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EDITORIAL1 
 

This issue of TOURISMOS contains a collection of articles presented at two 

events organized by the Competence Centre in Tourism Management and 

Tourism Economics (TOMTE) of the Free University of Bozen-Bolzano, 

Italy. Founded in 2008, TOMTE initiates, organizes, promotes and conducts 

research in the areas of tourism management and marketing, tourism 

economics and related areas relevant for the tourism sector, including 

evaluations of the impact of tourism on regional economies and societies. 

The two events organized by TOMTE were held in Bruneck-Brunico, Italy.  

 

The Workshop Advances in Tourism Research took place in September 

2009 and was organized and chaired by Juan Gabriel Brida, Stefan 

Schubert, Linda Osti and Serena Volo. The third annual Consumer Behavior 

in Tourism Symposium (CBTS2010) took place in December 2010 and was 

co-chaired by Serena Volo and Oswin Maurer. Altogether during the two 

events, TOMTE hosted nearly140 tourism management and tourism 

economics scholars from all over the world fostering scientific exchange 

among researchers and practitioners working in the field of tourism 

marketing and management and tourism economics. 

 

Of the papers presented at the two events 16 were considered for inclusion 

into this special issue. Based on scientific quality, relevance and rigor, 

enforced by a double-blind review process, six papers were selected and are 

published herein. The six papers offer a representative sample of the large 

array of research presented at the two events. The following is a summary of 

the papers published in this special issue. 

 

The first paper by Laura Parte Esteban, María Jesús Such Devesa and Pilar 

Alberca Oliver is entitled “Earnings targets in Spanish hotel industry: an 

approximation” and deals with a noteworthy microeconomic and financial 

issue of the tourism industry: earning benchmarks in the hospitality sector. 

The authors provide an in-depth overview of the topic followed by the 

analysis of Spanish hotels exploring the relationship between earning 

benchmarks and small to medium family owned enterprises.  

 

The second paper, entitle “Heritage and tourism: theoretical and empirical 

issues” authored by Tiziana Cuccia and Ilde Rizzo, seeks to provide a broad 
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overview of the phenomenon of cultural tourism. Starting from the concept 

of cultural tourism, the authors continue the paper with an analysis of the 

role of cultural tourism in Italy, and specifically in Sicily, reporting the 

results of empirical studies. The discussion of the data analysis focuses on 

seasonality and the limited benefits that cultural tourism brings to reduce its 

negative impacts. The authors conclude the paper with a policy perspective 

and presenting governance issues, stressing the need for tourism and 

cultural policies to act in a complementary way in order to mitigate tourism 

seasonality through cultural initiatives strictly connected with the local 

existing heritage.  

 

In the third paper, entitled “Elements of corporate governance in tourism 

organizations” Harald Pechlaner, Frieda Raich and Lisa Kofink, report on a 

study conducted among South Tyrolean (Italian), Austrian and Swiss 

tourism organizations on corporate governance practices in day-to-day 

operations. Elements such as effective leadership, application of governance 

tools, and relationships with stakeholders are investigated to determine the 

extent to which corporate governance is established in tourism 

organizations. This paper highlights the weak points in the implementation 

and operation of corporate governance in small and medium-sized 

enterprises such as Alpine tourism organizations, leaving the research open 

to other SME tourism firms such as hotels and local service providers. 

 

In the fourth paper, entitled “Anthropological roots of rural development: a 

culinary tourism case study in Argentina”, Regina Schlüter describes the 

experience of an Argentine town in complementing its rural tourism 

offering with gastronomy to attract visitors. The paper highlights the social 

and cultural dimensions of gastronomy and its role in reinforcing 

communities´ identity. The author concludes by warning tourism 

destinations´ planners of the negative consequences of shifting their 

offerings without thoughtful planning.  

 

The fifth paper entitled, “A multidisciplinary approach on destination image 

construct”, authored by Ana Isabel Rodrigues, Antónia Correia and Metin 

Kozakclearly shows the need for a holistic approach when analyzing 

tourism destination image and to this purpose the authors present an 

integrative theoretical framework of destination image. The paper concludes 

by providing implications for researchers interested in investigating 

destination image beyond disciplines boundaries and by suggesting 

directions to marketers for future closer scrutiny of tourists experiences. 
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The last paper of this special issue is authored by Margarita Payeras, Marta 

Jacob, M. Antonia García, Margalida Alemany, Antoni Alcover, and Lorena 

Martínez-Ribes and is entitled “The yachting charter tourism SWOT: a 

basic analysis to design marketing strategies”. The authors use a SWOT 

approach to analyze yacht tourism on the Balearic Islands. Primary and 

secondary data were used for this research and primary data were gathered 

using a variety of data collection instruments: surveys, focus groups and 

personal interviews. The authors conclude by providing useful insights to 

design and launch strategic marketing actions meant to increase the charter 

industry´s competitiveness.  

 

This collection of articles brings together different aspects of tourism 

marketing and tourism management and contributes to our understanding of 

the growing set of issues relevant to tourism and hospitality science. This 

special issue has been made possible by the dedicated and competent work of 

the contributing authors and the reviewers. For this we express our sincere 

appreciation to the distinguished group of reviewers who provided valuable 

judgments and recommendations to the authors thereby contributing 

significantly to the quality of this special issue. Lastly, we would like to thank 

the associate editor of TOURISMOS, Evangelos Christou, for giving us the 

opportunity to edit and publish this issue and for patiently working with us to 

ensure a high quality result. 

 

Serena Volo, Linda Osti and Oswin Maurer 

Free University of Bozen-Bolzano 

Guest Editors 
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Laura Parte Esteban
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Spanish National University for Distance Education (UNED) 
 

María Jesús Such Devesa 
University of Alcala 

Pilar Alberca Oliver 
Spanish National University for Distance Education (UNED) 

 

 
In this paper, two earnings targets - avoiding losses and earnings decreases - are 

analyzed in Spanish hotel industry. The methodology used as a proxy to earnings 

targets is frequency histograms. Particularly, the existence of a “kink” in the 

distribution of reported earnings around zero is examined. The access to financial 

resources to start or to consolidate expansion policies is an important issue to the 

companies belonging to our sample. This specific scenario allows us to study how 

to reach earnings benchmarks under debt covenant hypothesis. Likewise, Spanish 

tourism sector is characterised by small firms and most of them are governed by 

families. We explore the relationship between earnings benchmarks and this 

particular ownership structure. Finally, we examine the presence of auditors (and 

Big4 auditors) as an earnings quality tool. 

 
Keywords: earnings benchmarks, frequency histograms, Spanish hotel 

industry 

 

JEL Classification: L83, M1, O1 

 

INTRODUCTION 
 

The role that financial information plays in global market is well-

known. The current financial crisis has called to attention to the quality of 

the accounting information reported by firms over the world. The 

transparency of the information available to make appropriate judgments 

about firms‟ performance by investors is an open question.    

Our study focuses on the quality of the financial reporting. 

Particularly, this paper examines earnings benchmark in the Spanish hotel 

industry. The benchmarking literature uses small positive differences 
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between reported earnings and any benchmark as a measure of earnings 

quality. The literature considers three basic earnings benchmarks: report 

small positive profits, report small increases in profits and “meet or beat” 

analysts‟ forecasts (Burgstahler and Dichev 1997; Degeorge et al. 1999; 

Barth et al. 1999; Myers et al. 2007). 

The motivations that managers present to achieve earnings 

benchmark have extensively analyzed. Research documents that firms 

that consistently meet or beat prior period earnings have higher price-

earnings ratios or market-multiples than matched samples (Barth et al. 

1999; Myers et al. 2007). It is also noted that only if firms meet analyst 

expectations consistently, they are rewarded with high stock prices in the 

market (Kasznik and McNichols 2002). In contrast, if firms eventually 

miss a target, they loss immediately the market-reward (Myers et al. 

2007). Recent studies reveal that markets incentives are the most 

important incentive to engage in earnings management. However, bonus 

plans, debt covenant hypothesis and political cost also explain an earning 

management strategy (Watts and Zimmerman 1986).  

Considerable effort was spent on detecting the factors that can 

mitigate earnings management. Factors related to the accounting 

standards quality, the legal structure, the investor rights, the ownership 

equity, the importance and develop of equity markets, the enforcement 

mechanisms and the corporate governance, among others, explain 

different levels of earnings quality (e.g. Leuz et al. 2003). 

This paper focuses on earnings benchmarks using a sample from 

Spanish hotel industry firms for the period 1999-2003. Several reasons 

justify focusing on Spanish hotel industry. Firms belonging to this 

industry are immersed in a growing process over local markets and 

abroad. The access to new financial resources to start, to promote, to 

intensify or to consolidate expansion policies could be a strong 

motivation to manage earnings. Also atomization characterizes Spanish 

hotel industry and that means weaker financial information regulation, at 

least far away from the regulation affecting large and audited firms. 

Finally, to avoid earnings tax paying could be a strong factor to increase 

earnings without limit (Coppens and Peek 2005).  

The scenario provided by hotel industry allows us to design a specific 

study. First, we examine the avoiding losses hypothesis and earnings 

decreases hypothesis. The methodology used is frequency histograms. 

Particularly, the existence of a “kink” in the distribution of reported 

earnings around zero is analyzed (Burgstahler and Dichev, 1997). 

Second, earnings targets are studied in the specific framework faced 

by Spanish hotel industry. The access to financial resources is an 
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important restriction in their expansion abroad. In this context, we use 

leverage as a proxy to debt covenants and we explore if higher leverage 

firms incur more in earnings management than lower leverage firms.  

Third, Spanish hotel firms present a particular ownership structure. 

As well as most of the firms are characterized by a small size, family 

structure is the most predominant form to manage the firm. Our next 

objective is to analyze the association between reaching earnings 

benchmarks and the family‟s governance. 

There are two competing theories about the incentives that 

managerial ownership provides for accounting choices: an entrenchment 

effect and an incentive alignment effect. These two effects predict 

different directions for the association between ownership concentration 

and earnings quality. Entrenchment effect theory suggests that controlling 

shareholders extrapolate private benefits at the expense of minority 

shareholders. In contrast, alignment effect theory suggests that controlling 

shareholders‟ benefits are closely tied to firm value. The evidence on 

which effect dominates is mixed. 

Finally, we examine the association between earnings targets and 

audited-firms versus non-audited firms. Extent research examines the 

auditor function to mitigate earnings management. One of the most 

commonly studied features of auditors are audit firm size. Generally, 

studies support that firms audited by large auditor firms are associated to 

less earnings than firms with non-Big4 auditors (DeAngelo 1981a; 

Krishnan 2003). In this context, the presence of Big 4 auditors is taken 

into account.  

The results show a statistically small number of firms with small 

losses and a statistically large number of firms with small profits. The 

evidence is more accentuated by higher leverage firms. Finally, for non-

audited-firms earnings benchmarks are more pronounced than for audited-

firms. Generally, the results suggest that Spanish hotel industry is concern 

about the earning figure in the financial reporting.  

In this paper we contribute to this literature in two main ways. A 

further contribution of the study is to provide initial evidence on whether 

the phenomenon of avoiding losses and earnings decreases is important in 

a fundamental sector of the Spanish economic activity (more than 12% of 

Gross Domestic Product, 12% of employment and covers around 60% of 

Spanish commercial deficit during 2009). Most previous studies proceed 

from listed companies. Second, this paper provides evidence about the 

relationship between earnings benchmarks and debt covenant hypothesis. 

Also ownership structure and the presence of auditors are analyzed. In 
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sum, this paper provides an initial approximation to earnings benchmarks 

in the Spanish tourist sector.  

The remainder of this paper is organized as follows. Section 2 

discusses prior literature. Section 3 describes the design of our empirical 

research and sample selection. Section 4 discusses the descriptive 

statistics and the findings of our empirical tests, and Section 5 concludes. 

 

LITERATURE REVIEW 
 

Background 
 

The earning quality around the world is still an open question. 

Market‟s regulators (such as Securities Exchange Commission) have 

expressed their concern about the reporting of financial information by 

firms due to their implication for global markets. Earnings are widely 

used as a key performance indicator of business success and stakeholders 

use earning figure to multiple purposes. 

This paper covers earnings benchmark as a measure of earnings 

quality in Spanish hotel industry. Frequency histogram is the most 

common methodology to identify weather managers trying to achieve 

earnings targets. Burgstahler and Dichev (1997) document a “kink” in the 

distribution of reported earnings around zero. They find a statistically 

small number of firms with small losses and a statistically large number 

of firms with small profits. Burgstahler and Dichev (1997) interpret this 

evidence as firms with unmanaged earnings just less than the heuristic 

target of zero intentionally manage earnings just enough to report a small 

profit.  

In the same way, small earnings increases (or avoiding small 

decreases in earnings) are considered as a proxy for earnings 

management. The hypothesis is based on the finding of a statistically 

unusual low number of firms with small decreases in earnings in relation 

to small increases in earnings. Similar predictions are considered for 

meeting or beating the analysts´ forecast. 

Findings of Burgstahler and Dichev (1997) have been documented 

using large samples of firms and selected under different restrictions. For 

example, in US context, Ayers et al. (2006) get some evidence consistent 

with an association between earnings management through the use of 

accruals and these targets. Kerstein and Rai (2007) and Jacob and 

Jorgensen (2007) find that the kink in earnings around zero is strongest in 

the fourth quarter. Donelson et al. (2009) provide direct evidence of an 

association between earnings management and discontinuities in the 
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distribution of analyst forecast errors, earnings changes, and earnings 

levels. 

Not only earnings benchmarks have been documented in local 

samples, but also in samples covering several countries. For example, 

Burgstahler et al. (2006) using a sample of private and public firms from 

13 European Union countries, find that private companies manage 

earnings more which is consistent with less pressure for earnings quality. 

Coppens and Peek (2005) using a sample of private firms in eight 

European countries, find that in absence of capital market pressures, firms 

still have incentives to manage earnings. They argue that private firms 

avoid reporting small losses and tax incentives are a strong factor to 

engage in earnings management.   

Prior literature suggests that meeting or beating targets has positive 

market consequences. Barth et al. (1999) and Myers et al. (2007) notice 

that firms that consistently report earnings increases relative to the prior 

year or relative to the same quarter of the prior year receive a price 

premium. The positive market consequences have risen as one of the most 

important incentive by managers to incur in earnings management.  

The positive accounting theory literature examines management 

motives for making accounting choices (see Watts and Zimmerman 

1986). Incentives such as compensation contracts, debt contracts, and 

political costs explain firms´ accounting choices when there are agency 

costs and information asymmetry.   

Debt covenant hypothesis suggests that firm closer to violating debt 

covenants will make income-increasing accounting choices to avoid 

covenant violations. In this context, Sweeney (1994) provides evidence 

that firms make income-increasing accounting choices as they move 

closer to violating debt covenants. DeFond and Jiambalvo (1994) find that 

working capital accruals are higher in the year prior to the year that a firm 

reports a covenant violation in its annual report. In contrast, DeAngelo et 

al. (1994) find relatively little difference between accruals for firms with 

and without binding covenants. Jiang (2008) finds that firms beating 

earnings benchmarks have (a) better one-year ahead credit ratings; and (b) 

a smaller initial bond yield spread. However, he does not find that 

meeting or beatings reduced cost of debt to matched sample that non-

managing earnings. 

Also the association between firm size and accounting choice 

motivated by political visibility hypothesis has been extensively 

examined. Watts and Zimmerman (1986) argue that large firms will make 

income-decreasing accounting method choices in response to greater 

political/regulatory scrutiny. Mixed evidence has been found in relation to 
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firm‟s size. For example, Moses (1987) finds that firm size and market 

share (marginally) are associated with accounting method changes 

specifically to smooth (as opposed to decrease) earnings. 

The managers´ motivation in Spanish hotel industry to engage in 

earnings management cannot be driven by market factor as only two firms 

are listed. The positive accounting theory can explain accounting choices 

to alter the financial information. Particularly, the internationalization 

process in which Spanish hotel industry is involved in and the problems 

to access to the equity market to finance it induces firms to face the bank-

debt as the most common formula and may explain some earnings 

management conducts.   

 
THE RELATION BETWEEN EARNINGS MANAGEMENT AND 
OWNERSHIP STRUCTURE AND AUDITORS 
 

Spanish tourism sector is characterised by small firms and most of 

them are governed by families. This specific formula to manage firms has 

been analyzed by prior studies. There are two opposite theories about the 

incentives that managerial ownership provides for accounting choices: an 

entrenchment effect and an incentive alignment effect. The former defend 

that controlling shareholders extrapolate private benefits at the expense of 

minority shareholders. In contrast, alignment effect theory suggests that 

controlling shareholders‟ benefits are closely tied to firm value. The 

evidence on which effect dominates is mixed. 

In this context, Ali et al. (2007) argue that family firms (compared to 

non-families firms) face less severe agency problems due to the 

separation of ownership and management, but more severe agency 

problems that arise between controlling and non-controlling shareholders. 

Their finding are consistent with the notion that family firms face less 

severe Type I agency problems and more severe Type II agency problem, 

but overall they face less severe agency problems than non-family firms. 

Less severe agency problems lead to less manipulation of earnings for 

opportunistic reasons and thereby higher earnings quality
i
. 

In sum, in terms of ownership structure and auditors, we are facing 

firms basically controlled by families‟ founders that are involved in more 

severe Type II agency problems and most of them are non-audited firms. 

Finally, audit quality is an important dimension of financial reporting 

quality. Prior literature finds that auditor‟s incentives to report or correct 

errors depend on factors such as litigation risk, reputation costs, and 

auditor independence. For example, large auditors are perceived as being 

more independent (DeAngelo 1981a, 1981b), more experienced, higher 
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industry expertise (Krishnan 2003). It is also documented that Big 4 

auditors are more conservative because they have to protect their brand 

name (DeAngelo 1981a, 1981b; Krishnan 2003).  

Spanish hotel industry is characterized by non-audited firms due to 

the small firms-dimension. The control of the financial information for 

non-audited is not so strict in relation to other firms. This makes easier to 

alter the financial information. 

 

DESING OF THE EMPIRICAL RESEARCH 
 

This paper focuses on earnings benchmarks in Spanish hotel industry. 

We use SABI database (Iberian Balance Sheet Analysis System database) 

to collect financial information about Spanish hotel industry. We obtain 

9,950 observations from 1999 to 2003.  

First, we investigate the hypothesis of avoiding losses and earnings 

decreases. To do that, we focus on net income and changes in net income. 

The methodology used as a proxy to earnings benchmarks is frequency 

histograms. Burgstahler & Dichev (1997) find a discontinuity around the 

zero point in the distribution of earnings (levels and changes). They 

observe a statistically small number of firms with small losses and a 

statistically large number of firms with small profits. This evidence was 

interpreted as management strategy to meet earnings benchmarks. Under 

non-earnings management hypothesis, a smooth distribution of earnings 

around the zero point is expected.  

We expect that the discontinuity at zero is more pronounced when the 

incentives to incur in earnings management increases. To build frequency 

histograms, we use the formula of Degeorge et al. (1999) to compute the 

frequency of observations in each partition of the histogram: 2(q3-q1)/ N-

1/3, where q3 is the third quartile, q1 is the first quartile and N is the 

sample number. This formula is one of the most used in the empirical 

research on earnings benchmarks. The deflators of earnings are assets at 

the beginning of the year. 

Second, as focusing on a particular industry with specific 

characteristics, we choose a possible key incentive to engage in earnings 

management. The access to debt-bank in the expansion process taken by 

Spanish hotel industry is an important issue. Then, we analyze the 

incidence of leverage as proxy to debt covenants in our two earnings 

benchmarks. To conduct our analysis, we split the sample according to 

the level of leverage and we examine the discontinuity in frequency 

histograms at zero point. We predict that high leverage firms could have 
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strong incentive to engage in earnings targets against the low leverage 

firms. 

Third, we examine the ownership structure of Spanish hotel industry 

in reaching the earnings benchmarks. It could be noted that Spanish 

tourism sector is characterised by small firms and most of them are 

governed by families. The database provides information related to four 

types of owners: family, financial company, industrial company or a 

combination of them. We split the sample in two segments: family 

ownership and mixed ownership. As prior evidence present mixed 

evidence about the relation between family structure and earnings 

management, we do not predict any direction related managerial 

ownership.  

Finally, it is assumed that firms that report audited financial 

statement, voluntary o mandatory, and high quality auditors (i.e., Big 4 

auditors) will influence on earnings quality by constraining earnings 

management and persuading clients to report economic losses in a timely 

fashion. This paper introduces the presence of auditors as a control of 

earnings management. Specifically, we split the sample according to 

audited-firms and non-audited firms. We expect that audited-firms present 

less earnings management than non-audited firms. Also, we divide the 

sample by Big-4 auditors and non-Big4 auditors. We predict that Big 4 

auditor
ii 

contribute to mitigate earnings management.  

Several critics are spilt around the identification to earnings 

management using frequency histograms. Dechow et al. (2003) find no 

relation between critical intervals and the use of discretionary accruals to 

achieve the benchmarks. Durtschi and Easton (2005 & 2009) suggest that 

the kink is due to statistical and sample bias. Holland (2004) considers 

necessary the use of different interval widths to make sure about the 

discontinuity. We considered this concern and we used different deflators 

and different interval widths as a control to frequency histograms. 

 
FINDINGS 
 

Table 1 shows the descriptive statistical. In Panel A, we can see that 

the mean of net income deflated by asset at the beginning of the year is 

0.053, the mean of changes in net income deflated by asset at the 

beginning of the year is -0.009 and the mean of leverage is 0.5371. Panel 

B shows that 18.37% of the companies (1,462) present losses in net 

income against 81.63% of the companies (6,498) that present profits in 

net income. We can observe that 51.9% (4,133) report decreases in 

earnings as opposed to the 48.08% (3,827) that report increases in 
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earnings. The descriptive statistical analysis reveals that reporting 

earnings increases is not as relevant as reporting profits.   

Panel C reports the ownership structure of the Spanish hotels firms. It 

is noted that the introduction of this variable in our study entails an 

important reduction of the observations due to the database did not 

provide all the information. We can see that family ownership (36.44%) is 

dominant in Spanish hotel firms, followed by mixed shareholding 

structure (family, industrial or financial firms). Comparing profitable 

firms with non-profitable firms, it can be observed that family ownership 

involved in firm control is the usual way to manage Spanish hotel firms 

(31.01%) or they can be managed by a combination of family, industrial 

or financial firms (26.01%). We use this segmentation to test the 

incidence of ownership structure on the earnings benchmarks. 

The information related to audit (Aud) shows that 2,260 firms 

(28.39%) are audited-firms as opposite to 5,700 firms (71.61%) that are 

non-audited-firms (Panel C, last column). The presence of Big4 auditors 

are only 9.45% (Panel C, last column). It is noted that profitable firms are 

more audited than non-profitable firms.  

Table 2 shows the earnings distribution of net income building under 

different assumptions. In Panel A, net income is deflated by assets at the 

beginning of the year and the interval widths are calculated by Degeorge 

et al. (1999). Both frequency histograms present a kink at zero point being 

more pronounced in net income levels than in earnings changes. The 

significance of this irregularity is confirmed by a statistical test (p < 0). 

Panels B and C (Table 2) show some controls over histograms 

frequency. In Panel B, we follow the indication of Burgstahler and 

Dichev (1997) and Holland (2004) in order to determinate the interval 

widths. The interval widths are 0.01 for net income and 0.005 for changes 

in net income. The earnings‟ deflator is assets at the beginning of the 

year. In Panel C we do not use any deflator as previous paper showed that 

can generate a bias in earnings distributions. The interval widths are 

determinate using Degeorge et al‟s formula. 

All figures present a kink at zero point being more pronounced in net 

income levels than in earnings changes. The significance of this 

irregularity is confirmed by a statistical test (p < 0). The evidence 

indicates that avoiding loss hypothesis is more relevant to Spanish hotel 

industry than avoiding decrease in earnings. It is also noted that the 

interval widths and the deflator used generate differences in earnings 

distribution. 
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Table 1 Statistical descriptive 
 

Panel A: Basic statistical descriptive 

 
 

Panel B: Losses and Decreases in net income (NI) 

 
 

Panel C: Ownership structure and audit 

 
Note: NI is net income deflated by asset at the beginning of the year (NI/ATt-1); ΔNI is the 

change in net income deflated by asset at the beginning (ΔNI/ATt-1); Leverage (Lev) is 
calculated as Total Debt / Assets  

 

 

mean median std. dev. q1 q3

NI 0.0530 0.0360 0.1362 0.0063 0.0887

ΔNI -0.0009 -0.0014 0.1340 0.0204 -0.0260

Lev 0.5371 0.5530 0.2738 0.3056 0.7641

n % n % Total

NI 1,462 0.1837 6,498 0.8163 7,960

Δ NI 4,133 0.5192 3,827 0.4808 7,960

NI < 0 NI > 0 

n % n % n %

Financial 76 0.0150 264 0.0521 340 0.0670

Industrial 263 0.0519 949 0.1871 1,212 0.2390

Familiar 275 0.0542 1,573 0.3101 1,848 0.3644

Mixed 353 0.0696 1,319 0.2601 1,672 0.3297

967 0.1907 4,105 0.8093 5,072 100%

Audited 459 0.0577 1,801 0.2263 2,260 0.2839

Non-audited 1,003 0.1260 4,697 0.5901 5,700 0.7161

1,462 0.1837 6,498 0.8163 7,960 100%

Big4 207 0.0260 545 0.0685 752 0.0945

Non-Big4 252 0.0317 1,256 0.1578 1,508 0.1894

459 0.0577 1,801 0.2263 2,260 0.2839

NI < 0 NI > 0 Total 
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Table 2 Frequency histograms (net income) 
 

Panel A: Net income distribution. Interval widths using Degeorge et al.´s 

(1999) formula  

NI/ATt-1    ΔNI/ATt-1 

   
 

Panel B: Net income distribution. Interval widths 0.01 for net income and 

0.005 for changes in net income 

NI/ATt-1    ΔNI/ATt-1  
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Panel C: Net income distribution (undeflated). Interval widths using 

Degeorge et al.´s (1999) formula 

NI (Undeflated)    ΔNI (Undeflated)  

  

 
The histograms were generated from a data pool of 9,950 observations. The interval 

widths, following the Degeorge et al.´s (1999) formula, are 0.0083 for NI and 0.0047 for 
ΔNI (figures reported on Panel A); 0.01 for NI and 0.005 for ΔNI (figures reported on Panel 

B) and 24.94 for NI and 10.81 for ΔNI (figures reported on Panel C). We report two 

standardized differences: the first number corresponds to Burgstahler and Dichev´s (1997) 
formula and the second one correspond to Beaver et al.´s (2007) formula. The standardized 

differences in the interval immediately to right to zero are 9.23 and 8.41 for NI and 4.88 and 

4.39 for ΔNI for figures reported on Panel A; 9.96 and 9.00 for NI and 5.00 and 4.51for ΔNI 
for figures reported on Panel B.  

 

Table 3 presents earnings distribution of net income constrained by 

level of leverage. The quartile measure is used to split the sample in low 

and high leverage. Panel A reveals that the discontinuity at zero point is 

more accused in firms with higher leverage. Particularly, the kink is only 

statistical significant (p < 0.01) for firms with higher leverage. The 

difference between both regions tested by Chi-square is statistically 

significant (p < 0.01).  

Panel B shows similar results for changes in earnings distributions. 

The discontinuity at zero point disappears for lower leverage firms and 

the discontinuity at zero point is statistical significant (p < 0.01) for firms 

0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

12.0%

14.0%

16.0%

-2
49

.4
-2

24
.5

-1
99

.5
-1

74
.6

-1
49

.6
-1

24
.7

-9
9.

8
-7

4.
8

-4
9.

9
-2

4.
9

0.
0

24
.9

49
.9

74
.8

99
.8

12
4.

7
14

9.
6

17
4.

6
19

9.
5

22
4.

5
24

9.
4

27
4.

4
29

9.
3

32
4.

2
34

9.
2

37
4.

1
39

9.
1

42
4.

0
44

8.
9

0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

12.0%

-1
19

.0
-1

08
.2

-9
7.

4
-8

6.
5

-7
5.

7
-6

4.
9

-5
4.

1
-4

3.
3

-3
2.

5
-2

1.
6

-1
0.

8
0.

0
10

.8
21

.6
32

.5
43

.3
54

.1
64

.9
75

.7
86

.5
97

.4
10

8.
2

11
9.

0
12

9.
8

14
0.

6
15

1.
5

16
2.

3



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 6, Number 3, Winter 2011, pp. 13-36 

UDC: 338.48+640(050) 

 25 

with higher leverage. The difference in two regions tested by Chi-square 

is statistically significant (p < 0.01). 

The evidence suggests that higher leverage firms achieve earnings 

benchmarks more frequently than lower leverage firms. Particularly, firms 

with higher leverage prefer to report small profits and increases in 

earnings against the opposite situation (small losses and small decreases 

in earnings). In the annex (Table 6) similar evidence is shown using 

interval widths of 0.01 for net income levels and 0.005 for changes in net 

income. 

 

Table 3 Frequency histograms (net income) constrained by 
leverage 

 

Panel A: Net Income distribution (NI/ATt-1) 

Debt ratio (q1)   Debt ratio (q3)  
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Panel B: Changes in Net Income distribution (ΔNI/ATt-1) 

Debt ratio (q1)   Debt ratio (q3)  

  

 
The histograms are generated from 1,990 observations. Panel A shows net income 

distributions (NI/ATt-1). Panel B represents changes in net income distributions (ΔNI/ATt-

1). The frequency histogram on the left represents low leverage firms (Debt ratio < quartile 
1) and the frequency histogram on the right represents high leverage firms (Debt ratio > 

quartile 3).   

The interval widths are calculated following the Degeorge et al.´s (1999) formula. In 
Panel A, the interval widths are 0.016 for NI and 0.008 for ΔNI. In Panel B, the interval 

widths are 0.008 for both NI and ΔNI. In a sensitivity analysis, frequency histograms are 

built using another two measures (mean and median) to discriminate between high and low 
leverage firms. Similar results are obtained. 

 

Table 4 reports the incidence of ownership structure in reaching the 

earnings benchmarks (levels and changes). As we explained, the database 

used in this study provides limited-information related to the owners of 

the firms. The introduction of this variable produces a sample-reduction 

(see Table 1, statistical descriptive). 

In Table 4, we can see that the discontinuity of earnings distribution 

in earnings level as well as in earnings changes is more accentuated in 

family structure than in others ownership structures. In the annex, Table 7 

shows similar results using the alternative interval widths. This evidence 

must be interpreted with caution due the difficulties found when picking 

up the data.  
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Table 5 (Panels A and B) reports the relation between earnings 

benchmarks and the presence of auditors in the financial statements. It is 

noted that the discontinuity in net income (levels and changes) for non-

audited firms is bigger than for audited-firms. This evidence can be 

interpreted such as auditors provide quality to earnings.  

Finally, Panels C and D (Table 5) present the relation between 

earnings benchmarks and the presence of Big 4 auditors. It is noted that 

Big 4 produce mixed results. As the discontinuity in net income decreases 

under Big 4 auditors, the evidence using changes in net income is not as 

evident. Further exam is required. Table 8 (annex) shows similar results 

using the alternative interval.  

 

Table 4 Frequency histograms (net income) and ownership 
structure  

 

Panel A: Net Income distribution (NI/ATt-1) 

Familiar     Mixed 
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Panel B: Changes in Net Income distribution (ΔNI/ATt-1) 

Familiar     Mixed 

   

 
The histograms are generated from 1,848 observations for family structure and 1,672 

observations for mixed structure. Panel A shows net income distributions (NI/ATt-1). Panel 

B represents changes in net income distributions (ΔNI/ATt-1). 

The interval widths are calculated following the Degeorge et al.´s (1999) formula. In Panel 

A, the interval widths are 0.0125 for family structure and 0.0141 for mixed structure. In 

Panel B, the interval widths are 0.007 for family structure and 0.008 for mixed structure.  
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Table 5 Frequency histograms (net income) and the presence of 
auditorsiii  

 
Panel A: Net Income distribution (NI/ATt-1) 

Audited-firms    Non-audited firms  
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Panel B: Changes in Net Income distribution (ΔNI/ATt-1) 

Audited-firms    Non-audited firms  
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Panel C: Net Income distribution (NI/ATt-1) 

Big 4 auditors    Non Big 4 auditors   
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Panel D: Changes in Net Income distribution (ΔNI/ATt-1) 

Big 4 auditors    Non Big 4 auditors   
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management are more pronounced in firms with high leverage ratios than 

in firms with low leverage ratios.  

Interesting results are found between achieving the benchmarks and 

the ownership structure. No differences have been found between family 

owners and mixed owners. This result must be interpreted with caution 

due the difficulties in obtaining the data related to ownership structure. 

Finally, it is noted that auditors provide quality to the financial reporting. 

Non-audited firms engage in more earnings management.  

This paper examines one of the most controversial subjects 

nowadays. The quality of the financial information concerns to a large 

number of stakeholders due to their importance to take decisions in global 

markets. This paper supports the hypothesis that managers are not 

indifferent when facing earnings figures. It is noted that there is a 

preference to report small profits against small losses and it is more 

pronounced under certain incentives.  
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ENDNOTES 

                                                           
 
i Ali et al. (2007) explain that there are two main types of agency problems in 

public corporations. The first type of agency problem arises from the separation of 

ownership and management (Type I agency problem). The separation of corporate 

managers from shareholders may lead to managers not acting in the best interest 

of the shareholders. The second type of agency problem arises from conflicts 

between controlling and non-controlling shareholders (Type II agency problem). 

Controlling shareholders may seek private benefits at the expense of non-

controlling shareholders. 
ii We use the term Big 4 throughout this paper to refer to Deloitte Touche 

Tohmatsu, Ernst & Young, KPMG, and PricewaterhouseCoopers. But Big 4 

included Arthur Andersen before 2002. 
iii In Panels A and C, frequency histograms are generated from 1,462 observations 

for audited-firms and 6,462 observations for non-audited firms. In Panels B and C, 

frequency histograms are generated from 752 observations for Big 4 auditors and 

590 observations for non-Big 4 auditors. The interval widths are calculated 

following the Degeorge et al.´s (1999) formula. In Panel A, the interval widths are 

0.0136 for NI and 0.0121 for ΔNI. In Panel B, the interval widths are 0.018 for NI 

and 0,008 for ΔNI. In Panel C, the interval widths are 0.007 for both NI and ΔNI. 

In Panel D, the interval widths are 0.011 for NI and 0.009 for ΔNI. 
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It is a common opinion that culture and tourism are strictly complementary 

activities because of the positive externalities that culture generates on tourism. In 

this paper, we aim at evaluating this common opinion. Firstly, we explore the 

concept of cultural tourism and the different definitions provided in the literature; 

secondly, we show the role that cultural tourism can play in Italy and particularly 

in Sicily, reporting the main results of some empirical studies, and finally we 

analyse the related policy implications. From this point of view, it is worth 

exploring how different institutional arrangements are able to deal with the 

vertical and horizontal fragmentation of competencies and to offer solutions for 

the governance of the interaction of the different actors (public, private, no profit) 

in order to enhance the above mentioned positive externalities. 

 
Keywords: Tourism, Culture, Heritage, Seasonality 

 

JEL Classification: L83, M1, O1 

 

INTRODUCTION 
 

It is a common opinion that culture and tourism are strictly 

complementary activities, that is, the improvements in the cultural sector 

would generate positive externalities on the tourism sector. 

The concept of cultural tourism is elusive. Currently, very different 

definitions of cultural tourism are available going from a very strict one, 

that identifies cultural tourism with the visitors of museum and 

archaeological sites, to a very large one that is not able to distinguish 

cultural tourism from any other tourism experience (ICOMOS, 2002). 

Both of these definitions are not satisfying to capture the peculiarities of 

this kind of tourism: to our purposes, for cultural tourism we mainly refer 
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to the former definition, though including not only tangible but also 

intangible heritage. 

As Bonet (2003) outlines, cultural tourism has recently developed as 

a consequence of the evolution of the tourist industry, facing the 

saturation of the previous model, based on a limited number of tourist 

attractions (sunny beaches or big cities)  and pointing toward the 

exploitation of a more competitive market.  Cultural destinations may 

attract a wide range of tourist demand, offering a motivation to choose a 

site or to spend more time in it.  

From the macroeconomic point of view, great attention is paid to the 

potential beneficial economic effects of tourism on economic growth, 

measured both in terms of income and employment. However, these 

effects cannot be taken for granted, crucially depending, among the other 

thinks, on the links established between the tourist sector and the local 

economy, so that tourist expenditure can produce its multiplier effects 

(evidence is contradictory; see, for instance, Sequeira and Campos, 2005, 

and Bellini et al., 2007).  The potential economic effects produced by 

cultural tourists might be even greater, provided that their demand seems 

to be more individually oriented and locally based and,  as some surveys 

show (e.g. Centro Studi Europa Inform, 2004), they spend on average 

more than other tourists, though caution should be used in such 

quantitative evaluations. Alongside the potential benefits, the costs of 

tourism – in terms of  its  sustainability and of its effects on the 

maintenance of cultural diversity– cannot be disregarded (Streeten, 2006). 

The crucial issue is to find “the right balance between encouraging the 

expansion of cultural tourism and safeguarding heritage sites and 

monuments by keeping the volume of tourists to heritage travel 

destination areas to within optimum sustainable limits” (Europa Nostra, 

2006).  

In this paper, we aim at evaluating to what extent these externalities 

arise, considering some peculiar aspects of cultural tourism in Italy  and 

some empirical pieces of evidence concerning selected tourism 

destinations in Sicily where tangible and intangible cultural endowment 

plays a relevant role.  

The quantitative dimension of cultural tourism in Italy is described 

reporting the official data supplied by the Italian Statistics Office 

(ISTAT), that registers the tourism flows in art cities. We report the 

empirical evidence on the selected Sicilian tourism destinations and we 

focus on the role of cultural tourism in lessening seasonality. 

 Eventually, we derive some policy implications for the governance 

of the cultural sector, using  Sicily as a case study.  
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CULTURAL TOURISM IN ITALY: SOME DATA 
 

Available data show that cultural tourism – e.g. people consuming 

cultural services while travelling (though culture was not necessarily the 

primary motivation for travelling) – is an increasing world phenomenon. 

According to Europa Nostra (2006), more than 50% of tourism in Europe 

is driven by cultural heritage. Different surveys (e.g., Centro Studi Europa 

Inform, 2004) show that cultural tourists are well educated, with income 

above the average and less oriented, than the general tourist, toward 

organised forms of tourism. There is also a tendency toward a  

“dispersion of visitors among different cultural attraction types in the 

destination, and in particular a shift from „heritage‟ attractions towards 

„arts‟ attractions.” (Geser, 2007). 

Recent analyses (Touring Club Italia, 2007a and De Carlo and 

Dubini, 2008) outline some characteristics of cultural tourism in Italy, in 

line with international trends. 

Official statistics  provided by the Italian Statistical Office (ISTAT)  

show that in 2005, more than 29 million out of 88 million of arrivals  

(33.5% of the total) were registered in the arts cities. Therefore, in terms 

of arrivals, cultural tourism has the highest market share, better than the 

seaside tourism (22.8%); in terms of overnight stays, cultural tourism has 

the second market share (24.3%), behind the seaside tourism (31.6%) 

(Touring Club Italia, 2007a). The share of foreign tourists is higher in the 

arts cities (33.5%) than in the seaside destinations (23.9%).  

In the period 2000-2005, the stays of tourists in the arts cities 

increased about 10 per cent while the stays of tourists in the seaside 

destinations declined (-2.7%) even if, in 2005, the average stay in the 

seaside destinations (5.5 days) is still higher than in the arts cities (2.9 

days); the overall tourism stays increased by about 3%. A peculiar feature 

is that cultural tourists not only visit the "superstar" arts cities (Rome, 

Florence, Venice, Naples), the ones that any tourist first coming in Italy 

cannot miss, but  also the “minor” arts cities that are spread all over the 

country, where "minor" stands for small size and worse accessibility but 

no value judgement on their cultural endowment is implied.  

In the period 2000-2005, tourist presence, as measured by stays, in 

both superstar and minor art cities increased (respectively by +11% and 

8%) and, except in 2005, the rate of growth is higher in the minor arts 

cities than in the superstars (De Carlo and Dubini, 2008). Foreign tourists 

are more concentrated in the superstars while domestic tourists prefer the 

minor ones though this tendency is slowly changing; foreign presence in 

the “minor” arts cities increased more than in the superstar cities (+ 
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22.7%  and +12.8%). 40% of foreign tourists expenditure is in the 

superstar arts cities while the other 60%  is in the minor ones. 

The increasing domestic and foreign demand towards the minor arts 

cities has some policy implications which will be investigated.   

An additional aspect of the cultural destinations has to be considered; 

namely their role in reducing the  seasonality in tourism flows.  

 

THE ECONOMIC RELEVANCE OF SEASONALITY IN TOURISM 
 

Seasonality is a physiological feature of tourism that sometimes can 

assume pathological dimension. It can be defined as "the temporal 

imbalance in the phenomenon of tourism, which may be expressed in 

terms of dimensions of such elements as numbers of visitors, expenditure 

of visitors, traffic on highways and other forms of transportation, 

employment and admissions to attractions" (Butler, 2001). 

Seasonality is affected by causes that are out of the control of the 

decision-makers (natural causes, such as climatic factors) and causes  that 

are partially controlled by decision-makers (institutional causes, such as 

school holidays schedule, planning and scheduling of festival and cultural 

events); the role of individual preferences cannot be either totally 

disregarded (bandwagon effects, persistence of habits) (Lundtorp et al., 

2001). 

Moreover, the patterns of seasonality of a tourism destination is not 

stable but it can change over time according to the life cycle of the 

destination: new tourism destinations  differ from mature tourism 

destinations (Rossellò Nadal et al, 2004).  

From an economic point of view, seasonality has relevant effects on 

local economic systems as far as transport, traffic, public service 

congestion and labour market are concerned and generates private and 

social costs.      

All the economic agents in the tourism sector pay a private cost: the 

producers receive a more volatile and lower return on their investments; 

the workers suffer because of the seasonal demand of labour and long 

periods of unemployment; the final consumers –both tourist and 

residents– pay higher prices for any kind of good and service in the peak 

season.  

The social costs of seasonality concern: the peak season congestion 

of local public utilities, such as water supply, waste management and 

transportation; the unsustainable pressure of tourism that can overcome 

the carrying capacity of the tourism destination and cause irreversible 

intra-generational and inter-generational damages.  
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Therefore, it would be important for policy-makers: (i) determining 

the optimal degree of seasonality, on the grounds of a preliminary 

analysis of the carrying capacity of the local destinations (through 

Benefit- Cost-Analysis or Environmental Impact Valuation as Candela 

and Castellani, 2007 suggest); (ii) promoting different types of tourism 

such as cultural tourism that could help lessening seasonality. 

 

THE SEASONALITY IN SOME SELECTED DESTINATIONS IN 
SICILY 
 

It is a common assumption that cultural tourism is less seasonal than 

other forms of tourism; in this section we try to evaluate such an 

assumption using Sicily as a case study.  

We base on an analysis on some selected destinations in Sicily (see 

Cuccia and Rizzo, 2011). The destinations have been selected on the basis 

of both their geographical location and cultural and natural endowment 

assuming that these features determine the type of tourism that they 

potentially attract.    

 The selected destinations are: Agrigento, Siracusa, Taormina, Piazza 

Armerina, Caltagirone and the Aeolian Islands. Particularly, apart from 

Taormina, that is an international tourism destination known for its 

cultural heritage as well as for its seaside, all the other destinations are 

included in the World Heritage List (WHL) and therefore they are top 

cultural and natural destinations. However, Agrigento and Siracusa are  

located near the sea while Piazza Armerina and Caltagirone are located in 

the inner Sicily and their tourism attractiveness depend only on  cultural 

heritage; Aeolian Islands, that are also included in the WHL as a natural 

site, can be considered an extreme case of "pure" sun and sea destination 

for their geographical location.  

We analyse ISTAT monthly data, over the period January 1998 to 

December 2006, concerning tourist presence in the above mentioned 

Sicilian destinations, and compare them with regional and national data. 

There are significant differences among the selected destinations as 

far as tourism flows dimension and accommodation infrastructures are 

concerned: Taormina, Siracusa, Agrigento together with the Aeolian 

Islands register a larger average monthly presence and accommodation 

capacity than Caltagirone and Piazza Armerina; Taormina has the largest 

tourism flow and the highest share of foreign tourism flows that are 

usually less seasonal than the domestic one, because of the different 

institutional framework that influences their holiday plans (and this will 

help to explain some features emerging in the following analysis). 
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Moreover, even if over the period 2000-2006, the dimension of hotels 

and extra hotel accommodation has been increasing, because of Regional 

governments support to  the tourism industry, the difference in terms of 

accommodation capacity among the destinations considered persists. For 

instance, the number of beds in hotels almost doubled in Siracusa and 

Piazza Armerina, respectively from 2,549 beds in 2000 to 4,965 in 2006 

and from 185 beds in 2000 to 461 in 2006.  However, Piazza Armerina 

has a limited accommodation capacity yet. 

 
EMPIRICAL EVIDENCE  
 

In the literature on seasonality in tourism, many measures have been 

considered (see e.g. Lundtorp, 2001). We mainly consider two classes of 

measures: descriptive statistics indicators (seasonality ratio, seasonality 

intensity, Gini index, etc.) and time-series property and regression 

analysis. This latter class considers the presence of tourists in each month 

of the years analysed as the combination of trend, cycle, seasonal and 

residual components.  

 

Figure 1a Month-year graph of the presence in Italy 

 
Note: E+07 means 10,000,000. 

 

To disentangle these components, different procedures are available. 
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in the selected Sicilian destinations and compare the results with the 

analogous regional and national seasonal data in the considered period 

1998-2006 using, among the available procedures, Census X-12 ARIMA 

program, provided by U.S. Census Bureau. In this paper, we report the 

graph representation of the series at hand (see Figures 1 and 2). 

 

Figure1b Month-year graph of the presence in Sicily 
 

 

Cuccia and Rizzo (2011) show that Italy and Sicily have quite similar 

seasonality in tourism, with a peak in summer season, that seems to be a 

little bit less important in Sicily than in Italy; the difference between the 

peak summer season and the shoulder seasons (spring and autumn) is 

smaller in Sicily than in Italy. However, seasonality is stable in Italy and 

increasing in Sicily as we can see in the monthly trend over the 

considered period (see Fig.1a and  Fig.1b). 
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Figure 2 Month-year graphs on the presence in the six 
destinations selected 
 

a) Aeolian Islands 

 
 

b) Agrigento 
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c) Taormina 

d) Siracusa 
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Moreover,  the difference between the August peak and the other 

summer and shoulder months is lower in Taormina than in Sicily 

(see Fig.1b and Fig.2c). A tentative explanation might be the above 

mentioned high presence of foreign tourists whose flow is less 

seasonal than the domestic tourism. The seasonal component in 

Siracusa is increasing, and the seasonality of Piazza Armerina is 

typical of most cultural sites in Italy and in Sicily, considering its 

climatic conditions, with the highest peak in April and May. 

Caltagirone, located in the inner Sicily, well- known not only for 

its tangible cultural capital but also for its intangible cultural 

capital (an ancient tradition of artistic ceramics) has the lowest 

seasonality and the dynamics of the seasonal factors over the 

period is rather stable (see Fig.2.f). 

 
 

e) Piazza Armerina 
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f) Caltagirone 

 

SEASONALITY AND CULTURAL TOURISM 
 

Some conclusions on the relation between cultural tourism and 

seasonality come from the empirical study mentioned above. 

In first approximation, we can say that where the cultural heritage 

does not represent the main attraction of a destination, seasonality does 

exist.  

The almost "compulsory" destinations for tourists in Sicily 

(Taormina, Siracusa and Agrigento), where very important pieces of 

Sicilian cultural heritage can be visited, suffer seasonality. Their location 

on the coast or very close to the sea attracts tourists more interested in 

seaside and bathing than in cultural visits. Even if they have a larger 

dimension in terms of average monthly tourism flows and in terms of 

accommodation capacity, the private local operators of the sector seem to 

be not interested in paying off the high fixed investments in the 

accommodation capacity that have been recently done, adopting price 

strategies or promoting common cultural initiatives exploiting the local 

cultural heritage, that in the case of Siracusa and Agrigento is also 

protected by Unesco.  

Cultural heritage contributes only marginally to reduce seasonality: 

in Taormina  the high season is longer and in  Agrigento  the peaks are 

not only in August but also in April and May (see Fig.2b and Fig.2c). 

Even worse, Siracusa shows an increasing seasonality, the main 

attractiveness of this destination still being the seaside.  In other words, 

empirical evidence shows that “superstar” heritage does not allow to 

overcome the problem of seasonality in tourism and the listing of the 
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World Heritage sites by Unesco is not effective for tourism purposes. 

Therefore, the analysis on these destinations can also give some 

indications on the present and vivid debate on the role that the inclusion 

in the WHL can play in promoting tourism and local development (Yang 

et al., 2010, Cellini, 2011, Frey and Steiner, 2010).     

Seasonality is for sure less relevant in the second group of 

destinations, including the inner and “minor” (for local size and 

accommodation capacity)  cultural destinations of Piazza Armerina and 

Caltagirone. However, Piazza Armerina, where another “superstar” 

cultural heritage is located ("Villa del Casale"), presents a more marked 

seasonality than Caltagirone:  there is an increasing –though not 

significant– degree of seasonality  but the peak months in April and May 

suggest that its attractiveness is based on culture. Therefore, a tentative 

conclusion is that “superstar” heritage is less effective in reducing 

seasonality than “minor” heritage spread in the historical centres of the art 

cities. Particularly, Caltagirone is characterised as a cultural destination 

and is in the WHL not for the presence of  a single top monument like 

Villa del Casale in Piazza Armerina but for the Baroque style of the 

churches and buildings in the historical centre that are vivified by the 

main traditional artisans production of artistic ceramics and by the 

temporary cultural events that are organised during the year. Therefore, it 

is not the presence of a top monument that makes a destination a cultural 

destination. It is more the mixed of tangible and intangible cultural 

heritage and the awareness of the local community to possess this unique 

capital that creates a “cultural atmosphere” and makes a destination a 

cultural destination.     

Moreover, we observe that the inner cultural destinations, that 

register a lower seasonality, do not benefit from the presence of summer 

tourists that want to combine beach tourism and cultural tourism. The 

potential complementarity between different forms of tourism seems to be 

not fully exploited, a tentative explanation being that there is a lack of 

coordination between tourism and cultural policies (see below).  

Therefore, the increasing tourism role of the “minor” arts cities and 

especially of the cultural atmosphere has to be taken in account by the 

policy-makers in the promotion of cultural tourism destinations and can 

be used as a tool to reduce seasonality.  

 
A POLICY PERSPECTIVE 
 

The above empirical evidence suggests that there is room for 

government intervention to foster cultural tourism and that the planning 
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of a series of local initiatives during the year, that can represent different 

aspects of culture in an anthropological meaning, can generate a positive 

externality on tourism, reducing the negative impacts of seasonality. In 

what follows, we try to look at cultural policies in the area of cultural 

tourism (see Rizzo and Throsby, 2006), using Sicily as a case study. In 

Sicily, the Regional Government is fully responsible for cultural policies 

enjoying a wider degree of autonomy than any other Region in Italy (the 

various dimension of such an autonomy are investigated  by Rizzo and 

Towse, 2002). 

 To orientate Government action it can be useful to recall some basic 

facts. Firstly,  cultural supply consists  of many different  resources, 

requiring different policy measures: built heritage  (archaeological sites, 

museums, historical buildings, etc), ranging from superstar to minor 

heritage, historical sites (with historical, literary significance), performing 

arts (theatrical performances, concerts, dance, festivals), visual arts and 

exhibitions, intangible heritage (traditions, religious practices, 

representations, expressions, knowledge, skills).   

Secondly, minor art cities play an increasing role but face  problems 

of accessibility,  accommodation capacity and financial capacity  

compared to the superstar art cities which must be considered. 

Thirdly, the existence of cultural resources can be considered a 

necessary but not a sufficient condition for cultural tourism. Cultural 

heritage can be a powerful input (a resource to foster economic 

development through adequate forms of cultural tourism) only if cultural 

heritage as output of a public policy is sustainable, i.e. if policy-makers, 

being aware of the existing constraints and potentialities, enhance the 

economic effects of heritage planning cultural initiatives that help to 

create a "cultural atmosphere" in the destination.  

To do so a common and co-ordinate action of policy-makers of 

different layers of government (regional, provincial and municipal)  is 

needed in different fields: tourism, culture, public works, infrastructures  

and formation.      

In Sicily, the Regional Government has identified “the valorisation of 

cultural tourism and the inclusion of heritage in an integrated tourist 

supply” as a strategic area of Regional policy (Regione Siciliana, 2007) as 

well as the promotion of the minor tourism destinations to overcome 

seasonality but these general statements are not met by the identification 

of more specific objectives nor by indicators to measure policy 

performance. 

Indeed, reality goes in the opposite direction: though the aggregate 

image of Sicily is mainly based on archaeology and arts (49%) and 
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“Sicilian identity” (18%) its tourist image is still essentially based on the 

sea as the empirical evidence on the selected destinations confirm 

(Regione Siciliana, 2001).  The consequences for cultural tourism can be 

easily forecasted: for example,  looking at the “superstars”, in the list of 

the 30 most visited Italian sites and museums, the only one Sicilian entry, 

Piazza Armerina, is 17th (Touring Club Italia, 2007b).  

A tentative explanation could be that in Sicily the supply of cultural 

heritage services is not designed to be demand oriented and to attract 

visitors. Museums, historical buildings and archaeological sites are 

publicly owned and mostly run directly by the public sector; an 

alternative model, widespread in the Anglo-Saxon world, is based on 

public provision, i.e. on the contracting out of cultural heritage services to 

private suppliers (for a closer investigation of the implications of the two 

models for cultural policies, see Peacock and Rizzo, 2008).  In Italy, 

directors/curators enjoy a very scarce managerial autonomy, as far as 

admission ticket prices or opening hours are concerned, not to speak of 

personnel management. They are not subjected to any well defined and 

measurable objective set up by the funding authority (see Pignataro, 

2002), and are more inclined to pursuit their own objectives, such as 

prestige and reputation, rather than cultural outputs with educational as 

well as entertainment content, aimed at attracting visitors. The use of 

multimedia information systems appears to be very limited and 

instructions are often scanty. Therefore, the needed co-ordination among 

all the subjects that can concur to create the cultural atmosphere in the 

destinations is not easy to organise. However, according to the empirical 

evidence, this is the only way for cultural heritage to help the tourism 

sector to lessen seasonality. Indeed,   as it happens in Piazza Armerina, 

there is no evidence of any effort to promote neither a minimum level of 

cultural experience, developing user friendly services (booking, audio-

guide, guided tours, etc.) to induce or to facilitate the visit and/or the 

overall tourist experience nor to activate any form of community 

communication to receive feedback and suggestions from the public. This 

is relevant in the perspective of cultural tourism; in fact, as Greffe (2006) 

outlines, visitors do not demand only services but an “experience” which 

implies participation  (not just a visit) as well as an active role rather than  

just “value for money”.  

Moreover, the above mentioned institutional features affect the 

composition of the heritage services supply in the sense of reducing  the 

potential role of private and non-profit actors and, therefore, the overall 

dimension and the diversification of cultural supply. Private and non-

profit actors, in fact,  can contribute to the production of cultural heritage 
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services in many ways, going from the financial support to the donation in 

kind as expressed by the individual voluntary work employed in the 

cultural production.  

The direct voluntary involvement of the individuals in the production 

of  heritage services can be effective to spread cultural tourism in minor 

destinations, to manage the heritage in a sustainable way, which is closely 

routed in the local communities (e.g. retired persons interested in 

domestic history), and to offer a wide range of cultural products able to 

meet different types of visitors demand.  

The features of the decision-making process and of the actors 

involved affect the use of regulation to determine the stock of cultural 

heritage, both in quantitative and qualitative terms, and its capability of 

becoming a “resource” for local development (Rizzo, 2003). A 

conservationist stance of the Heritage Authority, that sets restrictions on 

the use of buildings (i.e., banning performing cultural events) and the way 

in which restoration and re-use is carried out, might undermine the 

possibility of restoring and revitalising historical centres and of 

transforming them into a “resource” for local development. It might be 

argued that a conservationist stance might be perceived as a “signal” of 

quality, therefore attracting cultural tourists mainly interested in quality. 

However, the extent of such an effect, in reality, does not seem strong 

enough to balance the above mentioned shortcomings and reduces the 

effectiveness of built heritage to lessen tourism seasonality. 

 

GOVERNANCE ISSUES 
 

The above analysis suggests  some governance issues.  Many public 

and private actors are involved in the promotion of a destination basing 

on its tangible and intangible capital and the dialogue among them  is 

needed to overcome:  

 vertical fragmentation (between central vs/ local 

government);  

 horizontal fragmentation (among the actors at each level and 

among professions).  

The outcome of the decision-making process is affected by the 

coexistence of different layers of government with overlapping, though 

different competences, implying the vertical fragmentation of the 

decision-making process. The existing distribution of functions in Sicily 

offers an example of the occurrence of such a phenomenon; no 

institutional links have been established between the Regional heritage 

authorities and local authorities even though their powers of regulating 
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heritage conservation have important implications on the cultural tourism 

policies carried out at local level.  To overcome such a situation a greater 

public participation at local level is needed, so that the benefits and costs 

of heritage policies can be fully evaluated, and enlarging the role of local 

communities can offer a possible solution when the intervention of the 

higher level of government is not motivated by the internalization of 

spillovers.    

 Whenever heritage ownership within a city belongs to different  

actors, the possibility of offering an integrated fruition crucially depends 

on the degree of coordination within the area; for instance, in Sicily 

churches play a mayor role in the overall heritage supply but their 

management is outside the scope of the local public decision-maker and, 

therefore, unless a coordination is reached (through agreements and/or 

financial incentives) their fruition might be prevented.  In other words, a 

cultural product cannot be offered and the higher stability of the tourism 

flows that seems to characterise cultural tourism cannot be pursued.   

Overcoming fragmentation is necessary to develop networks and 

itineraries which turns to be a crucial tool for the enlargement and 

qualification of supply and enhance minor arts cities where, according to 

the empirical evidence previously reported,  the tourism presence are less 

seasonal than in the superstar cultural destinations. With respect to  Italy, 

for instance,  empirical evidence shows that cultural tourism has not 

increased everywhere  but only where projects of valorisation have been 

activated based on the enlargement and the qualification of supply 

(Federculture, 2006); even “superstars” as  Paestum in Campania, or the 

Bronzes of Riace in Calabria by themselves are not suitable to generate a 

significant cultural tourism development.  

Coordination is needed to favour the creation of “nets”, involving 

also private producers, for instance in the field of performing arts, visual 

arts, handicrafts -  which can be helpful in the attempt to throw light on 

the history of tourism destinations (Cuccia, 2004).  For example, visitors 

might be offered a “package” including visiting of minor arts cities and/or 

the attendance at performances which might take place in historical 

buildings or archaeological sites, exhibitions, ateliers and so on, which 

has to be planned in advance and adequately publicized.  

 These policies turn to be easier to promote if decisions are taken by 

one decision-maker,  while transaction costs will be higher if an 

agreement has to be reached time by time among the different actors. As 

Cuccia and Rizzo (2011) point out, different solutions can be undertaken: 

independent public agencies, no-profit foundations, associations of local 

governments are some of the possible solutions offered by institutional 
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engineering; on the grounds of the considerations developed above, what 

matters is the identification of clear objectives and  incentives to foster  

the accountability toward stakeholders.  

The allocation of the public resources for cultural initiatives should 

be planned in advance to maximize the tourism return and each 

destination will be considered for its specialization. These forms of 

coordination might be useful to overcome the tendency toward 

competition at local level, producing overlapping supplies on a very small 

scale of production, an example being the excess of performing arts in 

summer.   

The  institutional features of cultural public institutions  in Sicily 

make not easy to overcome fragmentation and to develop fruitful 

coordinated strategies; in fact, there is no evidence of any active policy 

aimed at coordinating the efforts of the regional administration and of the 

museums‟ managers for a better distribution of visitors among the 

different sites, nor to involve other actors to enlarge the scope (Rizzo, 

2004).  

More room for positive innovative approaches arises in different 

fields: for instance, in connection with intangible heritage, food & wine 

routes can be an example. The construction of the cultural identity of a 

destination, not only for tourism purposes, must be based on the 

participation of the local community and the Unesco certification of the 

relevance of a monument or a site is not effective without the involvement 

of the local public and private actors that directly or indirectly can benefit 

from it. Tourism and cultural policies should act in a complementary way 

to design a common project of local development if policy-makers want 

to mitigate the tourism seasonality through cultural initiatives strictly 

connected with their built heritage. 

 

CONCLUDING REMARKS 
 

In this paper we have analysed the potential role of arts towns to 

foster cultural tourism and overcome tourism seasonality.  

To reach this objective, tourism and cultural policies design  requires 

long term strategic planning. To face such a challenge the promotion of 

community awareness is widely advocated. As the ICOMOS  Charter 

(1999) outlines, “The involvement and co-operation of local and/or 

indigenous community representatives, conservationists, tourism 

operators, property owners, policy makers, those preparing national 

development plans and site managers is necessary to achieve a 
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sustainable tourism industry and enhance the protection of heritage 

resources for future generations. in cultural tourism sustainability.” 

In particular, as the empirical evidence shows that the tourism flows 

in the selected destinations in Sicily are less seasonal in the “minor” arts 

towns, located in the inner Sicily and characterised by a small size and 

accommodation capacity, complementarities have to be developed 

between different tourism destinations with the creation of coherent 

itineraries and institutional arrangements.  We have also stressed that 

overcoming fragmentation of levels of government is necessary to favour 

the creation of nets, involving private and public producers of tourism and 

cultural goods and services.  
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Tourism organizations used to be central players when it came to destination 

management. However, demands from the market — but also from local 

stakeholders — have changed significantly, both in form and content. One 

approach to further develop and professionalize tourism organizations is to apply 

the concept of corporate governance. It offers organizations a set of instruments 

to govern, control and monitor themselves, and enables the implementation of 

previously defined structures and standards. This article analyzes whether 

selected elements of corporate governance are applied in tourism organizations in 

the Alps, and what characteristics these elements offer. Our results show that 

tourism organizations are aware of the selected corporate governance elements, 

and even of their potential, but the degree and extent of their application so far 

has been rather poor. 

 
Keywords: corporate governance, tourism organizations, professionalization, 

destination management 

 

JEL Classification: L83, M1, O1 

 

INTRODUCTION 
 

Tourism organizations have hitherto acted as important protagonists 

in the preparation and marketing of competitive service packages for 

tourists — a function now called destination management. Offers that can 

be booked by guests comprise a combination of products from various 

service providers, which are coordinated in this context, but which also 

place different demands on destination management (Pechlaner & Raich, 

2005). These claims on destination management have changed 
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significantly in recent years, by both customers (demand side) and by 

local stakeholders (for example, the organizations’ members — supply 

side). Such changed requirements involve actual tourist offers, but over 

the years, customers’ wishes have changed. A much greater variety of 

offers exist today, which demand common responses and strategies from 

all players in the tourism sector. Changes in administration and increasing 

expectations of the entrepreneurial competency of tourism organizations 

have become a decisive factor. Nowadays, continual innovation and 

development are part of a tourism manager’s repertoire, and represent 

major challenges. These are particularly evident in Alpine tourism, which 

is traditionally structured in small units (Pechlaner & Tschurtschenthaler, 

2003, Pechlaner & Raich, 2005). Inter alia, these challenges include: 

 professionalization of tourism organizations (for example, 

employees’ entrepreneurial, linguistic and technical skills, 

improvement of the flow of work, strengthening of 

communication and dialogue) 

 strategic thinking and acting, in addition to operative tasks 

 anchoring of the organization, but also of the tourism products 

themselves, in the region 

 development of human resources in the organizations 

 interaction, or even cross-linking, with other industries in order 

to create integrated offers 

 innovative product development. 

Competitive destinations will soon need perfectly managed, locally 

legitimized and accepted tourism organizations, and these must turn what 

was once basic administration into a true strategic development of the 

destination.  

In order to meet these challenges, several strategies have been 

applied in recent years. In addition to widespread entrepreneurial 

consolidation through mergers, corporate governance is another possible 

new approach. Corporate governance offers a range of tools for the 

efficient and effective control and management of the owner-manager 

organization, including the ability to measure its efficiency and 

implement certain structures and standards (see Sheikh & Rees, 1995; 

Jürgens, 2006). 

This paper discusses the application of certain elements of the 

corporate governance approach in tourism organizations (see Beritelli et 

al., 2007). Using an empirical analysis, which is based on the theoretical 

background of the following chapter, we discuss and analyze selected 

aspects of corporate governance from the viewpoint of tourism 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 6, Number 3, Winter 2011, pp. 57-76 

UDC: 338.48+640(050) 

 59 

organizations. Figure 1 explains the different types of governance in 

tourism, depending on the different institutional contexts. 

 

Figure 1 Governance in tourism 
 

 
Tourism organizations are understood as destination management 

organizations (DMOs) responsible for the overall management of the 

cooperatively produced tourist services within a destination (Bieger, 

2002: 72; and regarding the evolution of tourism organizations in the 

Alpine region, see Pechlaner & Tschurtschenthaler, 2003). We chose a 

focus on tourism organizations as DMOs because the tourist product is 

understood as an integrated service package (Bieger, 2002: 65). The 

various services are peripherally produced by different actors, and tourism 

organizations act as the primary collective management in this context; 

they therefore serve as strategic actors covering the entire destination with 

their activities. The empirical findings from our study provide a novel 

insight into the topic of corporate governance in tourism organizations 

and extend the existing literature to formulate a new approach. 

 

Corporate Governance 
 

Corporate governance is an approach for business management (and 

the improvement thereof) which has been applied to various problems in 
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recent years. The method was particularly relevant to the increase of real 

net output for the shareholders of companies in the event of poor 

performance, as well as the restoration of bonds of trust between investors 

and crisis-ridden markets (Mallin, 2003). 

The objective of corporate governance is an arrangement of an 

organization’s management that will maintain the balance of 

responsibility, expertise and control in its different bodies (Malik, 2002). 

Thus, an organization’s value for its shareholders and stakeholders should 

be permanently increased (Müller, 2003). In spite of varying definitions 

of corporate governance, several areas of activity and starting points are 

common to most definitions (Mallin, 2003: 1): 

 systems of control within the company 

 relationships between the company’s board/shareholders/

stakeholders 

 the company being managed in the interests of the shareholders 

(stakeholders) 

 greater transparency and accountability to enable users of 

corporate information to determine whether the business is being 

managed in a way that they consider appropriate. 

The measures defined in the context of corporate governance can be 

mandatory for organizations and employees (for example, through in-

company rules or legal requirements), but they can also be put into effect 

and applied voluntarily. 

Among other things, the effects of ―good corporate governance‖ 

materialize in the assessment of the organization by the market and 

customers, increasing financial efficiency and increasing confidence on 

the part of the stakeholders (Kleinschmidt, 2007). Subsequently, good 

governance also results in the maximization of benefits for the society as 

a whole through the entrepreneurial activity (OECD, 1999; Newell & 

Wilson, 2002). Discussion in the economics literature has already dealt 

with the question of the correct definition of ―good corporate governance‖ 

for some time, but no universally applicable formula exists for the 

implementation of corporate governance by companies and organizations. 

The success of corporate governance depends principally on 

company-specific qualities, such as the business approach, the structure of 

the organization, or the skills and abilities of management and employees, 

as well as their cooperation and interplay. In the context of governance 

research and management consultancy, we can deduce several core 

elements and general settings that have a positive influence on a 

company’s corporate governance if applied successfully (see Van den 

Berghe & de Ridder, 1999). One of the first and most comprehensive 
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compilations of the elements of good corporate governance is found in the 

OECD’s Principles of Corporate Governance (OECD, 1999). These 

elements affect companies’ implementation of corporate governance as 

well as national institutions in the development of the general settings for 

corporate governance. The following points describe the central tenets of 

good corporate governance. 

 

Effective Leadership of the Company 

The main task of corporate management is to define a corporation’s 

principal development strategy (Carcello, 2009), because the future need 

for action is more important than the proclamation of goals already 

accomplished (Tecker et al., 2002). In addition to purely business 

administrative objectives, this involves meeting the responsibility and 

accountability of the corporation to third parties, including shareholders, 

stakeholders, society and so on (McDonough, 2002; Carcello, 2009). The 

responsibility for leadership in this context can be shared between several 

board members and stakeholders — but also with employees (Caudron, 

2002). 

 

Effective Management 

The task of good management is to make everyday decisions in the 

corporation to facilitate the achievement of the corporate management’s 

long-term objectives and strategies (McDonough, 2002; Carcello, 2009). 

Therefore, these objectives are accompanied by short- and medium-term 

measures to achieve certain goals, for example, financial planning 

(Bieger, 2002: 109). 

 

Controlling and Monitoring 

In addition to the set goals, the implementation of strategic corporate 

planning requires mechanisms for the measurement of the firm’s 

operational performance, but also for the control of business decisions. 

The latter is part of a responsible risk management. Good corporate 

governance also includes transparent announcements about the control’s 

positive (as well as negative) results (Felton & Watson, 2002; Mallin, 

2006). Controlling and auditing can be provided by external experts (see 

Marnet, 2008). 

 

Application of Governance Tools 

One of the central elements of leadership is a clearly defined and 

viable business strategy, the long-term vision of which should be the 

creation of lasting value for stakeholders (Mobius, 2001). A clear strategy 
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shows how the development and application of core competencies can be 

used to generate competitive advantages, but the control of the 

organization’s bodies can also be seen as a governance tool. In addition, 

in-company statutes representing the corporation’s internal and external 

code of values and conduct can also be applied. 

 

The Corporation’s Code of Values and Conduct 

In addition to process-oriented aspects of corporate governance, 

several value-oriented approaches are also available for action. Among 

the objectives is the achievement of a change of behaviour at the 

management level, but also by all employees, which can influence the 

entire corporate culture in the long term (Tecker et al., 2002; Jürgens, 

2006). This includes, for example, transparency in the company’s 

communication, in order to create a bond of trust with the stakeholders; 

but it also includes an organization’s responsibility to society and/or 

territory (see Donaldson & Preston, 1995). Apart from external relations, 

the values also concern the dialogue with an organization’s own 

employees, including, among others, the cultivation and utilization of the 

existing intellectual capital for the benefit of the organization (see Vinten, 

2001). 

 

Knowing and Tending to Stakeholders 

Companies and organizations have several different stakeholders, 

often with very different interests in the company (see Freeman, 1984). 

As well as the actual shareholders or stockholders, there are a company’s 

customers, its own employees, local politics, the society at large and 

many more interested parties (Donaldson & Preston, 1995). This social 

and economic network must be taken into account in the company’s 

communications and activities in order to maintain the loyalty of the 

stakeholders (Siebart, 2006). 

 

Corporate Governance in Tourism Organizations 
 

The corporate governance approach has, until now, mainly been 

applied to big corporations listed on the stock exchange, because 

corporations with governing boards and a large number of shareholders 

have the corresponding structures in which the approach of corporate 

governance is seen to be effective. In contrast, tourism organizations, as 

corporations, are characterized by several exceptional factors that allow 

the application of the corporate governance approach only with certain 

modifications (see Bieger, 2002: 97–99). Therefore, the following 
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discussion focuses on corporate governance in small and medium-sized 

business (see OECD, 2006; Van den Berghe, 2002).  

In contrast to big corporations, for example, most tourism 

organizations have very flat hierarchies, comprising only the management 

level and clerical assistants. Therefore, responsibility and control can only 

be distributed among different levels of management to a very limited 

extent. In addition, tourism organizations and their bodies are sometimes 

organized in a rather decentralized way. The goal is to be close to the 

customer (that is, the guest), which requires the tourism organization’s 

presence across its entire territory. However, this territory may not always 

be clearly defined. 

Generally, private, profit-oriented corporations have clear and 

measurable goals, such as value adding and profit. In contrast, tourism 

organizations are mostly nonprofit in nature, but are still expected to 

achieve the highest benefit possible for their members. They must also 

maximize benefits for other stakeholders too; for example, the public at 

the destination. Simultaneously, all these members/stakeholders expect to 

increase their own profits through the performance of the tourism 

organization. However, measuring or assessing the services for members 

(and the destination) is extremely difficult, for example, marketing or 

representation of interests in terms of efficiency. Therefore, corporate 

governance in nonprofit organizations should focus more on the 

effectiveness of the organization (Siebart, 2006). This spotlight poses 

difficulties for realizing effective performance monitoring of the 

organization as well as strategic corporate planning in the context of 

corporate governance, which in turn produces problems of legitimization. 

Ultimately, tourism organizations are (financially) dependent on public 

contributions, and hence also on administration and politics. However, 

public sponsoring bodies are also the same entities that attach ever more 

importance to an efficient application of funds which are rules compliant 

(Siebart, 2006). Other stakeholders, such as members or the local 

population, rarely represent homogeneous requirements/claims, which 

significantly limits the overriding tourism organizations’ entrepreneurial 

freedom of action. Therefore, the coordination of these requirements and 

claims requires a high degree of communication and intention to 

cooperate. 

The implementation of certain elements of corporate governance 

mentioned above gives tourism organizations the opportunity to practise 

transparency in its dealing with its members, but also with guests and 

other stakeholders, in order to foster and present the values of the 

destination, and regain stakeholders’ trust. Thus the future role of tourism 
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organizations as central protagonists and partners of destination 

management is again legitimized. 

 

Objective and Method of the Study 
 

This study seeks to determine whether certain elements of corporate 

governance are already established in the procedures and patterns in 

tourism organizations’ operations, and how pronounced these elements 

already are. This focus is underpinned by whether corporate governance 

(from the tourism organizations’ perspective) represents a suitable 

instrument to overcome future challenges more successfully. The present 

study surveys the state of  corporate governance in tourism organizations 

to determine the strengths and weaknesses evident in its implementation. 

The paper paints a comprehensive picture of corporate governance in 

tourism organizations by drawing on an empirical analysis, formulated 

through the following research questions: 

1. What is the awareness level about the usefulness of single 

elements of corporate governance in tourism organizations? 

2. Which elements of corporate governance are already being used 

in tourism organizations, and to what extent? 

The results of this study identify the current level of implementation 

of elements of corporate governance in tourism organizations, and also 

assess the individual elements of corporate governance from a practical 

perspective. The results deal with the following elements of corporate 

governance: 1) effective leadership of the tourism organization, 2) 

application of governance tools and 3) knowing and tending to 

stakeholders. 

The study was realized via an empirical survey of tourism managers 

in october 2008. We developed a questionnaire based on a literature 

review and four workshops with tourism managers in South Tyrol. We 

identified tourism managers as respondents because they are particularly 

familiar with the structures and procedures within tourism organizations 

and are central actors in implementing the various elements of corporate 

governance. In this respect, an advantage was the amalgamation of 

tourism managers in associations. These associations helped facilitate 

initial contacts and the distribution of the questionnaire. The persons 

approached included the members of the associations of tourism 

managers in Austria, Switzerland and South Tyrol, Italy, thereby covering 

large parts of the Alpine region. In questioning tourism managers, our 

survey also investigated awareness and sensitivity about the pertinent 

issues among the primary respondents in this study. The results were 
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presented and discussed with tourism managers’ associations in a 

workshop in september 2009.  

The survey was carried out using an online questionnaire, a 

procedure identified as appropriate by the tourism managers’ associations, 

because the internet was used as primary communication tool. The 

assessment was based on a five-point Likert scale, and the poll covered 

530 people. The rate of return was 46 respondents (19.7%) for 

Switzerland, 55 respondents (22%) for Austria and 26 respondents (55%) 

for South Tyrol. However, we recognize that the actual assessments of the 

elements of corporate governance are often missing (on average: South 

Tyrol −23%, Austria −34% and Switzerland −34%). 

 

RESULTS OF THE EMPIRIC STUDY 
 

A majority of the responding tourism managers came from regions 

where tourism is of significant importance to the regional economy. For 

52.8 per cent of them, tourism was an important factor for the economy in 

their region. The assessment of tourism’s importance amounted to an 

average of 4.18 (where 1 = insignificant; 5 = important). The members of 

the tourism organizations mostly came from the tourism sector, and 

61.9 per cent of the tourism managers specified this industry. Another 

industry represented very strongly was the retail sector. In 50.8 per cent of 

the tourism organizations, retailers were represented as members of the 

organization, followed by craft (36.5%) and other services (34.9%). 

Agriculture played a comparatively insignificant part: in this survey it was 

only a member of 28.6 per cent of the tourism organizations. Local 

authorities and industry were also mentioned as other members. We were 

not able to ascertain a clear tendency regarding members’ interests. The 

average assessment amounted to 2.94 (on a scale where 1 = different; 5 = 

similar). The influence of the tourism organizations on their members 

produced an average of 3.17 (where 1 = insufficient; 5 = very good). In 

this respect, determining either a clear positive or negative tendency was 

unachievable. On average, slightly more positive values were given for 

South Tyrol (3.23) and for Switzerland (3.30). For 21.3 per cent of the 

responding tourism organizations, valuated by their tourism managers, 

their members stated that they were willing to stand up for the tourism 

organization and support the organization’s objectives. However, a 

majority of tourism organizations (76.4 per cent) stated that they only felt 

supported by their members in certain cases. 
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Figure 2 Tasks of the Tourism Organization 
 

 
 

From the respondents’ comments, we can infer that the tourism 

organizations believed that the traditional areas of activity are still their 

most important and primary tasks (see Figure 2). The two tasks judged as 

most important and prevalent amongst the respondents from Switzerland 

and Austria remained destination marketing and traditional guest relations 

and entertainment. However, organizational tasks were also signified as 

being of great importance. In South Tyrol the priority of marketing was 

judged as being of lower importance compared with guest relations and 

organization. Product development came fourth in all three regions. 

Except for Switzerland, strategic planning and quality assurance were 

reported as playing a comparatively insignificant role, compared to the 

other markers. 

 

Effective Leadership of the tourism organization 
 

The management of most tourism organizations involved in the 

survey reported that they had a management board (75.6% in Austria, 

87.9% in Switzerland, 100% in South Tyrol). Except for Austria, tourism 

presidents (Austria: 4.9%) and tourism directors (Austria: 29.3%) were 

represented quite well in their organizations’ management levels (see 

Figure 3).  
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Figure 3 Management bodies in tourism organizations 
 

 
 

The cooperation between the various bodies received an average 

assessment of 3.88 (where 1 = insufficient; 5 = very good). With an 

average of 4.18, this cooperation ranked a little better in Switzerland 

(South Tyrol: 3.76; Austria: 3.71). The most deciding factor for the 

success of the tourism organization was, according to the respondents, a 

competent and qualified management. This factor was considered the 

most important in all three countries, with an average assessment of 

between 4.38 and 4.68 (where 1 = irrelevant; 5 = decisive). In Austria, 

other very important factors were given as the destination brand (4.53) 

and the level of innovation (4.34). In addition to the level of innovation 

(4.42), in Switzerland, communications with various sectors of industry 

(4.10) were also stated as being very important. Further factors for 

success for a tourism organization, as seen by South Tyrolean tourism 

managers were the integration of members (4.05) and communications 

with various sectors of industry (4.00). 

South Tyrolean tourism managers reported that they were most 

satisfied with their governing bodies when it came to representation and 

dealing with members’ interests (see Figure 4). With a rating of 4.05 

(where 1 = insufficient, 5 = very good), the results for this country also 

showed the highest average overall satisfaction. In contrast, Austrian and 

Swiss results, on average, showed the highest satisfaction with 

representational duties (Switzerland: 4.00; Austria: 4.03). The 
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development and management of networks and relationships was also 

judged quite positively. Regarding representation and management of 

networks, the rankings from all countries were almost identical. The 

development and implementation of strategies received lower grades 

(between 3.24 and 3.82). A majority of the tourism managers indicated 

that they were quite dissatisfied with the evaluation of risks. The average 

rankings given for these tasks amounted to only 3.09 for Switzerland and 

2.81 for Austria and South Tyrol. 

 

Figure 4 Task Fulfillment by the Management and Executive 
Board 

 

 
 

In order to analyze whether the satisfaction with task fulfilment by 

management and executive board was related to the overall valuation of 

the tourism organization, was implemented a linear regression (method 

enter). The management tasks were used as independent variables; 

whereas the valuation of the tourism organizations were generally used by 

their managers as dependent variables. 

The quality of fulfilment of certain management tasks had a 

significant influence on the overall valuation of the tourism organization 

by tourism managers (see Table 1). The greatest influence on the overall 

assessment of the tourism organizations was given as the quality of 

representation (β = 0.300), but satisfaction with the development of 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 6, Number 3, Winter 2011, pp. 57-76 

UDC: 338.48+640(050) 

 69 

strategies by management and executive board (β = 0.284) also influenced 

the overall valuation of the tourism organizations, as well as the 

satisfaction of tourism managers with the consideration of member 

interests (β = 0.234). For the other management task variables, we 

identified no statistically significant influence. 

 

Table 1 Regression analysis: Influence of task fulfilment by tourism 
organizations on the overall valuation of the tourism organizations 

 

Factor 

Unstandardized 

coefficients 

Standardized 

coefficients 

t Sig. 

B Std. 

error 

Beta 

Representation .189 .075 .300 2.518 .014 

Development of 

strategies 

.192 .091 .284 2.105 .039 

Dealing with 

member interests 

.138 .068 .234 2.029 .046 

Regression analysis, method enter. 

r square = 0.424; adjusted r square  = 0.366. 

Level of significance set to < 0.05. 

 

Application of Governance Tools 
 

The definition of measurable objectives is part of most tourism 

organizations’ style of leadership. Tourism organizations that declared 

they worked with measurable goals for their strategic planning amounted 

to 89.7 per cent of Austrian, 84.4 per cent of Swiss and 80.0 per cent of 

South Tyrolean organizations. However, the reported degree of objective 

accomplishment was only monitored in significantly fewer organizations. 

This essential task was only carried out in 63.6 per cent of Austrian 

tourism organizations, and in Switzerland (54.3%) and South Tyrol 

(53.8%) the percentage was even lower. 

The traditional instrument — the marketing plan — was reported as 

having been used most frequently in Switzerland (4.58) and in Austria 

(4.41) (where 1 = never; 5 = regularly — see Figure 5). In addition, 

tourism organizations in Switzerland reported very frequently use of an 

actual business strategy (4.41) or short-term planning (4.31) to 

demonstrate the organization’s direction. In Austria the marketing plan 

was followed by short-term planning (4.33) and cost accounting (4.10) as 

important tools of business management. 
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Figure 5 Frequency of Utilization of selected Governance Tools 
 

 
 

In South Tyrol’s tourism organizations cost accounting (4.11) and 

short-term planning (4.10) were the tools most cited as being used 

frequently for administrative tasks. Those figures aside, only the Swiss 

tourism organizations stated that they also worked with leadership 

instruments such as visions (4.14) or in-house statutes (4.09). These two 

instruments were used less frequently in South Tyrol and Austria. In most 

tourism organizations in all three countries, directed, long-term planning 

(Switzerland 3.78; Austria 3.74; South Tyrol 3.85) and controlling 

(Switzerland 3.69; Austria 3.38; South Tyrol 3.55) featured as having less 

important roles, and were not used as management techniques or 

instruments very often. 

 

Knowing and Tending to Stakeholders 
 

Regarding tourism organizations’ stakeholders, the results from 

Switzerland, Austria and South Tyrol produced a quite heterogeneous 

picture. The priorities set for the cooperation with different stakeholders 

were particularly varied (see Figure 6). 
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Figure 6 Cooperation with the Stakeholders of Tourism 
Organizations 

 

 
 

Our results indicate that the networking tasks of tourism 

organizations centre on the actual tourism sector. Relationships with 

guests, members and local politics and the press were stated to be 

cultivated by more than half of all organizations. Noticeable in South 

Tyrol and Austria was the cooperation reported with the organizations’ 

own members. Guests and local politicians were deemed very important 

in this respect; whereas in Swiss tourism organizations, the main contact 

persons comprised political representatives and the media. Also 

noteworthy is that Swiss respondents indicated that they informed and 

kept in touch with the local population as important aspects of 

networking, which contrasted with the lower ranking of this measure 

accorded by Austrian and South Tyrol respondents. 

Cooperation with players from other sectors was reported as being 

less common in all three countries. Fewer than half the respondents 

indicated that they thought of the representatives of other industries as 

being stakeholders in their own activity. Apart from the tourism business, 

the main contacts of the Swiss tourism organizations were found in the 

retail sector and, in some cases, in other services; whereas for Austria and 

South Tyrol, one of the most relevant contact groups besides the tourism 
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sector was agriculture. The craft business was reported as playing the 

most insignificant role for the tourism organizations in all three countries. 

 

CONCLUSIONS 
 

In view of the elements of corporate governance investigated in this 

study, we can conclude that certain individual aspects have not yet been 

particularly relevant to the working areas in the tourism organizations of 

Switzerland, Austria and South Tyrol. So far, the selected elements of 

corporate governance have not been of particular importance for the 

organizations’ day-to-day business operations. The studied tourism 

organizations were mainly active in their traditional fields of activity, 

such as guest relations and marketing. Regarding these fields, tourism 

managers indicated that they were satisfied with the performance of their 

executive bodies for the most part. Other activities, which should control 

the organization itself and might therefore indicate new areas for action in 

the short term, have been somewhat neglected till now. In order to apply 

corporate governance successfully as an effective approach in tourism 

organizations, enforcing strategic planning, especially concerning the 

organization’s own objectives concerning market development — but also 

pertaining to the internal flow of work —is essential. This requirement is 

also reflected in the management techniques applied. 

The managerial spectrum of the tourism organizations studied was 

dominated by short- to medium-term instruments that were mainly aimed 

at the market. Hitherto, the connection with internal resources and 

competencies (as well as the embodiment of values prevailing in the long 

term in the framework of constitutions or articles of incorporation and 

visions) have been underestimated, and therefore also under-represented, 

in research. 

Cooperation with the identified stakeholders has previously focused 

on the traditional protagonists in the tourism sector: organizations have 

been networking primarily with their members and guests. However, 

support by members has only been provided to some extent, rendering the 

authority of the tourism organizations even more uncertain. Apart from 

the members, protagonists capable of influencing the tourism 

organizations’ work through power and financing have been the top 

priority for networking, including, above all, local political groups and the 

media. 

Strategic cooperation with other industries has hitherto been pursued 

reluctantly — if at all. Generally, any contacts cultivated with other 

industries have concerned economic sectors that were either affected by 
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tourism or benefited from it. One reason for very limited relations with 

other industries stated by respondents was that the (retail) sector and craft, 

in particular, were already represented in most tourism organizations, and 

therefore were not looked upon as external stakeholders. 

Agriculture was consistently underrepresented as a stakeholder of the 

tourism organizations. Regarding the production and use of local 

agricultural products, but above all, concerning the significance of farm 

holidays (particularly in South Tyrol and Austria), we recommend that 

agriculture be taken into account as a partner.  

The assessments and statements of tourism managers from 

Switzerland, Austria and South Tyrol were quite similar. Swiss 

organizations were an exception with respect to certain elements: in 

Switzerland several elements of corporate governance had already been 

taken into consideration to a greater extent, compared to the other two 

countries. For example, Switzerland’s tourism organizations were 

working on their corporations’ strategic planning. Similarly, they worked 

more often with management techniques for the longer term, activities 

which were not based on purely operational facts, but also on social 

values and responsibility. 

On a national level, different systems were applied for the realization 

of the corporate governance approach. In the three countries analyzed, 

different perspectives were evident regarding what role corporations 

should play in the national economy, and how these industries should be 

financed (Thienpont, 2003). On the one hand, this concerns the structure 

and organization of the individual corporations where the corporate 

governance approach is practised. On the other hand, the administrative 

and statutory conditions in the respective countries strongly influence the 

form of the implementation of corporate governance (Gedajlovic & 

Shapiro, 1998). 

The tourism managers questioned in this study came from different 

countries. Therefore, the varying interpretations and assessments of the 

governance elements tested here may also be ascribed to differing 

understandings of corporate governance in the respective countries. This 

could also constitute a limiting factor for this study, because the 

statements from the tourism managers relied precisely on those 

potentially differing general conditions and understandings. 

This study gives a novel insight into the question of corporate 

governance in tourism organizations in traditional destinations. Further 

research is needed in order to gain a better understanding of the causality 

between management bodies on one side and the tasks of tourism 

organizations on the other. Such an investigation could verify whether 
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good corporate governance forms the requisite of an efficient and 

effective governance of destination networks. 

Our study demonstrates that corporate governance is an issue for 

today’s tourism organizations. Its potential for fostering and further 

developing tourism organizations, including increasing stakeholder 

confidence, is already being realized by the central actors. 

Empirical surveys such as this highlight weak points in the practical 

implementation and operation of corporate governance in small and 

medium enterprises in general, and in tourism organizations in particular. 

The theories covered and discussed offer approaches for individual 

enterprises to overcome these weak points.  

Finally, the findings of this study can be transferred to micro family-

owned and family-managed enterprises in tourism, such as hotels or local 

service providers. Corporate governance can be employed successfully as 

a tool for these enterprises to increase their professionalism and improve 

their management skills, leading to stronger competitiveness in times of 

globalization and the expansion of large corporations in tourism. In this 

respect, tourism organizations which successfully implement corporate 

governance elements might act as models and facilitators for other 

individual enterprises. 
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ANTHROPOLOGICAL ROOTS OF RURAL 
DEVELOPMENT: A CULINARY TOURISM CASE 

STUDY IN ARGENTINA 
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Rural tourism is gaining new fans all the time, especially in those countries that 

have not been blessed with the natural resources necessary for a beach holiday 

industry, or that don't have a sufficiently significant cultural heritage to generate 

large waves of tourists. However the peacefulness of the countryside, the 

communing with nature and the chance to indulge in some traditional rural 

activities are not enough for a lot of people. As a result, people are increasingly 

turning to gastronomy as an important complement of this type of tourism and as 

a means of promoting rural development by offering traditional cuisine to 

tourists. This paper sets out a brief description of this phenomenon based on a 

study conducted in Tomás Jofré, in Argentina, of the risks which a tourist 

strategy, apparently risk-free and without any negative consequences, can create 

for a tourist destination. 

 
Keywords: rural development, culinary tourism, impacts, Argentina 

JEL Classification: L83, M1, O1 

 
INTRODUCTION 
 

This paper considers the relationship between rural tourism and 

gastronomy, based on a study conducted in the outskirts of the city of 

Buenos Aires, Argentina and centred on the self-styled "gastronomic hub" 

of Tomás Jofré. The aim of this study was to determine the impact that 

food tourism can have on a destination where rural tourism already exists. 

Rural tourism is not a new phenomenon, but academic interest in its 

study is relatively recent. Among the pioneering works it is worth 

mentioning those of Rödling (1974; 1975) who published a two-volume 

study of tourism in rural German establishments from the perspectives of 

both the tourist and the service provider. Since the work was not widely 

published in other languages, an excellent reference for later study was 

lost. Other early works restricted themselves to subjects such as the 
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analysis of visits to establishments offering participation in open-air 

activities in a rural setting, the staged presentation of typical rural work 

activities, and the different forms of accommodation in non-urban areas. 

This has had a bearing on the numerous treatments which the subject has 

since merited (Ascanio, 1997; Barrera, 1996; Bote Gómez, 1986 and 

1993; Constabel, S. et al, 2008; Huber Novaes, 1994; Jensen et al, 2001; 

López Palomeque, 2008; Mondéjar Jiménez, J. A. et al, 2008; Getz & 

Carlsen, 2000; Nácher & Szmulewicz, 2001; McDonald & Jolliffe, 2003; 

Opperman, 1996; Prieto & Prieto, 1997; Pulido Fernández, 2008; 

Salciccia, 2001; Solsona Monzonís, 2001 and 2008; Szmulewicz & Rivas 

Ortega, 1997; Knight, 1986; Kousis, 1989). In addition, the books edited 

by Page & Getz, 1997; Roberts & Hall, 2001; Hall, Roberts & Mitchell, 

2003; and Hall, Kirkpatrick & Mitchell, 2005 bring together the best-

known studies of this issue in English. Reference to the relationship 

between rural tourism and gastronomy is clear in these publications in 

papers by Hall (2005) and Bessière (2001). 

Santana (2002) points out that the principal traits of a potential rural 

tourist are excitement at meeting other people, pleasure at finally seeing 

all the things they have imagined, spontaneity, and a spirit of 

traditionalism as regards anything considered exotic. These are people 

with a real interest, discoverers and explorers who consider themselves 

pilgrims to a time of nostalgia rather than tourists. Tourist products will 

be shaped by these people's characteristics, their expectations and their 

demographic stereotypes. 

Rural settings offer peace and tranquillity at the same time as housing 

important cultural heritage, whether religious, architectural or related to 

the way of life of a society often seen as exotic by urban visitors. 

However, what is exotic in this sense, whilst having some differentiating 

features, is not totally different from daily life in the cities (Álvarez, 

2009). 

 
GASTRONOMY AND RURAL TOURISM 
 

Since the beginning of the 21st century, rural tourism planning has 

been strengthened by the inclusion of gastronomy (already considered an 

intangible heritage (Schlüter, 2006) either as a complementary tourist 

attraction, or through the development of structured and sustainable 

tourist products in the form of food routes or gastronomic centres 

(Navarro & Schlüter, 2010). As a result, natural and locally manufactured 

products have begun to form a central part of sampling the countryside 

and all it offers. 
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Culinary output can be seen as a feature of both natural and social 

environments, as well as something related to a region's output and its 

transformation. Gastronomy is becoming an important element in local 

production and in social development. Its particular characteristics can be 

used to identify social groupings, and to offer a representation of the local 

culture to visitors, who can sample part of the culture and learn about the 

local community in an interactive and participative way by trying typical 

local and regional dishes (Mascarenhas Tramontin & Gonçalves Gândara, 

2010). 

The study of culinary traditions is closely related to the creation of 

identity and the symbolic organisation of social groups. López Morales 

(2008) points out that cooking plays an essential role and is one of the 

central pillars giving sense and form to local culture by reclaiming 

traditions and reinforcing identity-affirming beliefs. 

To Ciselli (2002:140), identity is a symbolic construct, a form of 

classification that creates belonging. Different positions produce different 

perceptions of reality and other values, leading to disputes over 

symbolism between different sections of a society over the meanings, 

values and boundaries that separate them. 

People also express identity through gastronomy, reflecting their 

likes, dislikes, affinities and prejudices, and when they emigrate they take 

it with them and reinforce their sense of belonging to the place they left 

behind. This creates an ethnic cuisine, much used in tourism to highlight 

the characteristics of a particular culture, which in rural settings, 

according to Diez Peña (2008), is passed on by successive mothers to 

their daughters.  

In a study of the expression of Italian heritage in the south of the state 

of San Catarina, in Brazil, Savoldi (2002:74) noted that food is used in 

traditional celebrations to reinforce their Italian identity. Roast beef is 

replaced by chicken, pasta or polenta, which always goes hand in hand 

with a good wine. Polenta (once considered food for hard times), 

accompanied by chicken, became the symbolic dish of the Italians in 

Nova Veneza. It is still prepared in the old style, in large pots that allow 

the participants to watch and taste, as they try to “exorcise” the typical 

steaks characteristic of traditional south Brazilian celebrations. 

One tends to associate pasta with Italy, rice with South East Asia and 

beef with Argentina. Just as Buenos Aires represents tango, the rest of the 

country is seen as a vast plain known as the pampa, where, despite the 

increase of vegetarian cuisine and the use of other foods in regional 

cuisine, cattle still happily graze to acquire the best flavour for the world's 

most demanding palates. 
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The social and cultural aspects of gastronomy resulted in it being 

incorporated into the "complex framework of heritage policies" (Estévez 

González, 1999) and through this different countries seek to incorporate 

their cuisine into UNESCO's list of Intangible Cultural Heritage 

(Schlüter, 2006). The most prominent application to date was by Mexico, 

who was unsuccessful due to presentational difficulties (Lopez Morales, 

2008). An interesting feature of traditional culinary practices is the close 

link with the production of utensils and other items of kitchenware and 

tableware. This can be witnessed just about anywhere in Mexico: the food 

and the cookware are inseparable (Lopez Morales, 2008: 47). 

Use of heritage for tourism purposes has given gastronomy greater 

importance in promoting a destination and catching tourist trends. 

According to Azambuja (1999), the tourist’s main motivation is to seek 

pleasure through eating and travelling, but eschewing the standard fare for 

authentic dishes. 

Food tourism can be defined as that kind of tourism in which the 

activities and behaviour of those who participate in it, and even their 

choice of destination, are influenced by cooking. Hall and Sharples 

(2003:10) point out that, as a consequence, food tourism can be defined as 

visits to primary and secondary food producers, gastronomic festivals, 

restaurants and specific places where sampling of the signature dishes of a 

food-producing region is the main reason for making the trip. 

In this context it is important to bear in mind a series of advantages 

in particular that: those who participate in this way spend on average 

more than the ordinary tourist; that they have high expectations of the 

products offered; and that because they tend to come from very specific 

sectors of society, it is easy, and therefore less expensive, to target them 

(Torres Bernier, 2003). Nor should one forget that food tourism can act as 

a complement to both generic tourist activities and other specialised forms 

such as golfing, winter or water sports, business, art and event tourism, 

and so on. 

According to Torres Bernier (2003) it is possible to distinguish 

between the tourists who eat because they are travelling and the tourists 

who travel to eat. In the first case no particular interest is shown in the 

local gastronomic offering, although in holiday destinations they want it 

adapted to their needs and preferences. In that case, it is important to pay 

sufficient attention to making tourists feel satisfied with their journey and 

their stay. 

 

One could say that a badly fed tourist is a dissatisfied tourist. In fact, 

food frequently represents a permanent memory when one tries to recall 
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distant trips. Thus they will say “…that little town in the Tyrol where we 

had excellent sauerkraut, or that dreadful trip when we almost died of 

hunger on the boat” (Torres Bernier, 2003:306). 

 

Generally, those who travel share eating places, and their 

corresponding culinary habits, with the local population, to which they 

add additional factors such as preferences, age, religion, fads and state of 

health. When one is dealing with mixed demand (local population plus 

tourist population) it becomes difficult to serve both groups adequately, 

producing imbalances that in the end affect the tourists’ level of 

satisfaction and, as a direct consequence, the image of the destination. 

To make the local cuisine popular and attractive in its own right, it 

must be channelled through a gastronomic establishment aimed at 

tourists. Local food, like local handicrafts, becomes popular among 

tourists only after being transformed to a certain degree and in a certain 

way. Changes of differing degrees, and to various different aspects, are 

made to satisfy the tourists: foreign dishes are introduced into the local 

cuisine and adapted to local tastes. From this meeting of native and 

imported cuisines, new dishes, and even new styles of cooking, can 

emerge. This is not simply a fusion or hybridisation of foreign and local 

elements, but actually includes an element of innovation or creation 

(Cohen & Avieli; 2004:767).   

 
GASTRONOMY IN RURAL DEVELOPMENT PLANS 

 

Many attempts have been made to develop tourism in rural areas 

through the creation of food routes. Based on European experience, 

almost every country in Latin America, from Mexico to Chile and 

Argentina, has organised its rural tourist offering around itineraries 

centred on a food type or typical dish. 

Scuta Fagliari and Raduan Masano (2003) point out that food routes 

are in fact complex products which group together both gastronomic 

activities and other activities based on history and culture, ecology and 

sport. As a result of such complexity, food routes end up being perceived 

as a complete product that satisfies both different types of tourist and the 

widest range of tourist requirements, thus increasing the chances of a 

positive experience. In addition, concentrating attractions and facilitating 

the interrelation between them in a logical itinerary represents a 

psychological benefit for the modern tourist constantly burdened by time 

pressures. No food route uses gastronomic attractions only. They all seek 

to use other types of attraction as well, with the aim of adding value to the 
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product they offer. There is a tendency to use attractions of a 

historic/cultural nature to complement the gastronomic attractions, and in 

some cases the accommodation, due to its location, the services offered, 

the type of construction and so on, can also act as an attraction. 

Although developed privately, the vast majority of these routes 

receive substantial support from a variety of government bodies, whether 

at the highest national level, as in the case of Argentina in the framework 

of the National Rural Tourism Plan, or through overseas initiatives related 

to the heritage of the country where finance is being provided, as in the 

case of Italy in relation to the Strada do Imigrante or the Caminho das 

Pedras, in the south of Brazil, where they highlight the gastronomy and 

wine production introduced by the early immigrants (Brambatti, 2002). 

In Chile, the Institute of Agricultural Development (INDAP) has a 

series of programs for developing rural areas while preserving traditional 

cultures and promoting their culinary traditions. One of them is the small 

farmers program, in which many Mapuche women participate. Every year 

since 1998, under the name Expo Mundo Rural, it has united 130 

businesses selling more than 2,300 products to approximately 150,000 

visitors (Cassin, 2008). Created in 2001, Tastes of the Country: Rural 

Specialities Project is also run by INDAP, and is a registered trade mark 

which acts as a large umbrella organisation for all rural enterprises. Two 

of the many projects supported by INDAP, with the aim of promoting 

culinary-based rural tourism, are the National Rural Tourism Program and 

the Farm Tourism Committee. 

In Argentina, an agreement was signed on 11 May 2000 between the 

Department of Agriculture, Livestock, Fisheries and Food (SAGPyA) and 

the National Tourism Secretariat (SECTUR) to record the commitment of 

both parties to the creation of a Rural Tourism Program with the 

following aim: 

 

.... to make more efficient use of the human and material resources 

available to both parties. These efforts will be aimed at the rural sector, 

in particular at small and medium producers who traditionally produce 

raw materials, but with the possibility of carrying out other activities to 

diversify their investment: for example, Rural Tourism offers significant 

prospects through the incorporation of commercialisation and provision 

of services sustained by nature and rural culture (SAGPyA, 2000). 

 

One of the undertakings in the agreement is the implementation of a 

National Program of Rural Tourism. This was made the responsibility of 

the Department of Agriculture, because the Department realised that its 
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jurisdiction covered both the problems affecting rural producers and the 

means to implement measures aimed at regional rural development. By 

rural tourism, the following is understood: 

 

All those activities that can be developed in rural areas and which 

are of interest to city dwellers due to their exotic, traditional or romantic 

characteristics or simply for being different from their daily routine. 

 

This definition incorporates almost all categories of tourism, 

including tourism based on ecology, gastronomy, business, religion, 

adventure, study, ethnicity, culture and sport. 

 

[...] rural tourism is practised both by those people who stay in farm 

premises with a view to discovering, enjoying and participating in some 

agricultural activity (agro-tourists) and by hunters, fishermen, scientists, 

students on school-leaver trips, tourists passing through, businessmen 

taking part in an event or retreat, and so on.  

 

On the back of two European experiments the Department of 

Agriculture also points out that the activities offered by farmers and cattle 

breeders in their establishments differ from conventional tourist activities. 

This is because it is the farmer himself who provides the services and, 

therefore, one can consider rural tourism an agricultural activity. From 

this point of view, another factor to bear in mind is that the rural producer 

uses tourism as a way of selling what he produces by manufacturing the 

food he provides to the visitor. Some producers even accept tourists only 

with the aim of selling their products (SAGPyA, 2000). 

The products placed in the market may be fresh (for immediate 

consumption, such as butter, milk, fruit, vegetables and so on) or may 

have been processed to be placed in the market as souvenirs (jams, 

sausages, preserves and so on). 

The Secretariat of Agriculture and the Secretariat of National 

Tourism have agreed that tourism can be used as a development tool due 

to the support it provides to regional economies. According to them, the 

benefits it creates include the following: (a) it diversifies investment, thus 

putting idle workers back to work and avoiding production subsidies; (b) 

it creates further employment and fosters rural roots; (c) it provides an 

opportunity for women and young people to take leading roles in rural 

tourism businesses; (d) it increases the value of cultural and 

environmental heritage; (e) it improves the commercialisation of raw 

material production and adds value to it; (f) it promotes cooperatives; and 
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(g) it widens the tourism offering. 

Within the framework of the Argentine Rural Tourism Program 

various sub-programs have been developed, of which Food Routes 

Argentina and the Municipal Rural Tourism Project are worthwhile to be 

mentioned. 

In addition, a program entitled “Rural Tourist Towns” has been set 

up in the province of Buenos Aires – the most important province in the 

country from a farming and economic point of view – through its 

Department of Tourism and with the collaboration of the Banc of the 

Buenos Aires Province and  the Centre for Territorial and Environmental 

Research (CITAB). Its central idea is to promote and encourage the 

development of tourist activities and enterprises that are sustainable in 

small communities, generating identity, sources of employment and 

authentic resources, and strengthening roots (Navarro & Schlüter, 2010), 

Numerous towns in Buenos Aires province have seen tourism as a 

way out of a crisis which has deepened in recent decades, accentuated by 

the disappearance of the railway, in many cases the only means of 

transporting local produce to the major centres of consumption. 

The development of tourism activity was able to halt the migration 

of young people to other regions in search of work and in many cases 

made it possible for people in search of work to settle, to some extent 

achieving the revival of these small towns of no more than 400 

inhabitants. 

Many of these towns, particularly those not more than 200 

kilometres from the city of Buenos Aires, have focussed on offering 

themselves as day trip destinations with no requirement for an overnight 

stay. Others have managed to complement their attraction with 

accommodation and entertainment. 

The common element in all of these cases, however, is undoubtedly 

gastronomy, which after having been considered historically a 

complementary service that visitors could enjoy in a destination along 

with other activities, has managed to position itself as a genuine principal 

attraction. Many destinations have been developed as gastronomic 

centres. The revival of the countryside as a place of tradition, tranquillity 

and culture has caused the people of the big cities to turn their attention to 

smaller locations in the province, where one can have a personal 

encounter with the cultural identity that the town has been hiding, 

unchanged, within it. 

The growing demand for this type of location results in a constant 

search for new places in which to swap the city for the country. Those 

who always lead the way belong to particular sectors of society in the big 
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cities, being the first to look for these locations, but the destinations 

become increasingly overcrowded and these people move on to other 

locations, enabling class and status differences to be maintained. This 

leads in the long term to the destruction of many sites with valuable 

natural and cultural heritage. 

 
THE EXPERIENCE OF AN ARGENTINE TOWN 
 

A study carried out in Tomás Jofré (Schlüter & Thiel Ellul, 2008) 

revealed a serious deterioration in the town, resulting in a later project of 

research and development to establish indicators of sustainability. The 

project envisaged the extension of its findings to neighbouring towns that 

were still in their initial stage of development, in order to give them ideas 

for achieving a balanced growth. This led to the compilation of a set of 

indicators that would enable the monitoring of tourism activity in the 

town under study in order to observe the true impact of tourism on it. The 

design of an analysis model for towns with similar characteristics was 

also attempted. 

Tomás Jofré is a small community which lies approximately 150 

kilometres from Buenos Aires and which, according to the National 

Census of Population and Dwellings in 2001, had 153 inhabitants and 60 

houses spread over 22 blocks. It is notable for its strictly rural 

atmosphere, in which cows graze by the side of the street, separated only 

by a wire fence that indicates the start of a farm property. It lacks 

attractions of a heritage nature: if there are any, they are well hidden – 

there is no church, which is unusual in Argentine towns, and no police 

station and, depending on the time of year, a variety of farm vehicles from 

the neighbouring fields, such as tractors, seeding machines or combine 

harvesters, drive through the streets. There is a marked contrast between 

the peace and quiet during the week and the hustle and bustle of 

weekends and holidays due to the numbers who visit the town to eat. 

Gastronomic activity in Tomás Jofré started in a general store, 

opened in 1924, which fed the rural inhabitants of the local area and at the 

same time served as a social meeting point for local celebrations such as 

weddings, baptisms, birthdays and so on. The fame of the only dish on 

offer, raviolones (kind of big ravioli) in a butter sauce, spread beyond 

Mercedes, the nearest main town, and word attracted diners from other 

places. The general store became a restaurant and the business steadily 

grew, and other establishments were also soon converted into restaurants 

(Schlüter & Thiel Ellul, 2008). 

The intense tourist/gastronomic activity that occured during 
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weekends and especially on Sundays when visitors exceed 3,000 are what 

permitted the economic development of the town when the railway closed 

and many people were forced to abandon the once small but thriving 

community. What was once a hub for grain stores and dairy farms was 

left completely deserted when the residents had to leave in search of 

work. 

Today, the Tomás Jofré Gastronomic Centre has fifteen restaurants 

spread over nine of the twenty-two existing blocks of the town. The old 

traditional eating-houses mingle with modern-built restaurants. Since the 

mid-90s the town has become a huge centre of attraction. Restaurants 

view to gain the attention of the visitor with different typical delicacies. 

Menus generally include a starter of locally made beef or pork sausages, 

homemade pastas, grilled meat (either beef or pork) and traditional 

desserts. 

After lunch in Jofré, one can enjoy the country air, have an after-

lunch conversation under centuries-old trees, walk through the dirt streets, 

ride bicycles or do some horse riding. Children’s games are an option 

offered by a small number of restaurants. The town also has other 

establishments linked to gastronomy and one especially dedicated to the 

sale of sausages, jams, farm produce and other traditional foods. 

Furthermore, in the vacant plot originally designed to act as a main 

square, stalls are erected on Sundays and holidays for artisans and sellers 

of regional and antique products and other articles. 

Tradition may hold that women should be in the kitchen and men in 

front of house, but men play an important part in the gastronomy of 

Tomás Jofré, thanks to their traditional role in preparing the barbecue, 

even if women have slowly begun taking charge of this task occasionally. 

The female role was reduced to setting the table and preparing salads. In 

addition, the slaughtering of “large” animals such as cows and pigs is 

generally a male role, as a result of which the present-day preparation of 

sausages is strongly influenced by the men folk.  

Nevertheless, a study conducted by the National University of San 

Martín (UNSAM) (Navarro & Schlüter 2010) discloses that men dedicate 

more hours to work activity, whether because they have jobs that demand 

more time or because they do have a second occupation. 42.9% of them 

work more than 40 hours weekly, whilst among women the corresponding 

percentage is 28%. A substantial percentage work between nine and 

fifteen hours a week, from which one may infer that this relates to 

weekend activities associated with the town’s gastronomy, such as 

waiting, preparing food on the grill, or barbecuing meat. The distribution 

of women according to number of hours per week dedicated to work is 
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more equal. This may be related to the type of work they do, some of 

them being involved in weekend gastronomic activities (such as 

waitressing or assisting in the kitchen) and others having more regular 

work but only a few hours of it each day. 

Interviews revealed that men are more inclined to pass on their 

culinary knowledge. This was observed in the way salamis, hams and 

other cold cuts commonly consumed in the restaurants of Jofré, are 

prepared. One interviewee also confirmed that a similar thing happens in 

winemaking. 

For their part, women no longer appear content to remain in the 

kitchen. Part-time availability at weekends enables young women to help 

in the running of restaurants, giving them the financial resources needed 

to study in Buenos Aires during the week. Although they say they want to 

continue helping in the family business, they don’t exactly expect it to be 

in the kitchen. Alternatively, there are other young women who have 

started a family and contribute to their household economy by preparing a 

range of products such as jams, sauces, preserves and so on for sale to 

tourists, and who had to resort to TV programmes and the Internet in 

order to familiarise themselves with different cooking techniques because, 

as one respondent put it, "[…] to mummy, cooking is double dutch". 

Nonetheless, an interviewee in her forties stated that she had learned 

everything she knew about cooking from her mother, while another lady 

in her seventies indicated that as a result of her granddaughter’s interest 

she had decided to pass on her cookery secrets, and in particular the 

preparation of conserves, to her, rather than to her daughter, who "[…] 

was of no use at this". 

Having witnessed the success achieved by Tomás Jofré, various 

small towns close to Buenos Aires sought different strategies for 

positioning themselves as tourist destinations as well as day tripper 

destinations. The majority, instead of opting directly for gastronomy, tried 

to develop their mostly railroad and religious heritage, complementing 

visits for that purpose with a traditional gastronomic offering. A clear 

case of marked growth is the town of Carlos Keen, to which have been 

added other small neighbouring rural towns (Arnaiz Burne & César 

Dachary, 2007). 

 

FINAL COMMENTS 

In gastronomy, rural tourism found the perfect partner for attracting 

visitors and benefiting the local population. This power of attraction 

results from gastronomy's many different aspects, particularly its strong 
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links with heritage and its capacity to create identities which people can 

take away with them regardless of where they are going.  

However, despite gastronomy appearing to offer so much as a 

component or complement of rural tourism, there may be very negative 

consequences without resort to careful planning and constant monitoring 

of its impact. It is easy to achieve over-saturation of these locations, with 

the direct consequence that they start to lose visitors because the 

establishments that opened in anticipation of more business ultimately 

have to close due to a lack of customers. 
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________________________________________________________________ 
Destination image has a significant theoretical and practical contribution in 

tourism. Since the last four decades conceptual and empirical studies concerning 

this topic have been conducted. However, there is still a lack of theoretical 

framework due to the complex and multiple construct of destination image. This 

paper presents work in progress towards the development of a destination image 

model and intends to be a reflective thinking concerning image and destination 

image research. A review is provided and a way towards a theoretical framework 

based on an alternative approach is presented. Following the assumption that 

destination image construct is ambiguous a broader understanding grounded on a 

multidisciplinary approach is required. Recommendations are made for using this 

holistic conception on destination image research, aiming to a future development 

of an integrative model to be applied on the Alqueva Lake, the largest man-made 

lake of Europe, located in the south of Portugal. 

 
Keywords: Tourism, image, destination image, multidisciplinary approach 

 

JEL Classification: L83, M1, O1 

 

INTRODUCTION 

This theoretical paper presents work in progress towards the 

development of an integrative destination image model to be implemented 

in a lake area, located in the south of Portugal, the Alqueva Lake. The 

purpose of this paper is three-fold. Firstly, a reflective thinking for a 

broader concept of image is conducted. An insight into the multiple nature 

of the destination image construct, by highlighting different perspectives 

and perceptions is proposed. Image is a multifaceted construct whose 

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

 



Ana Isabel Rodrigues, Antónia Correia & Metin Kozak 

94 

 

nature is inextricably linked to other fields of knowledge. In fact, 

Boulding (1956) proposed `eiconics´ as a new discipline of image theory 

which draws from a large number of different fields, a similar path as 

cybernetics. Secondly, particularly related to the topic of this research, a 

review of destination image literature based on a marketing perspective is 

presented. Despite the importance of this research line after forty years of 

work, several authors continuously recognized a lack of conceptual 

framework (Fakeye & Crompton, 1991; Echtner & Ritchie, 1991, 2003; 

Gartner 1993; Tasci et al., 2007). Tasci et al.(2007:217) stated that “a 

close look at image theory in the tourism context reveals that a 

systematized structure has not been achieved in either conceptualizing or 

operationalizing the destination image construct.” Determining 

destination image seems, therefore, to be a complex task. As the literature 

review revealed, destination image construct “is one of those terms that 

will not go away…a term with vague and shifting meanings” (Pearce, 

1988:162). According to the assumption that this is an elusive construct a 

more broad understanding is required. Thirdly, this paper presents a first 

attempt towards building a theoretical framework grounded on a 

multidisciplinary approach of the destination image construct. This is in 

line with Gallarza et al. (2002) for whom multidisciplinarity is the 

essential characteristic of destination image. Finally, theoretical and 

practical recommendations are made for using this alternative approach 

on destination image(DI) research. For a more clear picture,Figure 1 

synthetizes the rationale behind this paper.  
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DISCUSSION OF IMAGE 

Understanding image  
 

The place of `image´ in society has been the center of an extensive 

debate worldwide, mainly in the last century.  By the mid-1950´s, 

researchers began to explore the role of image in this context. Boulding´s 

book is one of the main references related to the role and importance of 

image in society. According to him the human behavior is totally 

dominated by what man believes to be true; by his subjective knowledge 

and not by true knowledge. He states that “it is this Image that largely 

governs my behavior” (Boulding, 1950:6). Therefore, the world is what 

man believes to be true and not by truth itself. Boorstin in 1961 also 

corroborated this perspective in his controversial book. In a rather critical 

way, he reinforced the strength of `image´ in society, specifically in 

America, through the notion of `pseudo-events´, a new phenomenon. 

These types of events are planned to be reportable in order to create 

illusions, which have become the America’s business. Through them the 

power of image is reinforced, because “We have become so accustomed 

to our illusions that we mistake them for reality (…). They are the world 

of our making: the world of the image” (Boorstin, 1992:6). Later on, in 

1969, the “La Civilization de l´image”by Fulchignoni (Costa, 1992) also 

highlighted the influence of `image´ in a world profoundly marked by 

visual signs.  

Despite the importance of image in contemporary society, its roots 

are much deeper. Etymologically speaking, `image´ derives from ikon, a 

technical term in Greeks poems that refers to an image, figure or 

representation of something. In that context an image was confined to a 

visual representation about (physical) things that truly existed in reality. 

Simply put, it transformed physical stimuli into mental pictures. Since the 

first appearance in English in the 13th century, the word `image´ has 

become entangled in multiple and conflicting meanings. Stern et al. 

(2001) refer to it as an ´elastic referentiality´ accumulated over centuries. 

According to them, all the definitions listed in Oxford English Dictionary 

can be grouped in three main conceptions: (1) copy of an object from the 

external world (image as a figure, aspect, reflection); (2) a symbol of an 

object from a representational world (image as reproduction, imitation); 

(3) idea of an object from an internal world (mental image, perception, 

impression).  In this line of thought, Costa (1992) also considered three 

main types of images: (1) `retinal images´ that are formed by retina; (2) 

`material images´ produced by man based on an iconic world; (3) `mental 
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images´ originated through perceptions based on man’s experience. As a 

consequence of the definitional ambiguity,image construct has been used 

inconsistently. Image is, nowadays, an elusive concept, a single word that 

represents different ideas. There isn´t one image, but several images. In 

fact, it might be said that there isn’t a single image of image. 

Based on the above observations, image seems to be a broad 

idea/domain that includes a diversity of phenomena and lies on the 

contribution of several sources. Stern et al. (2001) noted that poetics, 

semiotics, linguistics, philosophy were responsible for etymological 

detours since the term first appearance in the 13th century. This line of 

thought concerning multidisciplinary perspective towards image construct 

seems to be the driving force behind Boulding´s (1956) rational. He 

proposed `eiconics´ as a new discipline explaining that “theory of image 

does provide a basis for the integration of a great deal of intellectual work 

which previously has seemed rather unrelated” (1956:160). Furthermore, 

this field (eiconics) would then provide a way to organize a large body of 

knowledge around the concept of image, following the same path as 

Cybernetics. A similar point is found in Costa (1992) when the author 

goes even further arguing that image, as a form of communication, is 

considered as a `global science´. This rational is underpinned by 

principles of integration and coordination which informs `image´ as a 

field of expertise. 

Given the research earlier cited and the previous assumptions, a 

multidisciplinary conception seems to provide the groundwork for image 

as an emergent discipline. This new body of knowledge will be a result of 

the integration of various theories and methodologies, and not just a 

collection of different disciplines. In this sense, philosophy, semiotics, 

psychology and marketing, among other disciplines, have been focusing 

on a different dimension of image providing multiple understandings. 

 
Multiple Contributions 

 

Historically, different aspects of image have been the province of 

different disciplines. Philosophy, in general,has been reflecting on the 

relationship between reality and man´s perception of it, which is a central 

discussion in image concept. The long debate between Plato and Aristotle 

related to world knowledge was just the beginning. Plato argued that 

knowledge about the world was purely intuitive and emerged from non-

sensible forms. Concepts and ideas are innate to man and defined a priori. 

Aristotle, on the contrary, stated that knowledge was obviously accessible 

only through man´s perception based on his experiences. In other words, 
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nothing exists in mind without being first perceived through senses. This 

profound and interesting debate about reality and how man perceives it 

gave rise to the development of two well-known philosophical 

movements (Kastenholz, 2002): (1) positivist approach, where reality is 

disconnected from human perception; (2) phenomenological approach, 

where reality is intrinsically linked to human perception. In sum, 

philosophy contributes to better understand the theoretical foundation of 

image by bringing a special kind of reflective thinking expertise. 

The findings of Psychology as a discipline are also of considerable 

importance for understanding image concept. This field is particularly 

expert on analyzing human processing systems resulting in a significant 

contribution to image theory. In the mid of the 1950´s cognitive 

psychology emerged as a separate discipline “concerned with the internal 

processes involved in making sense of the environment, and deciding 

what action might be appropriate” (Eysenck & Keane, 1990:1). The 

information-processing approach was the most adopted by researchers 

arguing that the information made available by the environment is 

processed by a series of processing systems. Perception is considered to 

be one of the most important since information is extracted from 

environmental stimuli mainly through this process. Later evidence in 

psychology has demonstrated that imagery also assumes an important role 

in processing systems research. According to MacInnis & Price’s (1987) 

theory, imagery processing is evoked mainly as a sensory perception, 

based on man´s experience, resulting in mental images. Perceptions and, 

consequently, images are formed not only through descriptive or 

discursive information, but also from imagery. Thus, sensory experience 

assumes a new dimension in imagery processing approach. This was an 

important contribution to image theory since it marks the beginning of a 

´sensory era´. With this new approach, the study of perceptions as a result 

of man´s experiences and sensations assumes a new dimension in image 

formation process. 

Another example is related to Semiotics point of view. Symbols, 

signs and communication have been discussed since Plato, Aristotle, 

Locke and Leibniz.But it was only in the 20th century that semiotics 

emerged as a discipline through the work of Ferdinand Saussure, Charles 

Peirce and Roland Barthes. The signs systems or codes that facilitate 

production and interpretative responses are the semiotician’s scope of 

study (Mick, 1986). Words, images and objects are signs and a sign needs 

to be transformed into meaningful information. As “we live in a world 

saturated with screens, images and objects, all demanding that we look at 

them“ (Mirzoeff, 2009:1) images, mainly visual ones, require 
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interpretation.  As a result of a more deeply visual world, a semiotic 

subfield has emerged – visual semiotics – founded by Roland Barthes, 

Lindekens, Umberto Eco, among others (Lefebvre, 1999). According to 

Lindekens, visual perceptions are the basis of men´s language and most of 

their mental images are conditioned by visual operations. In sum, 

semiotics is essentially an instrument through which an idea, a notion, a 

symbol, an impression or a sensation is transformed into meaningful 

information. This discipline mainly provides instrumental support to 

image theory. In conclusion, Figure 2 synthetizes the previous discussion, 

suggesting the interconnection between multiple insights and multiple 

definitions concerning image. 

Finally, as observed before, Boulding (1956) argued that image 

concept totally influences human behavior. After this assertion, marketers 

started to be concerned with consumers’ images about products, services 

and companies themselves.  

Since this study will focus on an intradisciplinary marketing 

perspective, particularly related to tourism, a first review of destination 

image is presented.  

 

 
 

DESTINATION IMAGE: AREVIEW 

Image is of paramount importance in tourism activity where `primary 

resources´ (climate, monuments, traditions, ecology) and `secondary 

resources´ (accommodation, transport, catering, activities) are the basis 

for the production of services. According to Middleton & Clarke (2004), 

tourism products are a composite of elements, tangible and intangible, 

based on an activity at a destination. For them, images are an important 

component of the tourism product as a result of its generic and particular 
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characteristics. Understanding these characteristics, mainly the specific 

ones, helps to explain why images are crucial for this activity (Rodrigues, 

2004). Intangibility, heterogeneity, and inseparability are the main 

characteristics of service products (Holloway, 1995; Seaton, 1996; 

Cooperet al., 1998). Intangibility means that the tourist travel decision is 

mostly based on impressions, perceptions and ideas. What consumers 

really buy are invisible elements of the product or destination and not the 

product itself. At the same time, inseparability and heterogeneity indicate 

that there is a great subjectivity in providing tourism services. The 

producer (service provider) and consumer (tourist) not only determinately 

participate in the service, as they are the service itself. In sum, the tourism 

product is underpinned by impressions, interpretations, perceptions, 

sensations, and meanings. Simply put, tourism product is grounded on 

images.  

Added to these generic features, tourism product has also particular 

characteristics related to its complex nature. Interdependence of tourism 

products is the most commonly recognized characteristic, grounded on a 

combination of several products. Krippendorf (1971) proposed the term 

´complementarity´ to highlight the idea of interconnection between the 

different tourism services suppliers (accommodation, transport, 

attractions). Schmoll (1977:28) confirmed this argument later, saying that 

“in isolation, the various product elements are of limited value to the 

tourist - their combination creates great value and desirability.“In this 

context, Buhalis(2000) uses the metaphor 'dynamic wheel' to 

demonstratethe potential synergy between the several stakeholders 

involved in tourism development. Positioning and promotional strategies 

in order to create an effective destination image is a good example of 

cooperation among the different stakeholders. An activity profoundly 

characterized by a fragmentation among the different categories of 

tourism services requires a strong image to promote the destination as a 

whole. Therefore, marketing countries as tourism destinations have 

become an area of a great importance since the 1970´s (Schmoll, 1977; 

Seaton, 1996; Morgan & Pritchard, 1999; Middleton & Clarke, 2004; 

Munar, 2009). 

At this point it seems appropriate to focus on destination image as a 

sub-field of destination marketing. This research field has four decades of 

study, since the definitions of Hunt (1975) and Crompton (1979) were 

evoked. Since then, several papers have been published in scientific 

journals (Gallarza et al., 2002; Pike, 2002; Tasci et al., 2007; 

Stepchenkova & Mills, 2010). Although a substantial number of studies 

have been conducted for almost four decades, several authors still 
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recognize a lack of conceptual framework around destination image 

(Fakeye & Crompton, 1991; Echtner & Ritchie, 1991, 2003; Gartner, 

1993). There is still no consensus on how to define it as a result of its 

ambiguity. As Pearce points out “image is one of those terms that will not 

go away, a term with vague and shifting meanings” (1988:162). Gallarza 

et al. (2002), in their conceptual model, clearly demonstrate the 

complexity of destination image construct concluding that this is a very 

complex, multiple, relativistic and dynamic concept. They argued that the 

essential characteristic of destination image research grounds on its 

multidisciplinarity. Bramwell & Rawding (1996) have also shared this 

view by broadening the conceptual base of this construct, through 

valuable insights form three disciplinary perspectives. For them “such 

different perspectives can usefully be integrated within a more 

sophisticated, multidisplinary approaches to place images” (Bramwell & 

Rawding, 1996:203). In this sense, multidisciplinarity seems to be rooted 

in destination image construct. 

As discussed before, tourism generates intangible products 

characterized by a constant appeal to dream, imagery, emotion and 

sensations; where the notion of service gave place to a new era, that of 

experience; where the tourist must travel some distance to consume the 

tourism product. Therefore, the nature of tourism activity implies that 

image, from demand or supply perspective, is assumed as a relevant 

factor for achieving destination success. The most recent destination 

development models, within the actual paradigm of sustainable 

development, considered image as a factor that adds value to destinations 

(Crouch & Ritchie, 2000). 

In general terms there is a twofold perspective of image. Firstly, a 

`supply perspective´, which considers image as a nuclear component of 

the tourism product (Middleton & Clarke, 2004). As stated by Font 

(1997), a key element for destination development. Echtner & Richie 

(1993) also argue that image is a strategic tool for destinations since is 

responsible for their positioning. Image and brand are, in this case, 

interrelated concepts (Tasci & Kozak, 2006). Therefore, image is assumed 

as a highly competitive element for destinations (Ahmed, 1991). 

Secondly, a `demand perspective´, highlighting the role of image in 

traveler buying behavior (Hunt, 1975; Crompton, 1979; Chon, 1990; 

Martin & Bosque, 2008, among others). In sum, destination image is 

intrinsically linked to image construct.  
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TOWARDS A THEORETICAL FRAMEWORK 

Although a substantial number of destination image studies have 

been conducted, several researchers still recognize a lack of conceptual 

framework around destination image construct. There is still no consensus 

on how to define it. Whereas, some authors have argued the need for a 

broader approach for destination image, only few have considered it in the 

amount of studies produced over the last decades. It is evident that more 

research is needed within the framework of an holistic conception on 

destination image construct, as this paper proposes. 

It was demonstrated in previous chapters that destination image 

construct is the crux of the discussion. Two different views can be 

distinguished, as depicted in Figure 3. A `unidisciplinary approach´ (UA), 

which explores the construct based on a single viewpoint from a single 

discipline, and a `multidisciplinary approach´ (MA), with a more broad 

understanding, where different perspectives, standpoints and theoretical 

predilections from several disciplines are considered (Rodrigues et al. 

2010). This study will adopt the latter, considering the 

multidimensionality of destination image construct discussed in the last 

chapters. As a result of theoretical complexity and limitations of this 

construct (Fakeye & Crompton, 1991; Echtner & Ritchie, 1991, 

2003;Gartner, 1993; Gallarza et al., 2002), a more broad approach argues 

that a multidisciplinary perspective will enrich a more marketing-oriented 

perspective (unidisciplinary approach). 
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In sum, the two approaches (MA and UA) are related to one another 

as part of a whole, following the Principle of Integration (PI). The PI 

consists of two dimensions, namely the dimension of reflective mode and 

the action mode, to borrow Tribe´s nomenclature used in another context 

(2002). The study of one dimension will be influenced by findings from 

the study of the other dimension. The former refers to a mindful 

understanding of image construct, considering different viewpoints from 

fields such as philosophy, psychology, semiology, among others. This 

dimension promotes a kind of a reflective thinking when image 

conceptualization takes place. The researcher becomes more self-aware of 

the complex and ambiguous nature of destination image construct through 

the valuable contribution of different insights. The latter approach 

represents a more practical view of this construct after understanding its 

nature (a marketing perspective). The different domains of image are 

related to one another as part of a whole; therefore the study of an aspect 

of image will be influenced by findings from the study of another aspect.  

In a review of literature, Gallarza et al.(2002) presented a list of 

topics which have been discussed in destination image research (e.g. 

image formation process, assessment, influence of distance and time, role 

of residents, image policies). These topics represent a more 

unidisciplinary approach, in this case a marketing-oriented approach. In 

fact, the overriding aim of UA/marketing is defined by an action mode, 

which represents the operationalization of destination image construct.  In 

conclusion, the PI suggests that both dimensions, the reflective and action 

mode, are important for a more broad understanding of the DI construct 

which Gallarza et al. (2002:73) named as ` kaleidoscopic view´.  

According to the previous assumption that a multidisciplinary 

approach (MA) is required, Figure 4 provides a two-dimensional 

theoretical framework based on this alternative approach. A pretheoretic 

specification of the domain under study is the aim of the proposed 

framework. A key notion lies on the premise that a unidisciplinary 

research (as a disciplinary marketing study) will enrich destination image 

field, if a broader conception (multidisciplinary approach) is adopted. 

Two dimensions are considered in this model: (i) MA, in which 

contributions of several disciplines are identified (Philosophy, 

Psychology and Semiotic, etc.), and (ii) UA, where three main topics 

covered by destination image field are presented (concept, formation 

process and assessment). The interconnection between the two 

approaches/dimensions (MA and UA) can be characteristically 

summarized by a permanent interaction and integration of both, 

conceiving destination image construct as a whole. A more detailed 
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explanation of the framework will be presented, emphasizing the two 

approaches. 

 

Multidisciplinary Approach/MA  

Philosophy will be an important contribution for this study, 

particularly phenomenology as a sub-field, since it represents the 

interpretative study of human experience. It carefully describes things as 

they become conscious (Morant, 2000; Li, 2000). The central issue lies in 

how people exist in relation to their world. Therefore, place (e.g. 

destination) becomes one important dimension in phenomenological 

studies (Casey, 1996 cited by Cresswell, 2004). The phenomenology 

insight allows us to focus on destination image based on the nature of 

tourist experience. This experience needs to be interpreted and brought 

into the tourist consciousness. Access to that experience, which is 

responsible for conceiving a mental image of the destination, is always 

dependent on what tourists describe about it.  

Concerning the psychology perspective, emphasis is given to 

cognitive psychology, which is concerned with the internal process of 

making sense with the environment, and deciding what action will be 

appropriate. From this field, constructs such as perceptions, visual 

perceptions, emotions, feelings, affects have been analyzed in destination 

image research. Lastly, visual semiotics as a sub-field of semiotics is 

basically an instrument which will help to interpret visual images 

(Echtner, 1999; Pennington & Thomsen, 2010). As pictorial destination 

images will be one of the domains covered by this study, a semiotic 

contribution will be strongly considered, within a multidisciplinary 

perspective.  

 

Unidisciplinary Approach/UA  
 
This approach is related to the scope of this study - a marketing 

perspective of destination image. The topics which have been most 

frequently researched in the study of destination image were described 

through an extensive research conducted since the 1970´s (Chon, 1990; 

Pike, 2002; Gallarza et al., 2002; Stepchenkova & Mills, 2010). Three 

main areas of study are considered in this framework – conceptualization 

of destination image (image attributes), image formation process (types of 

images) and image assessment (multivariate methods and techniques).  

All these three subdomains make explicit the bases for providing 

pretheoretic assumptions, basic empirical research questions and 
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methodological premises related to destination image field within a 

marketing-oriented perspective.  

 

 
 

Finally, the interior of the theoretical framework draws attention to 

demand (tourist´s perception) and supply (destinationpositioning) 

images.The proposal is to overcome the extensive literature focused 

mainly on supply attributes, ignoring the fact that emotional responses 

and awareness, rather than the real characteristics of the destination, are 

the basis for most tourists’ perceptions (Silvestre & Correia, 2005). One 

of the assumptions of this framework is that an effective positioning 

strategy of destination is determined firstly by image assessments of 

tourist´s perception. As Pike & Ryan (2004:333) stated, “the positioning 
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is underpinned by the philosophy of understanding and meeting unique 

consumer needs.” Therefore, studies on tourist satisfaction (Kozak, 2001, 

2003; Kozak & Rimmington, 2000) and perceptions evaluation are of 

paramount importance in image research. The tourist´s perceptions and 

destination positioning are interrelated concepts. The former leads to the 

latter. 

 
CONCLUSIONS AND IMPLICATIONS 

The meaning, nature and formation of destination image are 

extremely important for both academics and practitioners in tourism. 

Researchers have demonstrated its high practical importance for 

destination management, marketing, and branding. Nevertheless, the 

emergence of destination image field has been non-linear over the last 

four decades of research. Although the associated theoretical development 

is characterized as being ambiguous and inconsistent, this construct seems 

to have a great potential for crossing different insights and contributions 

from several disciplines. Having this in mind, this paper has established 

the basis for future work in two ways: (1) by reflecting on image and 

destination image establishing a pretheoretic specification of the domain 

under study; and (2) by proposing a theoretical framework grounded on 

multidisciplinarity, as an alternative approach.  

From the review of image and destination image concepts a basic 

assumption has emerged, indicating that the `elastic referentiality´ of 

image construct and, consequently, destination image demands for a 

multidisciplinary approach. The image construct field is essentially 

multidisciplinary in nature, where different aspects are covered by 

different disciplines. Even in the case of a particularly more discipline-

oriented research program concerning image (e.g. marketing), several 

insights can contribute to its execution. As an example, philosophical 

perspective helps to understand theoretical foundation of image; 

psychology concentrates on image formation; and semiotics focuses on 

image interpretation. The different domains of image are related to one 

another as part of a whole. 

With regard to the proposed theoretical framework, this paper argues 

that a research related to image destination cannot be conducted without 

relying on an holistic conception of knowledge. Therefore, any research 

program on image must rely on an interlaced contribution of several 

disciplines, and not just a collection of conclusions from individual fields 

of research (Eckardt, 2001). One of the most important challenges with 

this alternative approach is to integrate findings and theories into a 
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recognizable specific destination image field beyond disciplines 

boundaries. This integrative theoretical framework will be improved in 

future work, within the context of a destination image research applied to 

the largest man-made lake in Europe, Alqueva Lake in Portugal.  

Finally, several implications of this multidisciplinary approach 

should be addressed at this stage of the research. Firstly,from a theoretical 

perspective, despite conceptual deviations, it is clear that destination 

image construct has been of great significance in tourism. This alternative 

approach will highlight the potential of this construct since it crosses the 

boundaries of several disciplines. An holistic perspective of destination 

image – in contrast to the unidisciplinary perspective will allow to 

established a kind of `intellectual linkages´ among otherwise isolated 

researchers, enriching the body of knowledge. It is assumed that the 

researchers interested in image domain will be looking for linkages to the 

work of others, providing a forum to exchange ideas. Furthermore, this 

approach recognizes destination image as an umbrella concept, providing 

a way to organize a large body of knowledge (Hirsch & Levin, 1999). 

Individually these theories, concepts and methodologies remain piece 

meals.  

Secondly, practical implications are related to a more global 

perspective on how tourists perceive the destination. Marketers not only 

evaluate the perceptions according to a marketing point of view, aiming to 

promote the destination efficiently, but also consider other insights. It is a 

way to get out of the rational 4Ps box (product, price, place, and 

promotion) which is constrained by conventional economic theories of 

rationality. The practices and academic inquiries into destination image 

are mainly framed by conventional unidisciplinary understandings of 

destinations. A multidisciplinary assessment of a destination image will 

not only follow a conventional and business-oriented line of thought, but 

will also take into account a sociocultural perspective. Tourist´s 

perceptions are measured based on meaningful experiences and not only 

on linear and narrow evaluations. Most of the image studies hold a strong 

preference for quantitative techniques. Further study will combine 

quantitative and qualitative methods.  It is expected that the integrative 

theoretical framework grounded on the multidisciplinary approach 

proposed may contribute to an `intellectual dialogue´ among different 

disciplines, bringing the destination image construct outside of the 

conventional marketing constraints. 
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The Balearics’ economy is heavily dependent on tourism, generating revenue and 

employment; nevertheless, nowadays the archipelago is considered a traditional 

destination that could be currently reaching its mature stage. In this context, the 

new marketing guidelines for tourism adopted by the Balearic Government in 

recent years are based on promoting the development of different tourism 

products. The aim of this new strategy is to promote high value added products, 

such as the yachting charter tourism, to explore new market segments and to 

improve the image of the destination according to the consumer behaviour.This 

paper identifies the strengths, weaknesses, opportunities and threats (SWOT) of 

the yacht charter sector, using empirical evidence on the demand and supply side. 

The results will be very useful for this sector to design and launch successfully 

new marketing and promotion strategies and policies in order to maintain tourism 

activity, increase tourist average expenditure, lengthen the tourist season and 

change the image of the islands. 
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INTRODUCTION 
 

Littoral areas offer many more possibilities, besides sun and beaches, 

for practicing numerous sports and recreational activities in relation to 

seawater, individually or collectively. In fact, nautical tourism has 

undergone a major international development in recent years and in 

Europe it is a sector that has experienced a continuous growth in most 

Mediterranean destinations, particularly in the Balearic Islands where it 

has grown at an annual rate of 2.5% in recent years (Lück, 2007).  

The Balearic Islands is one of the world’s leading sun and sand 

destinations (Aguiló et al., 2005). The islands have one of the highest 

tourist rates per capita in the world with more than 12 million tourists a 

year, i.e. a ratio of 12:1 to the local population. The total number of 

foreign tourists grew by an annual rate of 4.47% between 1991 and 2009, 

as shown in Figure 1. 

 

 
 

The service sector represents 82% of the GNP and the tourism sector 

represents more than 40% of the economic activity (CES, 2009). 

According to Exceltur (2011), tourism accounted for 43.2% of the 

Balearic GDP and 30.3% of employment in 2009 in contrast to a 10% 

impact on the economy in Spain and a lower contribution in other Spanish 

regions (Table 1).   
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The development of tourism has caused a deep transformation of the 

islands from a rural area into one of Spain’s richest regions. From 1969 to 

1997, Balearic GDP per capita was the highest in Spain (Garín-Muñoz & 

Montero-Martín, 2007). However, during the current decade, the 

economic growth shows signs of decay, eroding the competitive position 

of the destination. The Balearic GDP per capita has registered the highest 

reduction (15.5%) of all Spanish regions during this period (CRE, 2010) 

and the importance of tourism in the Balearic economy is showing signs 

of decay. In fact, the tourism GDP contraction of 7.6% in 2009 and the 

gradual loss of relative weight of tourism in the economy observed in the 

Balearic Islands is indicating a slowdown of growth rates and a 

deterioration of tourism competitiveness (Figure 2). 

 

 
The Balearic tourist leadership on the international markets has 

principally sustained on the traditional sun and sand product, focused on a 

massive demand and a competitive price (Aguiló et al., 2005). The loss of 

competitiveness is in some sense the consequence of globalisation and is 
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due to many factors as mono-product strategy, undifferentiated products 

oriented towards a few markets, increasing seasonality, the emergence of 

the low cost carriers, the appearance of new destinations that offer a 

similar product with a better quality-price ratio such as Tunisia, Morocco 

or Turkey (Bardolet & Sheldon, 2008; Claver-Cortés et al., 2007). 

To compete in the future they need to differentiate the tourist product 

in order to add to these advantages other characteristics that should be 

related to the changes in the tourist profile and based on the new 

information and communication technologies. The main changes in the 

tourist are referred to the changed values and lifestyles (Vanhove, 2005) 

and a growing consciousness of nature. Today, destinations have to begin 

to offer “sun-plus” holidays, such as sun plus nature and environment 

(Poon, 1993). 

The search for new products to attract new customers with higher 

expenditure and the promotion of new tourist products for deseasonality 

of tourism are some of the most important strategies adopted to solve the 

problems of congestion, competitiveness and seasonality of a destination 

like the Balearic Islands (Bramwell, 2004; Claver-Cortés et al., 2007; 

Pedreño Muñoz & Ramón Rodríguez, 2009). In this context, the Balearic 

Government has recently adopted a new marketing policy focused in the 

development of products instead of destinations.  

According to a recent research (Alcover et al., 2011), yacht charter 

tourism is a product with a daily tourist expenditure reverting to the 

Balearics’ economy much higher than that of a traditional tourist and 

similar to that of other types of tourism  products, such as golf tourism, to 

which local authorities are allocating numerous resources and efforts to 

promote. Therefore, yacht charter tourism could be one of the new 

products that should form part of the future tourism promotion policies 

and marketing campaigns for the destination. It can be considered a high 

value added tourist product with growth potential and a good public 

image (Alcover et al., 2011). 

This paper intends to identify the strengths, weaknesses, 

opportunities and threats of the yacht charter tourism, a product that 

should form part of future tourism promotion policies and marketing 

campaigns for the destination and the industry. This information should 

be taken into account when designing an adequate tourism promotion 

policy for the Balearics. 

The structure of this paper is as follows: after the introduction, the 

second section describes the yacht charter tourism as an opportunity for 

differentiating the tourism supply of the Balearic Islands. The third 

section describes the different data sources used as well as the 
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methodology used for quantifying the yacht charter tourism demand and 

supply and the methodology to evaluate the SWOT of the yacht charter 

tourism sector in the Balearics. The fourth section summarises the 

strengths, weaknesses, opportunities and threats of the yacht charter 

sector, and finally, the main conclusions and policy implications are 

summarized in the last section.   

 
THE YACHT CHARTER TOURISM: AN OPPORTUNITY FOR 
THE BALEARICS’ ECONOMY 

Despite of the importance of the Balearic tourism and its contribution 

to the regional economy, the slowdown of growth rates and the 

deterioration of tourism competitiveness in recent years have raised 

questions in the literature about the market viability of the destination. In 

this respect, there is no consensus between different authors; some 

authors such as Morgan (1991) or Knowles & Curtis (1999) point out that 

the Balearic Islands as a tourism destination could be entering its final 

phase of decline or stagnation (Picornell & Picornell, 2002). However, 

some other authors are less pessimistic (Aguiló et al., 2005) and conclude 

that, with appropriate adaptation to new tourist preferences, this type of 

sun and sand tourist destination may persist. In this sense, the search for 

new tourist products with higher added value is some of the most 

important strategies adopted by policy makers and administrations to 

solve the problems that affect mature destinations (Bramwell, 2004; 

Claver-Cortés et al., 2007; Aguiló & Alegre, 2004; Hernández Martín, 

2010). The strategy adopted by the regional government in the last years 

to compete with emerging or traditional destinations is to differentiate the 

tourism product based on the natural and cultural specificities of the 

destination, in order to attract new tourists with higher expenditure that 

may help at the same time to de-seasonalize the tourism demand. 

Therefore, the Government’s policy is focused in the development and 

promotion of different tourism products and one of these products is 

nautical tourism (Corral & Hernández, 2010).  

But what do we understand as nautical tourism? According to 

Besteiro Rodríguez (2004), nautical tourism could also be defined as 

"active holidays in contact with water allowing all kinds of water 

activities during leisure time: sailing, scuba-diving, jet skiing, 

windsurfing, recreational fishing, etc.., sharing the practice of a nautical 

activity with the enjoyment of nature and the recreational and tourism 

supply of various coastal regions”. Nautical tourism in turn can be 

divided into different categories:  
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1) Cruise Tourism: Tourists who hire and take a round trip in a ship 

for the purposes of pleasure and recreation rather than a simply 

method of transport.  

2) Nautical-sports Tourism: Tourists who travel with the main 

motivation of nautical sports activities either once at the selected 

destination or along the entire journey, using a rented boat (yacht 

charter) or property boat. 

In fact, the Balearics enjoy some geographical and climatic features 

very appropriate for practicing nautical tourism activities such as:  

 Geographical proximity and frequent access by air with main 

European capitals.  

 1,393 km of coastline with an even coastal profile, with 

numerous bays, coves, capes and 375 beaches (208 in Mallorca, 

92 in Ibiza and Formentera and 75 in Menorca).  

 The geographical location of the Islands on the limit of the 

Azores anticyclone and the Central-European Front, creating the 

so-called Mediterranean Front, leads to ideal weather conditions 

for general navigation. With these weather conditions the 

practice of sailing and nautical activities is easy and safe even in 

winter, especially during the so-called "January calms”. 

 The location of the archipelago in the Western Mediterranean 

determines that the Islands enjoy a temperate climate typical of 

the Mediterranean climate. Summers are hot but bearable, while 

winters are mild. The average temperature is around 19.5º C in 

spring, 27º C in summer, 20.5º C in autumn and 15º C in winter. 

The average annual temperature for the archipelago is about 17º 

C. 

 The average water temperature (ranging between 11 º C in 

January and 27.5 º C in August) and the quality and transparency 

of water. 

Given these geographical and climatic characteristics, together with 

the wide range of existing infrastructure in the region (see Table 2), it 

makes the Balearics an appropriate destination for the practice of nautical 

activities. The regional Government has recently launched a 

new promotion policy focused on the development and promotion 

of nautical tourism products, with yacht charter tourism being one of the 

key products
1
. 
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Besides, a recent study (Alcover et al., 2011) pointed out that in the 

archipelago yacht charter tourism generates more daily revenues to the 

economy of the Balearic Islands (€170) than the other types of tourism 

products, such as golf tourism (€165.1), nautical tourism in general
2
 

(€111.45) and cycling tourism (€76.70). In fact, the average daily 

expenditure of a yacht charter tourist is 94% higher than that of a 

traditional tourist, and 58% higher than the one of a nautical tourist. This 

highest average expenditure can be explained by the fact that the average 

stay of a charter tourist in Spain is 11.80 days, considerably longer than 

the average stay of a traditional sun and sand tourist (8.9 days). Besides, 

Table 3 points out that the total revenues from yacht charter tourism are 

(€209.69 million), higher than those of cruise tourism (€91.35 million), 

golf tourism (€183.36 million) or cycling tourism (€66.04 million), which 

have been promoted by the local government as tourism products in 

recent years (Conselleria de Turisme, 2009). 

When analysing the effect of the yacht charter sector on the labour 

market, the results obtained in Alcover et al. (2011) show that the 

Balearics’ yacht charter companies generated 866 jobs in 2008, of which 

216 are self-employed, 346 full-time permanent jobs, 43 part-time jobs 

and 261 temporary jobs. A study of the Balearic nautical sector (PIMEM-

Govern Balear, 2003) points out that the total number of people working 

directly or indirectly in all the activities related to nautical leisure 

activities is estimated at 8,000.  

To sum up, the yacht charter tourism could be qualified as a premium 

product which can contribute to maintain tourism activity, increase tourist 

average expenditure, and change the image of the islands. In order to 

design and launch successfully new marketing strategies related to the 
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yacht charter product. Hence, it is important to obtain information on the 

strengths, weaknesses, opportunities and threats of the sector for the 

adoption of new or altered tourism promotion policy. 

 

 
 

DATA AND METHODOLOGY 
 

Two types of methodologies have been used: one quantitative 

methodology consisting of data collection through personal interviews, 

using a combination of a demand questionnaire and a supply 

questionnaire; and a qualitative methodology based on a focus group 

technique to obtain qualitative information on the yacht charter tourism 

sector (Krueger & Casey, 2000). The application of both methodologies 

allows us to obtain three different primary data sources. Furthermore, a 

census on the yacht charter industry of the Balearics (FENAN, 2009) was 

also used as secondary data source.  

Therefore, four information sources have been used in this paper: 1) 

The data obtained from the demand survey on the yacht charter tourism, 

2) the information gathered through the supply questionnaire on a sample 

of charter firms, 3) the information obtained from several expert groups 

and finally, 4) a data base of yacht charter firms supplied by the National 

Federation of Nautical Activities (FENAN, 2009). 

The information on the demand side was obtained through personal 

interviews to yacht charter tourists (skippers) at marinas or ports, at the 

time when charter trip ended and the sailing boat was returned to the 
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yacht charter company. Personal interviews were carried out from July 1st 

to mid-October 2008, gathering data of two different yacht charter 

seasons: High season (July and August) and Medium-Low season 

(September and October). Time dedicated to each interview was variable, 

ranging from 20 minutes to one hour each. The tourists interviewed were 

162 skippers or buyers of the yacht charter service. The average number 

of crew members was six, so the information obtained relates to 

approximated 972 yacht charter tourists.  

The technical file of the demand survey in the Balearics is shown in 

Table 4.  

 

 
 

Personal interviews followed a structured questionnaire with five 

sections. The first section gathers information on the demander of the 

service or skipper, basically nationality, residence, age, sex, date of 

departure and arrival, level of studies, labor situation, professional 

activity, navigation experience and level of nautical certificates. The 

second section asks information on planning the yacht charter trip. The 

third section analyzes the characteristics of the yacht charter trip, in 

particular the number of navigation days and the total stay in the 

Balearics, chartered boat type, additional services demanded, number of 

crew members and type of companions on the boat. The fourth section 

gathers information on the valuation and satisfaction of yacht charter 

experience. Finally, the last section demands information on previous 

yacht charter experiences and the comparison with the actual experience.    

The supply survey was designed to collect data on the industry, 

considering as the target population all those companies whose principal 

activity was yacht rental for the practice of nautical sport activities. The 

information was obtained through a questionnaire, sampling 17 yacht 

charter companies in the Balearic Islands.  
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The census of all the yacht charter companies and their fleet based in 

the Balearic Islands and in the rest of the Spanish regions was supplied by 

the FENAN (2009) and it is classified by region, boat length of the fleet, 

type of boat, etc.  

Finally, the application of the focus group methodology allowed us to 

obtained information from the experts and entrepreneurs of the yacht 

sector of the Balearic Islands. The focus group meetings were held at the 

Chamber of Commerce of Mallorca, at the end of March of 2009. 

 
RESULTS: THE SWOT ANALYSIS 

 

Given all data sources, we have identified the main strengths, 

weaknesses, opportunities and threats of the yacht charter tourism sector 

in the Balearics (Table 5): 
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Strengths 
 

Related to the destination: 

 A wide supply of tourist accommodation and complementary 

services, as well as an adequate infrastructures network.  

The Balearic Islands have 2,645 accommodation establishments 

with 196,844 rooms, which total to 419,983 beds (Conselleria de 

Turisme, 2011).  Furthermore, the archipelago offers a large supply 

of complementary services, such as bars, cafeterias, discotheques, 

etc. The  Islands  have  quality  infrastructures  such as an  extensive 

and modern transport  network  that  facilitates  local connections, as 

well as a wide range of leisure centres, nature parks, natural caves, 

archaeological remains and so on.  

 

 
 

 Proximity to main outbound markets.  

The Balearics are approximately two hours away by plane to the 

main European cities (Figure 3), and enjoy a high flight frequency. 
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Besides, the emergence of low cost carriers has increased the flight 

connections and frequency at a moderate price.  

 The excellent environmental conditions and landscape.  

The mild climate of the Balearics, the good weather conditions 

for practicing yacht charter tourism, the transparency and temperature 

of water, plus the large number of beaches certified with a blue flag, 

are an added value for practising this nautical tourism in the islands. 

The Balearics is also well-known because of natural environment: 

beaches, fauna and biodiversity. In fact, the main motivations for 

choosing the Balearics as a yacht charter destination (in a scale 

ranging from 0 to 5), as indicated by tourists surveyed, are the coast 

attractiveness (4.37) and the meteorology (4.23), which received high 

ratings (Figure 4).  

 

 
 

 Safe and secure destination. 

The islands are a safe yacht charter destination, due to weather 

and navigation conditions. Furthermore, the ease to reach base ports 

is one of the main motivations for choosing the Balearics as yacht 

charter destination (Figure 5). The existence of an abundant and 

increasing supply of ports and marinas along the coastline (69 
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marinas and nearly 20,500 moorings, in 2010) provides a security to 

navigators in case of weather hazards. They present a wide supply of 

rescue and maritime infrastructures. 

 

 
Related to industry: 

 Consolidated know-how in the yacht charter business. 

The islands enjoy a prestigious, longstanding tradition in 

business yacht charter tourism. According to the supply analysis, the 

companies’ antiquity is, on average, almost 12 years (11.8); only 16.9 

% of the companies have a short experience of less than 5 years, 

whereas 27.12 % of firms have been operating in this sector for more 

than 15 years.  

 Professional and skilled human capital. 

Despite a shortage of specific training programmes within the 

nautical industry, during the focus group meetings the companies 

pointed out that they do have highly skilled human capital, thanks to 

the high motivation and accumulative experience of years. These 

results could explain the high satisfaction rate obtained in the demand 

survey (Figure 6). In fact, those aspects where there is a direct 

relationship between the company and the customer (receipt and 
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delivery of the vessel) obtained the highest levels of satisfaction 

between tourists. Boat information provided to customers, 

preparation of boat and help with navigation and the information 

provided on navigation are also highly considered.  

 

 
 Good location of the companies. 

43.02% of the national yacht charter companies are located in the 

Balearic Islands (FENAN, 2009). The majority of them are generally 

placed at major ports, easily accessed by road (Figure 7). These ports 

and marinas have suitable infrastructures and facilities for the yacht 

charter tourism. 

 A diverse and modern charter fleet. 

The Balearic yacht charter companies have a large yacht charter 

fleet consisting of 1,440 vessels (57.92% of the Spanish vessels) of 

different type (sailing yachts and motor yachts) and sizes (FENAN, 

2009). The information provided by the supply survey indicates that 

the fleet is quite modern; on average the vessels have less than 5 

years. This result matches with the high level of satisfaction on the 

vessel and equipment, rented pointed out by the tourists surveyed 

(Figure 8). 
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Related to demand: 

 High satisfaction. 

Most yacht charter tourists are highly satisfied with the quality 

services received; 90.4% of them would recommend it to friends and 
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relatives, and 82.4% expressed their desire to repeat the experience. 

This positive perception may be due to the high quality service 

offered by the yacht charter companies. 

 High loyalty  

Comparing the Balearics as a destination for yacht charter 

tourism with competing destinations, respondents consider them as 

comparable experiences. The high level of repetition of charter 

experiences in the Balearics (2.9 times on average) is worth noting.  

Related to the institutional framework: 

 A nautical cluster. 

In 2011, a nautical cluster was created in the Balearic Islands 

(Idimar) with the participation and support of public and private 

institutions, in order to increase yacht charter tourism 

competitiveness. 

 A sectoral website. 

The Chamber of Commerce of Majorca has being offering a 

strong support to the sector and created the Balearsnautic.com 

website in 2004, as a meeting point of the sector, offering 

information on the weather, moorings, ports and docks, companies 

within the yacht charter sector and several on line services for the 

yacht charter tourist. 

 New funding to implement marketing strategies. 

Due to the agreement with Turespaña, there are new funds for 

redesigning the marketing strategy of the Islands, focusing on the 

supply of different nautical products. 

 
Weaknesses 

 

Related to the destination: 

 Limited capability of growth through physical expansion.  

The yacht charter industry demands an increase of marinas and 

moorings (given the high occupancy rates during the summer), 

however it results in difficulties when taking into account the 

environmental impacts that it generates and the actual Spanish 

legislation. 

 Inability to increase the offer to high-profile customers. 

According to the supply survey, the lack of a sufficient number 

of moorings to accommodate large vessels in the Balearics 

constitutes an obstacle for attracting yacht charter tourists with high 

purchasing power. Meanwhile, other Mediterranean destinations, 
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such as southern France, Corsica and Sardinia, have appropriate 

infrastructures for larger vessels. 

Related to industry: 

 Small firm size & weak level of partnership. 

The firms are characterized by their small size. On average, they 

employ 7 workers and own 14.5 charter boats per firm. Around 50% 

of firms present a turnover which is lower than one million Euros. 

Despite this fact, there are two associations, FENAN and APEAM, 

who play an intensive role as representative forces of the sector, 

although the affiliation rate with 30 % of the industry is not very 

high. 

 Poor level of implementation of quality management systems. 

Around 80 % of the charter companies have not implemented 

any quality management system, because of the lack of specific 

systems designed for yacht charter firms.  

 Lack of specific training programmes. 

The majority of employees does have a low level of education; 

only 30 % of them have higher education levels, due, on the one 

hand, to the lack of formal training programmes appropriated  to the 

needs required by the industry, and, on the other hand, to the high 

proportion (30%) of temporary labour contracts which is a 

consequence of the high seasonality.  

 Existence of illegal supply. 

According to the industry’s opinion, as pointed out during the 

focus group session, some foreign yacht charter firms operate 

illegally in the Balearics, without fulfilling all the legal requirements.  

Related to demand: 

 High seasonal demand. 

The yacht charter tourism demand concentrates on summer 

months.  

 Poor analysis of the demand. 

There is a lack of studies and analysis, as well as empirical data 

on the sector and information on how the yacht charter demand 

changes over time is not available.  

Related to the institutional framework: 

 Lack of moorings and their high price in summer. 

All companies surveyed indicated the need for a higher number 

of moorings during peak seasons. They also complain about the high 

cost of these moorings in comparison to other destinations. This 

factor reduces industry’s competitiveness and hinders their growth.  
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 Inadequate taxation of the sector. 

In Spain, the taxes applied to vessels are higher than in other 

European countries; it considerably reduces the yacht charter 

competitiveness. The purchase of a vessel is not only taxed by the 

19%VAT, but also by a 12% registration tax (if the boat is more than 

eight meters long) and a 4% for Transfer Tax and Stamp Duty, as 

well as other fees and taxes. 

 Bureaucratic problems. 

In Spain it is necessary to pass a costly training test to get the 

license to be a skipper depending on the vessel length while in other 

destinations obtaining a license is not necessary.  

 

Opportunities 
 

Related to the destination: 

 Potential synergies with the convention hall. 

The  Balearic  Islands  proximity  to  and  excellent  connections  

with  Europe’s  main business centres make the archipelago a good 

business meeting point for multinational  corporations.  As a  result 

of the increase of incentive  trips,  conferences  and  conventions to 

the islands (Conselleria Turismo, 2011),  the  Palma de Mallorca 

Town Council  and  the  Balearic  Government  started building a 

convention centre. This segment of tourism could be a potential 

demand for the yacht charter industry. 

 New infrastructures for larger vessels. 

The port of Palma de Mallorca, Port Adriano and Ibiza have 

started enlargement projects, providing berths for larger vessels and 

improving facilities for tourists with higher purchasing power.  

Related to industry: 

 Potential business. 

The Balearic Islands are located a night’s sailing from the 

majority of ports in the western Mediterranean. The focus group on 

the supply side pointed out that yacht charter firms were devoted to 

maintenance and repair of vessels in winter and autumn. Thus, the 

Balearics could consolidate as a location for the repair and 

maintenance of vessels from all around the Mediterranean. 

Related to demand: 

 Growth interest for yacht charter tourism. 

In the last years, statistics indicate that there are an increasing 

number of potential tourists interested in practising yacht charter 

tourism. This statement is supported by the increase in the number of 
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people practicing water sports in the main European touristic 

outbound markets, as well as by the high number of firms affiliated, 

vessels registered and moorings offered in those countries.  

 The increase of potential demand. 

According to the demand survey, in 2008 a 24.2% of tourists 

were Spanish, therefore indicating a growing trend in domestic 

tourism. 

Related to the institutional framework: 

 The Balearics as a platform in the international sailing circuits. 

A number of sailing regattas of international prestige take place 

in the Balearics, such as the Princess Sofía Trophy or the King's Cup. 

The archipelago has the opportunity to attract other new trophies or 

international competitions to the islands, which could improve their 

image, hence, justifying the premium price. 

 The archipelago as a hub of the nautical activity in the 

Mediterranean. 

The recent creation of the marine cluster in the Balearics Islands 

(Idimar) should contribute to facilitate interaction between companies 

and the administration, to promote research and to adopt innovative 

and modern practices. This initiative could also transform the 

Balearics into a hub of the nautical activity in the Mediterranean area. 

 Implementation of new strategies for intersectoral collaboration. 

The yacht charter tourism generates business to many other 

firms; therefore, the administration has the opportunity to implement 

initiatives aimed at fostering intersectoral collaboration. 

 
Threats 

 

Related to the destination: 

 Risk of overcrowding and congestion during the summer. 

An important demand of yacht charter concentrates at the same 

peak season of the “sun and sand tourism”. This phenomenon leads 

to congestion in marinas and in natural parks, affecting negatively the 

loyalty and satisfaction of the yacht charter tourists, as it is pointed 

out in the demand survey. 

Related to industry: 

 Loss of quality image. 

The increasing number of illegal supply of yacht charter 

companies in the Balearics may be lowering the quality standards in 

the market and damaging the yacht charter sector’s image. 

Related to demand: 
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 Increasing competition. 

New destinations in the Mediterranean, characterised by lower 

prices, such as Croatia or Turkey, have become quite popular in the 

last years. 

Related to the institutional framework: 

 Current economic and financial crisis. 

Taking into account that the yacht charter vessels have a 

relatively short life and the investment into them is considerably 

high, yacht charter entrepreneurs need external financing. As 

aconsequence of the financial and economic crisis, the capability of 

yacht charter firms to invest has been reduced by a shortage of 

financial resources, due to lower availability and higher interest rates, 

and by the negative economic prospective. 

 

CONCLUSIONS AND POLICY IMPLICATIONS 
 

The Balearic Islands were a rather backward region in the 1950s, but 

became a major tourism destination in the Mediterranean during the 

second half of the 20th century. Tourism has been the engine of growth 

that has turned the Balearic economy into one of the most prosperous 

Spanish regions. However, in recent years the economic growth shows 

signs of decay, eroding the competitive position of the destination.  

The Balearic Government has recently adopted a new tourism 

promotion policy focused on the development of other tourism products 

in addition to the sun and sand product to diversify the tourism services 

they offered such as golf tourism, cycle holidays, nautical tourism etc. 

Taking into account the economic impact of the yacht charter tourism 

product on the Balearics economy, it is important to obtain information 

on this product in order to design appropriate tourism promotion policies. 

This research outlines the strengths, weaknesses, opportunities and threats 

(SWOT) of the yacht charter sector, using empirical evidence. The results 

on the SWOT analysis support the introduction of a set of strategic 

actions to increase the yacht charter industry’s competitiveness, such as: 

 Favouring the cooperation among the different sectors related to 

the yacht charter industry, promoting the activity of the nautical 

cluster. Through it, a large scale and scope, as well as good 

conditions for innovation, could be created. 

 Creating a new and more competitive fiscal framework to 

facilitate the accessibility to yacht charters. The bureaucracy 

involved in obtaining the licenses or authorizations needs to be 

reduced too.  
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 Promoting specific training programs for the yacht charter 

industry. The actual training programs do not match the needs of 

charter and nautical companies 

 Fostering the design of a specific quality certification system for 

the yacht charter sector. 

 Creating products adapted to new demands. The supply needs to 

design new products and re-adapt existing ones, respectful with 

the environment. In this line, synergies must be searched for 

among different sectors related to tourism in general, and the 

nautical sector in particular, such as boats maintenance and 

repairing firms, hotel companies, airlines, car rental companies, 

restaurants, museums and others. 
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ENDNOTES  

 

1. Turespaña has signed an agreement with 

seven regions, Andalusia, Balearic Islands, Catalonia, Valencia, 

Galicia, Murcia and Ceuta, containing a plan for promoting 

the nautical tourism that will be allocated to 489,000 Euros, an 

agreement valid until 2013. 

2. Nautical tourism comprises all types of nautical activities, not only 

yacht charter (see definition mentioned before). 

 
 
ACKNOWLEDGEMENT 

 

The authors are grateful for the financial support of the Cámara de 

Comercio, Industria y Navegación de Mallorca and for the helpful 

comments of three anonymous referees. 

 

 

SUBMITTED: APRIL 2011  

REVISION SUBMITTED: AUGUST 2011  

ACCEPTED: SEPTEMBER 2011  

REFEREED ANONYMOUSLY 

 

 

Margarita Payeras (marga.payeras@uib.es) is an Associate professor at 

the University of the Balearic Islands (UIB), Applied Economics 

Department.Carretera de Valldemossa, Km7.5, 07071 Palma de Mallorca, 

Balearic Islands, Spain. 

 

http://www.pimem.es/riscoslaborals/GuiasSectoriales/Guia%20PRL%20Nautica.pdf
http://www.pimem.es/riscoslaborals/GuiasSectoriales/Guia%20PRL%20Nautica.pdf
http://www.unwto.org/facts/eng/highlights.htm


Margarita Payeras, Marta Jacob, Margalida Alemany, Antoni Alcover & Lorena Martínez 
Ribes 

134 

 

Marta Jacob (marta.jacob@uib.es) is an Associate professor at the 

University of the Balearic Islands (UIB), Applied Economics 

Department.Carretera de Valldemossa, Km7.5, 07071 Palma de Mallorca, 

Balearic Islands, Spain. 

 

M. Antonia García (garcia.sastre@uib.es) is an Associate professor at 

the University of the Balearic Islands (UIB), Business Economics 

Department. Carretera de Valldemossa, Km7.5, 07071 Palma de 

Mallorca, Balearic Islands, Spain. 

 

Margalida Alemany (marga.alemany@uib.es) is an Associate professor 

at the University of the Balearic Islands (UIB), Business Economics 

Department. Carretera de Valldemossa, Km7.5, 07071 Palma de 

Mallorca, Balearic Islands, Spain. 

 

Antoni Alcover (toni.alcover@uib.es) is an Associate professor at the 

University of the Balearic Islands (UIB), Applied Economics 

Department.Carretera de Valldemossa, Km7.5, 07071 Palma de Mallorca, 

Balearic Islands, Spain. 

 

Lorena Martínez-Ribes (rmlorena@hotmail.com) is an Researcher at the 

University of the Balearic Islands (UIB), Applied Economics 

Department.Carretera de Valldemossa, Km7.5, 07071 Palma de Mallorca, 

Balearic Islands, Spain. 

 
 



 135 

FORTHCOMING EVENTS 
 

 

Consumer Behavior in Tourism Symposium 2011, Free University of 

Bozen-Bolzano, Brunico, Italy, 1-3 December 2011. For more 

information visit: http://cbts2011.unibz.it 

 

ENTER 2012, “e-Tourism Conference: Present & Future Interactions”, 

Helsingborg, Sweden Austria, 23-27 January 2012. For more information 

visit: http://www.ifitt.org 

 

The 2012 Athens Tourism Symposium, “International Scientific 

Congress on Current Trends in Tourism Management and Tourism 

Policy”, Athens, Greece, 15-16 February 2012. For more information 

visit: http://ats.conferences.gr 

 

2nd Advances in Hospitality and Tourism Management & 

Marketing, Corfu, Greece, 30 May - 3 June 2012. For more information 

visit: http://www.ahtmmc2012.gr 

 

10
th

 Apac-CHRIE Conference, “Building Bridges, Creating 

Opportunities”, Manila, Philippines, 5-8 June 2012. For more information 

visit: http http://www.wix.com/ustcthm/apacchrie2012 

 

ICCMI 2012, "International Conference on Contemporary Marketing 

Issues", Thessaloniki, Greece, 14-15 June 2012. For more information 

visit: http://www.mkt.teithe.gr/iccmi2012 

 

5th Scientific Conference of the University of the Aegean and 1st 

Global Tourism Four Pillars Conference of the Greek Marketing 

Academy, " New Horizons, New Opportunities: Tourism Trends and 

Advances in the 21st Century", Mytilene, Greece, June 28th - July 1st. 

For more information visit: http://tourconf2012.aegean.gr 

 

I-CHRIE Annual Conference, Providence, Rhode island, USA, 1-4 

August 2012. For more information visit: http://www.chrie.org 

 

62
nd

 AIEST Congress, “Advances in Tourism Research - 

Perspectives of Actors, Institutions and Systems”, Khon Kaen, Thailand, 

26-30 August 2012. For more information visit: http://www.aiest.org 
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TOURISMOS 

An International Multidisciplinary Journal of Tourism 
 
 

 

AIMS & SCOPE 
  

TOURISMOS is an international, multi-disciplinary, refereed (peer-

reviewed) journal aiming to promote and enhance research in all fields of 

tourism, including travel, hospitality and leisure. The journal is published 

by the University of the Aegean (in Greece), and is intended for readers in 

the scholarly community who deal with different tourism sectors, both at 

macro and at micro level, as well as professionals in the industry. 

TOURISMOS provides a platform for debate and dissemination of 

research findings, new research areas and techniques, conceptual 

developments, and articles with practical application to any tourism 

segment. Besides research papers, the journal welcomes book reviews, 

conference reports, case studies, research notes and commentaries. 

TOURISMOS aims at: 

 

 Disseminating and promoting research, good practice and 

innovation in all aspects of tourism to its prime audience 

including educators, researchers, post-graduate students, policy 

makers, and industry practitioners.  

 Encouraging international scientific cooperation and 

understanding, and enhancing multi-disciplinary research across 

all tourism sectors. 

 

The scope of the journal is international and all papers submitted are 

subject to strict blind peer review by its Editorial Board and by other 

anonymous international reviewers. The journal features conceptual and 

empirical papers, and editorial policy is to invite the submission of 

manuscripts from academics, researchers, post-graduate students, policy-

makers and industry practitioners. The Editorial Board will be looking 

particularly for articles about new trends and developments within 

different sectors of tourism, and the application of new ideas and 

developments that are likely to affect tourism, travel, hospitality and 

leisure in the future. TOURISMOS also welcomes submission of 

manuscripts in areas that may not be directly tourism-related but cover a 
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topic that is of interest to researchers, educators, policy-makers and 

practitioners in various fields of tourism. 

  

The material published in TOURISMOS covers all scientific, conceptual 

and applied disciplines related to tourism, travel, hospitality and leisure, 

including: economics, management, planning and development, 

marketing, human resources, sociology, psychology, geography, 

information and communication technologies, transportation, service 

quality, finance, food and beverage, and education. Manuscripts published 

in TOURISMOS should not have been published previously in any 

copyright form (print or electronic/online). The general criteria for the 

acceptance of articles are: 

 Contribution to the promotion of scientific knowledge in the 

greater multi-disciplinary field of tourism. 

 Adequate and relevant literature review. 

 Scientifically valid and reliable methodology. 

 Clarity of writing. 

 Acceptable quality of English language. 

  

TOURISMOS is published twice per year (in Spring and in Autumn). 

Each issue includes the following sections: editorial, research papers, 

research notes, case studies, book reviews, conference reports, industry 

viewpoints, and forthcoming events.  

 

 

JOURNAL SECTIONS 
  

Editorial 
The Editorial addresses issues of contemporary interest and provides a 

detailed introduction and commentary to the articles in the current issue. 

The editorial may be written by the Editor, or by any other member(s) of 

the Editorial Board. When appropriate, a “Guest Editorial” may be 

presented. However, TOURISMOS does not accept unsolicited editorials. 

  

Research Papers 
For the Research Papers section, TOURISMOS invites full-length 

manuscripts (not longer than 6000 words and not shorter than 4000 

words) from a variety of disciplines; these papers may be either empirical 

or conceptual, and will be subject to strict blind peer review (by at least 

three anonymous referees). The decision for the final acceptance of the 

paper will be taken unanimously by the Editor and by the Associate 
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Editors. The manuscripts submitted should provide original and/or 

innovative ideas or approaches or findings that eventually push the 

frontiers of knowledge. Purely descriptive accounts are not considered 

suitable for this section. Each paper should have the following structure: 

a) abstract, b) introduction (including an overall presentation of the issue 

to be examined and the aims and objectives of the paper), c) main body 

(including, where appropriate, the review of literature, the development of 

hypotheses and/or models, research methodology, presentation of 

findings, and analysis and discussion), d) conclusions (including also, 

where appropriate, recommendations, practical implications, limitations, 

and suggestions for further research), e) bibliography, f) 

acknowledgements, and g) appendices. 

  

Case Studies 
Case Studies should be not longer than 3500 words and not shorter than 

2500; these articles should be focusing on the detailed and critical 

presentation/review of real-life cases from the greater tourism sector, and 

must include - where appropriate - relevant references and bibliography. 

Case Studies should aim at disseminating information and/or good 

practices, combined with critical analysis of real examples. Purely 

descriptive accounts may be considered suitable for this section, provided 

that are well-justified and of interest to the readers of TOURISMOS. Each 

article should have the following structure: a) abstract, b) introduction 

(including an overall presentation of the case to be examined and the aims 

and objectives of the article), c) main body (including, where appropriate, 

the review of literature, the presentation of the case study, the critical 

review of the case and relevant discussion), d) conclusions (including 

also, where appropriate, recommendations, practical implications, and 

suggestions for further study), e) bibliography, f) acknowledgements, and 

g) appendices. All Case Studies are subject to blind peer review (by at 

least one anonymous referee). The decision for the final acceptance of the 

article will be taken unanimously by the Editor and by the Associate 

Editor. 

  

Research Notes 
Research Notes should be not longer than 2000 words and not shorter 

than 1000; these papers may be either empirical or conceptual, and will be 

subject to blind peer review (by at least two anonymous referees). The 

decision for the final acceptance of the paper will be taken unanimously 

by the Editor and by the Associate Editors. The manuscripts submitted 

may present research-in-progress or my focus on the conceptual 
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development of models and approaches that have not been proven yet 

through primary research. In all cases, the papers should provide original 

ideas, approaches or preliminary findings that are open to discussion. 

Purely descriptive accounts may be considered suitable for this section, 

provided that are well-justified and of interest to the readers of 

TOURISMOS. Each paper should have the following structure: a) 

abstract, b) introduction (including an overall presentation of the issue to 

be examined and the aims and objectives of the paper), c) main body 

(including, where appropriate, the review of literature, the development of 

hypotheses and/or models, research methodology, presentation of 

findings, and analysis and discussion), d) conclusions (including also, 

where appropriate, recommendations, practical implications, limitations, 

and suggestions for further research), e) bibliography, f) 

acknowledgements, and g) appendices. 

   

Book Reviews 
Book Reviews should be not longer than 1500 words and not shorter than 

1000; these articles aim at presenting and critically reviewing books from 

the greater field of tourism. Most reviews should focus on new 

publications, but older books are also welcome for presentation. Book 

Reviews are not subject to blind peer review; the decision for the final 

acceptance of the article will be taken unanimously by the Editor and by 

the Book Reviews Editor. Where appropriate, these articles may include 

references and bibliography. Books to be reviewed may be assigned to 

potential authors by the Book Reviews Editor, though TOURISMOS is 

also open to unsolicited suggestions for book reviews from interested 

parties. 

  

Conference Reports 
Conference Reports should be not longer than 2000 words and not shorter 

than 1000; these articles aim at presenting and critically reviewing 

conferences from the greater field of tourism. Most reports should focus 

on recent conferences (i.e., conferences that took place not before than 

three months from the date of manuscript submission), but older 

conferences are also welcome for presentation if appropriate. Conference 

Reports are not subject to blind peer review; the decision for the final 

acceptance of the article will be taken unanimously by the Editor and by 

the Conference Reports Editor. Where appropriate, these articles may 

include references and bibliography. Conference reports may be assigned 

to potential authors by the Conference Reports Editor, though 
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TOURISMOS is also open to unsolicited suggestions for reports from 

interested parties. 

  

Industry Viewpoints 
Industry Viewpoints should be not longer than 1500 words and not 

shorter than 500; these articles may have a “commentary” form, and aim 

at presenting and discussing ideas, views and suggestions by practitioners 

(industry professionals, tourism planners, policy makers, other tourism 

stakeholders, etc.). Through these articles, TOURISMOS provides a 

platform for the exchange of ideas and for developing closer links 

between academics and practitioners. Most viewpoints should focus on 

contemporary issues, but other issues are also welcome for presentation if 

appropriate. Industry Viewpoints are not subject to blind peer review; the 

decision for the final acceptance of the article will be taken unanimously 

by the Editor and by the Associate Editors. These articles may be 

assigned to potential authors by the editor, though TOURISMOS is also 

open to unsolicited contributions from interested parties. 

  

Forthcoming Events 
Forthcoming Events should be not longer than 500 words; these articles 

may have the form of a “call of papers”, related to a forthcoming 

conference or a special issue of a journal. Alternatively, forthcoming 

events may have the form of a press release informing readers of 

TOURISMOS about an event (conference or other) related to the tourism, 

travel, hospitality or leisure sectors. These articles should not aim at 

promoting sales of any products or services. The decision for the final 

acceptance of the article will be taken by the Editor. 
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NOTES FOR CONTRIBUTORS 
  

Manuscript Submission Procedure 
 

Manuscripts should be written as understandably and concisely as 

possible with clarity and meaningfulness. Submission of a manuscript to 

TOURISMOS represents a certification on the part of the author(s) that it 

is an original work and has not been copyrighted elsewhere; manuscripts 

that are eventually published may not be reproduced in any other 

publication (print or electronic), as their copyright has been transferred to 

TOURISMOS. Submissions are accepted only in electronic form; authors 

are requested to submit one copy of each manuscript by email attachment. 

All manuscripts should be emailed to the Editor-in-Chief (Prof. Paris 

Tsartas, at ptsar@aegean.gr) and to the Editor (Prof. Evangelos Christou, 

at e.christou@aegean,gr), and depending on the nature of the manuscript 

submissions should also be emailed as follows: 

 Conference reports should be emailed directly to the Conference 

Reports Editor (Dr. Vasiliki Galani-Moutafi), at 

v.moutafi@sa.aegean.gr.  

 Book reviews should be emailed directly to the Book Reviews 

Editor (Dr. Marianna Sigala), at m.sigala@aegean.gr.  

 Full papers and all other types of manuscripts should be emailed 

directly to the Editor (Prof. Evangelos Christou), at 

e.christou@aegean.gr. 

Feedback regarding the submission of a manuscript (including the 

reviewers‟ comments) will be provided to the author(s) within six weeks 

of the receipt of the manuscript. Submission of a manuscript will be held 

to imply that it contains original unpublished work not being considered 

for publication elsewhere at the same time. Each author of a manuscript 

accepted for publication will receive three complimentary copies of the 

issue, and will also have to sign a “transfer of copyright” form. If 

appropriate, author(s) can correct first proofs. Manuscripts submitted to 

TOURISMOS, accepted for publication or not, cannot be returned to the 

author(s). 

  



 144 

Manuscript Length 
 

Research Papers should be not longer than 6000 words and not shorter 

than 4000. Research Notes should be not longer than 2000 words and not 

shorter than 1000. Case Studies should be not longer than 3500 words and 

not shorter than 2500. Book Reviews should be not longer than 1500 

words and not shorter than 1000. Conference Reports should be not 

longer than 2000 words and not shorter than 1000. Industry Viewpoints 

should be not longer than 1500 words and not shorter than 500. 

Forthcoming Events should be not longer than 500 words. Manuscripts 

that do not fully conform to the above word limits (according to the type 

of the article) will be automatically rejected and should not be entered 

into the reviewing process. 

  

Manuscript Style & Preparation 
 

 All submissions (research papers, research notes, case studies, book 

reviews, conference reports, industry viewpoints, and forthcoming 

events) must have a title of no more than 12 words.  

 Manuscripts should be double-line spaced, and have at least 2,5 cm 

(one-inch) margin on all four sides. Pages should be numbered 

consecutively.  

 The use of footnotes within the text is discouraged – use endnotes 

instead. Endnotes should be kept to a minimum, be used to provide 

additional comments and discussion, and should be numbered 

consecutively in the text and typed on a separate page at the end of 

the article.  

 Quotations must be taken accurately from the original source. 

Alterations to the quotations must be noted.  Quotation marks (“ ”) 

are to be used to denote direct quotes.  Inverted commas („ „) should 

denote a quote within a quotation. If the quotation is less than 3 lines, 

then it should be included in the main text enclosed in quotation 

marks.  If the quotation is more than 3 lines, then it should be 

separated from the main text and indented.  

 The name(s) of any sponsor(s) of the research contained in the 

manuscript, or any other acknowledgements, should appear at the 

very end of the manuscript.  

 Tables, figures and illustrations are to be included in the text and to 

be numbered consecutively (in Arabic numbers). Each table, figure or 

illustration must have a title.  
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 The text should be organized under appropriate section headings, 

which, ideally, should not be more than 500-700 words apart.  

 The main body of the text should be written in Times New Roman 

letters, font size 12.  

 Section headings should be written in Arial letters, font size 12, and 

should be marked as follows: primary headings should be centred and 

typed in bold capitals and underlined; secondary headings should be 

typed with italic bold capital letters; other headings should be typed 

in capital letters. Authors are urged to write as concisely as possible, 

but not at the expense of clarity.  

 The preferred software for submission is Microsoft Word.  

 Authors submitting papers for publication should specify which 

section of the journal they wish their paper to be considered for: 

research papers, research notes, case studies, book reviews, 

conference reports, industry viewpoints, and forthcoming events.  

 Author(s) are responsible for preparing manuscripts which are clearly 

written in acceptable, scholarly English, and which contain no errors 

of spelling, grammar, or punctuation. Neither the Editorial Board nor 

the Publisher is responsible for correcting errors of spelling or 

grammar.  

 Where acronyms are used, their full expression should be given 

initially.  

 Authors are asked to ensure that there are no libellous implications in 

their work. 

 

Manuscript Presentation 
 

For submission, manuscripts of research papers, research notes and case 

studies should be arranged in the following order of presentation: 

 First page: title, subtitle (if required), author‟s name and surname, 

affiliation, full postal address, telephone and fax numbers, and e-mail 

address. Respective names, affiliations and addresses of co-author(s) 

should be clearly indicated. Also, include an abstract of not more 

than 150 words and up to 6 keywords that identify article content. 

Also include a short biography of the author (about 50 words); in the 

case of co-author(s), the same details should also be included. All 

correspondence will be sent to the first named author, unless 

otherwise indicated. 

 Second page: title, an abstract of not more than 150 words and up to 

6 keywords that identify article content. Do not include the author(s) 

details, affiliation(s), and biographies in this page. 
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 Subsequent pages: the paper should begin on the third page and 

should not subsequently reveal the title or authors. In these pages 

should be included the main body of text (including tables, figures 

and illustrations); list of references; appendixes; and endnotes 

(numbered consecutively). 

 The author(s) should ensure that their names cannot be identified 

anywhere in the text. 

  

Referencing Style 
 

In the text, references should be cited with parentheses using the “author, 

date” style - for example for single citations (Ford, 2004), or for multiple 

citations (Isaac, 1998; Jackson, 2003). Page numbers for specific points or 

direct quotations must be given (i.e., Ford, 2004: 312-313). The 

Reference list, placed at the end of the manuscript, must be typed in 

alphabetical order of authors. The specific format is: 

 For journal papers: Tribe, J. (2002). The philosophic practitioner. 

Annals of Tourism Research, Vol.29, No.2, pp.338-357. 

 For books and monographs: Teare, R. & Ingram, H. (1993). 

Strategic Management: A Resource-Based Approach for the 

Hospitality and Tourism Industries. London, Cassell. 

 For chapters in edited books: Sigala, M. and Christou, E. (2002). Use 

of Internet for enhancing tourism and hospitality education: lessons 

from Europe. In K.W. Wober, A.J. Frew and M. Hitz (Eds.) 

Information and Communication Technologies in Tourism, Wien: 

Springer-Verlag. 

 For papers presented in conferences: Ford, B. (2004). Adoption of 

innovations on hospitality. Paper presented at the 22nd EuroCHRIE 

Conference. Bilkent University, Ankara, Turkey: 3-7 November 

2004. 

 For unpublished works: Gregoriades, M. (2004). The impact of trust 

in brand loyalty, Unpublished PhD Tourismos. Chios, Greece: 

University of the Aegean. 

 For Internet sources (if you know the author): Johns, D. (2003) The 

power of branding in tourism. 

Ηttp://www.tourismabstracts.org/marketing/papers-authors/id3456. 

Accessed the 12
th

 of January 2005, at 14:55. (note: always state 

clearly the full URL of your source). 

 For Internet sources (if you do not know the author): Tourism supply 

and demand. Ηttp://www.tourismabstracts.org/marketing/papers-
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authors/id3456. Accessed the 30
th

 of January 2004, at 12:35. (note: 

always state clearly the full URL of your source). 

 For reports: Edelstein, L. G. & Benini, C. (1994). Meetings and 

Conventions. Meetings market report (August), 60-82. 
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