectacle in 
such.  

In chapters second and third, author reminds readers that the 
accessibility to a tourist destination such as a beach or a museum is very 
well circumscribed to imbalances of the societies wherein the time and 
space are blurred. In successive sections, fourth, fifth and sixth, ranging 
from the appraisal of Mont-Saint Michel to Castle of Louis II, our French 
ethnologist re-examines the role played by infrastructure and literature 
genre in the conception of certain imaginaries which trigger the tourist 
demands. This means what a consumer is seeing at time of purchasing a 
tour package corresponds with an illusion resulted from the interaction of 
imaginary, expectances and previous stereotypes. However, in Auge´s 
development the encounter between hosts and guest will never occur.  
Apollonian Perfection associated to a much broader visual process give as 
a result the creation of bubbles fraught with impersonality and 
characterized by the declination of trust in otherness. Enrooted in the 
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convergence of imaginary and functionality of fiction (a fiction which 
specially is functional to interests of market), tourism seems to encourage 
making a travel that never will take place in reality. Following this 
argument, Auge inverts the meaning of what a travel is. Whether the 
modernity created a sentiment of belonging giving to the trips a function 
to bridge the relationships between cultures, tourism and postmodernity. 
These relationships are enrooted in the falseness. For that reason, tourism 
should be understood as a complex process of fictionalization of authentic 
travels. This moot point is of course expressly addressed in final chapters 
which are fully dedicated to the ethnology of urban cities.  

In accordance to Virilio, Auge does not hesitate to argue that urban 
towns are certainly being experienced a rise of visual saturation which 
attracts thousand of visitors but gradually prevents strangers from 
personal contacts. In these spots predominates the mass-consumption, 
hedonism, egocentrism, images, nets of information, and a big 
theatralization of the world. Similar concerns can be envisaged in D. 
Maccanell who warned tourism articulated as a form of ideology whose 
end was the postmodern market expansion. Typically, the emotional 
issues of people are being relegated to specific staged places where 
converge the leisure with unreality (Maccannell, 2003: 10).  

Even though, in recent years the thesis of Auge gained considerable 
acceptance in tourism and anthropology fields, a development of this 
caliber lacks of a certain consistency at time of evaluating what a place is; 
even defying basic assumptions of social anthropology.  This means that 
any site which holds a meaning for anyone, a name should be deemed as a 
place. An airport, a highway, even a train station have lesser or more 
signification depending of the subjective values of involved people. For 
example, after 11/09 the site where World Trade Center was erected 
passed from a non-place to be a place. Same examples can be applied on 
routes where daily happen thousand of fatal accidents or at hospitals. To 
put this in brutally, there is no clear basis or boundaries at time of 
defining scientifically what represent a non-place. Secondly, the most 
polemical implication of Auge´s thesis is whether we consider that 
public-related sites should be named non-places, also are implicitly 
accepting the people who usually live there (in almost all cases, vagrants, 
homeless, and chronic unemployed) might be seen as non-persons with 
non-rights. Most likely, Auge like Maccannell or Virilio trivialize the role 
of tourism in the process of territorialization, or perhaps, he misjudges 
discursively concepts of space with home. Whichever this is, the readers 
who like to delve into the book of Marc Auge will find a couple of 
striking, polemical but interesting ideas which focuses on a criticism 
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appropriate for students, scholars, practitioners and researchers concerned 
in tourism and hospitality issues. Nonetheless, His assumptions are 
dangerous, pseudo-scientific and lead to a disclosure of social bondages 
which unwittingly paved the pathways towards discrimination and 
classism.  To be honest, we strongly believe at least these critiques should 
be reconsidered along with our previous argument developed in this 
piece.  
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BOOK REVIEW 

 
Eventful cities1 

Greg Richards & Robert Palmer, editor (2010). Butterworth-
Heinemann, Oxford, UK 

 
Nowadays, events are a major factor that can crucially contribute to 

the rejuvenation and urban development of cities by producing several 
economic, social, cultural and environmental outcomes. In reality, events 
help cities become more dynamic and liveable places, while “places” are 
also generated and created by events. The aim of this book is to unravel 
this interrelationship between events and cities development by showing 
how events shape cities and how cities shape events. To that end, the 
book is consisted of 11 chapters that describe the process of conceiving, 
developing, staging, managing, marketing and assessing events. This 
process is illustrated by analysing and linking related theories and 
examples. Practical experience is drawn from several international cities 
as well as from experiences gained from several cities hosting the annual 
event of the European Capital of Culture. All chapters provide a mixture 
of a critical review of the related literature and a discussion of several 
examples. Moreover, all chapters have clear and focused aims as well as 
finish my summarising the major lessons learned. The book is reader-
friendly which is demonstrated in its writing style and language.  

The book starts with chapter one which discusses the reasons for 
which cities should be developing events. Justification and empirical 
evidence is provided from several perspectives (e.g. economic, societal 
and cultural) and from international statistics. Chapter 2 analyses the 
process of creating events. To achieve that the chapter defines events, it 
identifies the different categories of events as well as the criteria that 
cities should use for deciding which type of event they should celebrate. 
The aim of chapter 3 is to debate the importance of cities to construct a 
vision and a cultural programme. The chapter analyses how cultural 
programmes should be designed so that events contribute to the 
economic, social, cultural and environmental objectives of the city, while 
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it also demonstrates how cultural programmes help cities programme and 
allocate their resources and efforts to implement events.  

Chapter 4 focuses on stakeholder management for achieving events. 
Cultural programmes require the collaboration and coordination of a wide 
network of stakeholders. After identifying the different types of events’ 
stakeholders, the chapter draws on theories from stakeholder and network 
theory in order to analyse issues of leadership, collaboration, partnership 
and coordination that are required for implementing events.  

Chapter 5 concentrates on the management and organisation issues of 
eventful cities. Specific strategic and tactical management issues that are 
analysed include: crisis management methods, information systems 
functions and management. Implementing events also requires financial 
resources. This is the subject of chapter 6, which focuses on identifying 
and analysing the fund raising opportunities and sources for supporting 
events, such as public sector financing and sponsorship. Chapter 7 
considers the marketing and promotion aspects of events. Special 
attention is paid to the following issues: communication and advertising 
tools, the role of media and marketing strategies. Chapter 7 highlights that 
the aim of events marketing should be twofold: 1) the promotion of 
events in their own right; and 2) the marketing and image making of the 
cities themselves.  

Chapter 8 discusses the audiences and publics of eventful cities. The 
chapter analyses the following critical issues that a city needs to consider 
when developing its marketing strategies (market segments to target, 
messages to be developed etc.) as well as its cultural programmes (timing 
and type of events to be implemented): the profile of events’ visitors and 
participants; the motivations and benefits of events’ participants; the 
experiences of events’ participants.  

Chapter 9 focuses on measuring the economic, social, cultural and 
environmental outcomes and impacts of events. The chapter identifies 
different impact assessment methods and metrics to be used. The chapter 
also demonstrates the role and reasons for conducting an assessment 
analysis prior the events (for advocacy and deciding whether to stage an 
event) and after the events 9for directing and evaluating policies). Chapter 
10 continues the debates about events’ impacts and outcomes by 
highlighting the importance of events’ sustainability for ensuring their 
long-term success. Issues discussed include the balance and trade offs 
between economic, social and economic sustainability issues.  

Chapter 11 elaborates the concept of “keys to success” of events, as 
the latter are identified by different stakeholders that participate in events, 
such as city officials, political leaders, sponsors, events managers, urban 

 312 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 6, Number 1, Spring 2011, pp. 311-313 

UDC: 338.48+640(050) 

 

 313

planners etc. Kay concepts identified to contribute to events’ success and 
are discussed in the chapter include: local involvement, partnerships, 
long-term planning, clear objectives, strong content, good communication 
and marketing, sufficient funds, political will, strong leadership and 
committed teams.  

The book concludes with chapter 12 which identifies the several 
environmental, socio-economic, political and cultural trends that 
influence the development and implementation of eventful cities in the 
future.  

Overall, this is an easy-to-read book that provides a rich set of both 
theoretical background and industry evidence of the ways to design, run, 
fund, evaluate and study cities and their events. The book nicely 
integrates theoretical concepts with practical evidence gathered through a 
wide spectrum of international cities of different sizes and geographical 
locations. The book constitutes a useful reading for researchers-
academics, undergraduate or graduate students and all practitioners and 
policy-makers involved in event management, cultural management, arts 
administration, urban studies, cultural studies and tourism.  
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CONFERENCE REPORT 
 

Annual EuroCHRIE Conference1 
Amsterdam, The Netherlands, 25-28 October 2010   

 

 
The 28th annual EuroCHRIE Conference was an exciting mix of high 
quality presentations, memorable events, key note speakers, and industry 
professionals. It took place in Amsterdam from 25-28 October, 2010 and 
was hosted by Saxion Hospitality Business School and Stenden 
International Hotel Management. The organisers wished and achieved to 
create an open and friendly atmosphere for academics, researchers and 
professionals, thus allowing them to engage in discussion and debate. 
Over 250 delegates gathered at the Mövenpick hotel to discuss the latest 
trends in hospitality and tourism. The Conference constituted an excellent 
opportunity to encourage academic and professional cooperation.   

The Conference included contributions where innovation and new 
ways of knowing played an important role and also contributions related 
to the main theme of the conference, i.e. “Passion for Hospitality 
Excellence”. As it was highlighted in the initial call for abstracts, 
“Excellence in hospitality deals with many issues, like customer 
experience, employee satisfaction, and high quality standards; it requires 
an inclusive view for the use of space, the delivery of services, the 
building and maintaining of relations, and the responsible application of 
resources to generate value. These issues present a number of challenges 
for education, research, and business practice”.   

In total, more than 115 research papers were presented during the 
concurrent sessions. The presentations covered many issues, thus creating 
pleasant dilemmas to delegates about selecting one topic and presenter 
over another. The conference attracted a highly diversified and 
multidisciplinary academic audience and was managed so as to ensure co-
related papers were grouped cognitively covering, among others, the 
following thematic pillars:  
1. Management issues (destination management, operations 

management, service quality, hotel development, food and beverage 
health issues); 
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2. Education and human resource management (education curriculum, 
testing and assessment, recruitment, employees characteristics, career 
development, intercultural perspectives in HRM); 

3. Marketing (marketing and positioning strategies, destination branding, 
customer loyalty, customer behaviour and motivation); 

4. Strategic issues in tourism and hospitality (strategic choices, 
sustainability, finance and performance, guest experience, crisis 
management); 

5. Philosophy and knowledge (problem based learning, knowledge 
diffusion and management); 

6. Latest trends in tourism and hospitality (special interest tourism, the 
role and impact of social media, mobile tourism).  
The Conference also included four inspiring and stimulating keynote 

speakers; Prof. C. Santing put hospitality in its historical perspective and 
explored the concept of hospitality business within the context of sincere 
charity on one side and the earning of money on the other. Mr. H. Driem, 
Managing Director of the Holland Business Promotion Office, discussed 
the issue of destination branding, stating that “… destinations are not 
discovered anymore, but they are created” and presenting the 7 P’s of 
destination marketing: product, place, promotion, price, personal, 
permanent consisted public/private cooperation and … passion! Mr. M. 
Levie, CEO of the innovative, award winning citizenM hotel group, 
elaborated on the issue of innovation in hospitality and commented on the 
needs and wishes of travellers that desire “affordable luxury”. Mr. L. 
Frankenhuis, chairman of the PAN Parks foundation, presented his vision 
for sustainability, wilderness protection and tourism. PAN Parks is the 
only European-wide organization focusing on the protection of wilderness 
areas that applies a truly integrated approach combining wilderness 
protection and sustainable tourism development.  

A stimulating events program supplemented the conference 
presentations and key-note speeches, offering great opportunities for 
enjoyment, rich social interaction and networking. The Opening 
Ceremony, Receptions, and the Gala Dinner enhanced the experience of 
attendees. Moreover, the “Amsterdam Experience” featured tourist 
highlights of Amsterdam. Delegates could choose among the “Heineken 
Experience”, i.e. a visit at the company’s facilities offering a true taste of 
Consumer Experience Tourism, and a tour at one of the main tourist 
attractions of the city: the famous Red Light district. Definitely, the city 
of Amsterdam constituted an ideal destination to hold a tourism 
conference, considering the great tourism traffic and development it 
experiences. Quite apart from these, it should be noted that the University 
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students that worked for the Conference exceeded themselves in order to 
cater for delegates and contributed greatly to creating an absolutely 
professional and hospitable atmosphere.   

An important part of the conference was the awards ceremony. This 
year the winner of Emerald Award was M. Davidson and the winner of 
the Student Award was F. Aubke. EuroCHRIE Institute of Hospitality 
Education Research Award was given to the topic of “Strengthening 
Curriculum through Student Learning Outcome Assessment in 
Experiential Learning”, which was presented by S. Dressler, K. 
Cedercreutz, and A. Pacheco. EuroCHRIE Industry Award went to the 
host hotel: Mövenpick Hotel Amsterdam City Centre. EuroCHRIE 
Laureate Hospitality Award winner was P. Race and EuroCHRIE Nestlé 
Pro Gastronomia Award winner was G. Ortiz. Finally, EuroCHRIE 
President's Award was presented to Ron Carpenter, former president of 
EuroCHRIE. 

Overall, we could say that it was an outstanding conference that 
significantly elevated expectations for the next (29th) EuroCHRIE 
conference. EuroCHRIE 2011 will be held in Dubrovnik, Croatia from 
19-22 October with main theme: “Tourism and Hospitality, Drivers of 
Transition”. The hosts are the American College of Management and 
Technology (www.acmt.hr) and the Rochester Institute of Technology 
(www.rit.edu). If you would like to know more details about EuroCHRIE 
2011, please visit http://www.eurochrie2011.hr/.  
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CONFERENCE REPORT 
 

Annual ATLAS Conference1 
Limassol, Cyprus, 3-5 November 2010   

 

 
The ATLAS Annual Conference and Doctoral Colloqium 2010 Limassol, 
Cyprus, November 3 - 5, 2010 had as a theme “Mass tourism Vs Niche 
Tourism”. The aim of the conference was to explain and to come with 
useful conclusions on the emerging concept of niche tourism and to 
exploit the ways that has been developed in different sectors and 
destinations. Even though the term mass tourism is widely used in real 
life and in the tourism vocabulary, many academics have argued that there 
is lack sufficient explanation. Poon (1993) attempted to define mass 
tourism, as a large-scale phenomenon, packaging and selling standardised 
leisure services at fixed prices to a mass clientele. Niche tourism is a new 
concept that is used as the antidote of the negative impacts caused by 
tourism development and at the same time claims to satisfy the needs of 
the contemporary tourist or the new tourist (Poon 1993). The conference 
was arranged into different topics of examination in order to identify the 
cutting edge between the two concepts. In particular, it was framed 
through the historical milestones of the concepts, an exploitation of the 
existing theoretical and empirical insights over time and space, the 
development of new forms of production and consumption and the 
challenges in the rhetoric arguments of the various methodological 
approaches.  

The four day conference started with the PhD Colloqium 
presentations with topics from students who are sensitive in providing 
fruitful data on the wider spectrum of the existing literature on the 
abovementioned concepts. The opening day of the conference started with 
welcome speeches with the most notable to be by the Cypriot Minister of 
Commerce, Industry and Tourism, Mr Antonis Paschalides. The Minister 
had given emphasis on the need of a structured tourism development in 
Cyprus that is circumscribed with the current trends of the tourism 
consumption by taking into consideration the fierce competition from 
neighbouring countries.  
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The conference commenced with the wider context of community 
issues under the frame of rural tourism, mass tourism and sustainability. 
The papers considered areas from Cyprus (Omodos), USA, Mauritius, 
Albania (Gjirokastra) and Nepal (Annapurna). New trends of tourism had 
been interrelated with several policy initiatives on the environment, the 
budget available which affects the tourism development, tourism impacts 
and further development. The second half of the first day, tourism 
development in China had a prominent position for discussion in 
evaluating the coastal development and young educational tourism 
market. The next panel investigated wine tourism in Greece and China 
and the formation of strategic alliances withing the wine industry. Then, 
religious tourism was discussed, as a new form of consumption in Israel.  
In particular, Ultra Orthodox Jewish and the Russian Orthodox market 
visiting Israel-Jerusalem as the core place of development with notable 
religious and holy  attractions where presented. Niche tourism products 
had been illustrated in terms of family vacations and motorsports tourism 
in Greece.  

The next day the conference provided an insight on the response of 
tourism entrepreneurships on niche markets. In addition, it was given 
emphasis on the backpackers market in the way that has been developed 
as a new style of living. An important source of information is the 
contemporary tourism consumption in the spatial and sporadically 
dimensions of tourism developments within the frame of sustainable 
tourism and the exploration on new outbound tourism markets for 
established tourism destinations (i.e. Cyprus and USA). In the second half 
of the day, city tourism was discussed in terms of brochure development 
and the new era of the digitised community. In a different section, village 
development was addressed as a strategic response to niche and peripheral 
tourism planning and development by taking into consideration Malta and 
China.  Risk and safety were discussed with particular emphasis on the 
issues of human trafficking, abnormal behaviour and terrorism. The last 
day of the conference youth and cultural tourism had been presented as 
new forms of consumption and development in the wider context of niche 
tourism. Then, mass tourism as it exists in the Mediterranean region as 
opposed to sustainability in the Alps was illustrated. An important section 
was the issues of creativity and innovation as the remedy for new research 
and development in tourism that will enable the inauguration of new 
products.  

In conclusion, the conference provided a diversified network of 
discussion by taking into consideration real examples from different 
regions. The outcome is that indeed tourism planners, policy makers and 
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entrepreneurs have been realised the negative impacts emanated from the 
up to date tourism development under the definition of mass tourism in 
established destinations. Thus, the future will be more rational in the way 
that popular destination should be re- developed and at the same time 
emerging destination should learn from their mistakes and to promote 
more niche development that will address the needs of the contemporary 
tourists. Mass tourism is unavoidable in the sense that many destinations 
are considered as a must to the majority of the tourism market. However, 
a well planned strategy can spread the tourism development within these 
areas with new products and activities which will provide constructive 
tourism experiences. 
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