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travellers, in 2008, were part of a packaged tour, while 47.7% arranged 
their own travel.  Interestingly, very little is actually known regarding 
demographic and consumption differences between Japanese packaged 
and independent tourists, especially regarding their shopping behaviors, 
or how Japanese -package tourists differ from another segment, such as 
packaged tourists from America.  The objective of this article is to address 
this chasm by exploring demographic and consumption differences 
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and information and communication technology (ICT). Our results show 
that the need for tailored information (profiling), interactive maps 
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(geospatial dimension), booking service “one-stop shops”, and consumer-
generated content were all common in the three cities. In some cities the 
focus groups expressed a need for various forms of e-governance. Mobile 
devices and navigation systems were also high on the agenda in the more 
ICT-advanced cities. 
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year. To date, there are no studies focusing on this group of tourists. This 
study thus investigates the Indian tourists’ motivation and perception of 
Bangkok, Thailand. The study shows that both push and pull factors 
stimulate these Indians to travel. The most important motivations are to 
have fun, followed by to enjoy the beautiful environment, scenery, and 
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are found: Novelty Seeking, Stress Busting/Fun, Achievement, and Family 
Oriented/Education. Family and/or friends and the Internet are perceived 
by Indian tourists as important sources in trip decision making.  
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The purpose of this research is to test the tourist’s perception in the choice 
of selection a destination under the perspective of Bangladeshi tourism 
environment. The survey instrument was employed by using convenience 
sampling procedure on 250 tourists from significant tourist’s destination 
places from Bangladesh. Exploratory factor analysis (EFA) followed by 
Confirmatory factor analysis (CFA) was used to test the key influential 
attributes. Apart from that structural equation model was also used to test 
the hypothesis of this study. The result shows that most of the tourists 
perceived that selection of a destination highly depend on destination 
brand image, internet adoption followed by customer’s satisfaction. This 
research will assist the operators of tourism industry in Bangladesh to 
understand the influential factors which are influencing tourist’s 
perception to choose a destination that is unexplored previously by the 
past researchers. 
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economic and social viability. Despite the growing interest in tourism 
clusters, it is still a field that remains unexplored especially in rural areas 
which have additional drawbacks to entrepreneurship. In this paper we 
will focus on the development of tourism clusters within the framework of 
Community Initiative LEADER+ in rural areas in Greece. Both qualitative 
and quantitative data from several case studies of clustering in Northern 
Greece and a survey on 110 cluster members are used to answer our basic 
research questions. Evidence from our study suggest that those tourism 
clusters are locally and socially embedded, are driven from different 
networking norms and levels of trust amongst members and are in need of 
motivation, encouragement and assistance from local stakeholders.  
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The aim of this study is to investigating participation levels of hotel 
employees in the dimensions of strategic human resources management. 
To achieve this, we present to what extent hotel employees participated in 
the dimensions of strategic human resources management. The success of 
hotel business in undertaking the wishes and expectations of its employees 
will motivate them and will contribute to the managers and companies. 
The research data was derived from employees working full-time shifts in 
a five-star hotel. At the end of the research, it’s stated that most of the 
employees participated in the dimensions of strategic human resources 
management. However, it’s determined that most of the employees had a 
middle level participation according to the statements that produce the 
dimensions strategic human resources management. As a result, it’s 
deduced that employees in hotels care about the dimensions of strategic 
human resources management and participate in them. The fact that the 
data was gathered from only one five-star hotel is an important constraint 
of this study.  
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ROMANIAN HOTEL AND RESTAURANT SECTOR   135 

Surugiu Camelia, Surugiu Marius-Răzvan, Frent Cristi & Dincă Ana-
Irina 

Investments represent a powerful tool for an enterprise to stimulate 
economic performance, productivity, and competitiveness in the medium 
and long term. This paper analyses the relationship between investment 
and the turnover of active enterprises operating in the hotel and restaurant 
sector through the construction of a pool data equation created for the 
eight development regions in Romania (North-East, South-East, South-
Muntenia, South-West Oltenia, North-West, West, Centre, Bucharest-Ilfov, 
for the period 1999−2007. The Romanian tourism sector is still perceived 
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as fragile, even after 20 years of turning into a market economy, as 
incomplete transition affects the development of various economic sectors 
and thus also of tourism. The important question is how strongly 
investment in the hotel and restaurant sector impacts regional 
development.  
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Ljudevit Pranić, Sonia Ketkar & Wesley S. Roehl 

While our understanding of the issues surrounding foreign direct 
investment (FDI) in tourism is limited (Endo, 2006), even less is known 
about the role of FDI and other macroeconomic variables in the lodging 
segment of the tourism industry. This research fills this gap by examining 
the population of U.S. hotels with international operations with respect to 
FDI, Market Interconnectedness and Tourist Flows in foreign countries. 
Additional examination is performed separately on high-income and 
middle-income countries. Study findings suggest that Market 
Interconnectedness is highly significantly and positively correlated with 
presence of U.S. hotel firms abroad, while FDI and Tourist Flows are not. 
However, results somewhat differ with respect to high-income and middle-
income countries. 
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Stylianos Tampakis, Evangelos Manolas & Vasileios Tampakis 

The island of Skiathos is an important tourist destination. The creation of 
tourist infrastructure is a necessary pre-requisite for confronting 
competition from other, equally popular, tourist destinations. In this paper 
an effort is made to identify the problems with regard to the island’s 
tourist infrastructure in order to make it possible for those responsible to 
take the appropriate measures for improving this infrastructure. This 
paper is based on data retrieved from a structured assessment 
questionnaire. It also combines two parallel research projects, with regard 
to both the local population as well as visitors, who are asked to assess the 
road network, the pedestrian walkways, the parking areas and access to 
the island’s beaches. In addition, the respondents are asked to express 
their opinion with regard to the drainage system, the water supply 
network, cleanliness, transport services as well as hotel facilities, 
restaurants and entertainment places. 

 
UNDERSTANDING THE ROLE OF SOCIAL MEDIA IN 
DESTINATION MARKETING      193 

Wendy Lange-Faria & Statia Elliot 
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Social media in the context of destination marketing is a growing area of 
study, and judging by the exponential growth in social networks over 
recent years, the demand for research will continue. This paper provides a 
review of the literature to date on social media use by destination 
marketing organizations (DMOs). A growing number of travellers are 
influenced by user generated content, presenting a number of challenges 
and opportunities to DMOs. This review seeks to synthesize existing 
research, theories and concepts, in order to understand how social media 
applications are being used by tourism authorities, and to provide a 
bridge from past research to future success. 
 

INTEGRATING  SUSTAINABILITY  INTO  TOUR  OPERATOR  
BUSINESS: AN  INNOVATIVE  APPROACH  IN  SUSTAINABLE  
TOURISM       213 

Ghada Khairat & Azza Maher 

Tour operators are the key elements in the tourism system; they are the 
link between the tourist and the destination. As a result, tour operators are 
in many ways the key to achieving more sustainable forms of tourism. This 
study aims at examining the actual experience of tour operators who 
adopted sustainability practices in their business with the purposes of: 1) 
Identifying the priority implementation areas; 2) Determining the most 
important motivators which encourage tour operators to adopt more 
responsible strategies; 3) Exploring the outcomes and benefits as well as 
the major obstacles and barriers that deter the integration of sustainability 
strategies in the tour operator business. For this study 32 tour operators 
have been investigated. In addition, in-depth interviews with destination 
stakeholders have been conducted to reflect their experience.  

 
THE USA’S INTERNATIONAL TRAVEL DEMAND AND ECONOMIC 
GROWTH IN TURKEY: A CAUSALITY ANALYSIS  235 

Cem IŞIK  

This paper investigates the relationship between the USA international 
travel demand and Turkey’s economic growth over the period 1990-2008. 
A vector error correction model is employed to test for Granger causality 
in the presence of co integration between variables. In this study, the 
impact of the USA international traveler in the Turkish tourism sector is 
investigated and evaluated by using ADF test, Co-integration approach, 
and Granger Causality test. The empirical findings indicate a long-run 
equilibrium relationship and a further uni-directional causality between 
the two variables.  
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FARE TALE ORIENTEERING: DEVELOPING ART WORD BY 
LETTERBOXING EVENT      253 

Pirita Ihamäki 

Special events have grown in the tourism industry as indispensable 
product alternatives to many urban destinations. This case study describes 
a unique Art Word by Letterboxing – event, which was organized in Pori, 
Finland. The event was fruitful in terms of adventure tourist products and 
introduces opportunities art word workshops and is an example special 
tourist event. This study presents a concrete letterboxing application and 
describes comprehensively the contents and goals of Art Word by 
letterboxing -event. The study is empirical case study, which passed on 12 
participators evaluation. Most outstanding result is the social interaction 
with word of art amateur in group conversation bring up ideas for create 
this kind of events for new places example inside of school or middle of 
forest. Users find the event refreshing, motivating and highly suitable as a 
concluding event for their art word workshops. Experiences and feelings 
inspire to embark on future adventures.  

 
INTERNATIONAL DEMAND FOR NATURE-BASED TOURISM IN 
COSTA RICA: SOCIO-DEMOGRAPHIC & TRAVEL INDICATORS 269 

Daniel Villalobos-Céspedes, Emilio Galdeano-Gómez & Alfredo Tolón-
Becerra 

Demand for tourist activities related to natural spaces and wildlife has 
increased over recent years. This paper analyses the influence of socio-
demographic and travel indicators on international demand for such 
tourism in Costa Rica. Using discrete choice models, a range of principal 
activities is studied: hiking, visits to volcanoes, observation of flora and 
fauna, bird-watching and canoeing. The results show the favourable 
influence on demand of variables such as family, travel with partners and 
country of origin, providing orientation for policies and strategies of the 
nature-based tourism in Costa Rica, as well as indicators for other 
countries interested in developing this sector. 

 
THE MYSTERY DEMYSTIFIED: A MYSTERY SHOPPER'S 
EXPERIENCE WITH HOTEL SERVICES AND PRODUCTS  289 

Tamer Mohamed Atef 

Hospitality operations depend greatly on measuring the quality of services 
and products delivered to their customers, several methods are used, but 
mystery shopping is the most preferred. Mystery shopping is a process that 
uses industry professionals to evaluate the products and services offered 
by hospitality operations through living the actual guest experience and 
engaging in normal guest - staff encounters and interactions, leading to 
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final evaluations to be reported to concerned management in order to 
improve the overall performance. The aim of the study was to practically 
show how mystery shopping is carried out, documented, and used as basis 
for continuous improvement, in order to achieve this aim the following 
objectives were acknowledged: a) to show how customers experience and 
evaluate hotel services and products; b) to propose a mystery shopper 
interactive scoring observations checklist model. Conclusions regarding 
mystery shopping practicalities, preparation and applications were 
reached and shown. 

 
CASE STUDIES: 
 
ANALYSIS OF “ALL-INCLUSIVE” TOURISM MODE IN THE 
BALEARIC ISLANDS      309 

Wineaster Anderson 

Tourism market forces in most tourism driven economies and mature 
tourism destinations shift from the ‘conventional independent’ to ‘all-
inclusive’ (AI) tour mode. Using Majorca as a case study, this paper 
analyses the AI mode: its supply and demand sides. Through specific 
tourist and desk surveys conducted in 2006, it was revealed that until May 
2006,the population of AI accommodation suppliers  in Majorca was 
around 195; 36% of which offer ‘exclusively AI’ product. Moreover, above 
85% of tourists visiting Majorca were package tour customers; with at 
least 15 percent travelling through the AI tours.  Noticeably, an AI tourist 
spends less than overall average tourist’s expenditure per day at the 
destination, but spends more at the country of origin. Challenges are 
identified and recommendations given to improve the welfare of the 
economy. 

 
A STUDY ON THE COMPETITION STRATEGIES OF THE AIRLINE 
COMPANIES IN TURKEY     325 

Izzet KILINC, Mehmet Akif ONCU & Yunus Emre TASGIT 

This study aims to determine how the airline companies perceive the 
competition environment they are in, which competitive strategies they 
implement and to find out how and by which factors they are affected 
while forming these strategies. Qualitative research method was used in 
the study. The population of the study consists of the airline companies 
which have mainly local capital, the management centres of which are in 
Turkey and which have the licence of scheduled and non-scheduled 
domestic and international flights. A descriptive analysis was made for the 
data. The result of the study reveals that the competitive strategies 
implemented especially focus on obtaining the cost leadership. In addition, 
costs, customer satisfaction and service quality, employees, innovation and 
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technological changes appear to be the most important elements among 
the factors which affect the competitive strategies. 
 

MECHANISM OF SOCIAL CAPITAL IN COMMUNITY TOURISM 
PARTICIPATORY PLANNING IN SAMUI ISLAND, THAILAND  339 

Kannapa Pongponrat & Naphawan Jane Chantradoan 

Community participation as a strategy for local tourism development has 
become an important mechanism to promote sustainable tourism. This 
paper explores community participatory planning process in local tourism 
development on Samui Island, Thailand. Factors associated with 
participation of local people were examined in decision-making, 
implementation, and monitoring and evaluation phases. Result showed 
social capital as a driver in various stages can be considered as crucial 
mechanism for the success of the planning for local tourism activities. 

 
THE OPTIMIZATION OF THE GREEK COASTAL SHIPPING 
TRANSPORTATION NETWORK     351 

 Konstantinos Chainas 

This dissertation presents a heuristic algorithm that improves the coastal 
network in the Greek Aegean Sea. The Greek coastal shipping - except for 
its specific role for Greek tourism - becomes of utmost importance after 
the decision of the European Union to reinforce, for special reasons, the 
short-distance shipping. This dissertation suggests and describes a 
methodology for the re-planning of the coastal network of Greece and 
aims to develop a new model of the coastal shipping network in Greece. 
This model is documented by the heuristic algorithm for improvement, the 
NAUTILUS. This algorithm drastically improves the travel times for the 
Aegean destinations and poses the terms and conditions for the 
materialisation of a Complete Decision System, for the overall 
improvement of the Greek coastal shipping. 

 
IS ‘MALAYSIA TRULY ASIA’? FORECASTING TOURISM DEMAND 
FROM ASEAN USING SARIMA APPROACH   367 

Loganathan Nanthakumar, Thirunaukarasu Subramaniam & Mori 
Kogid 

Malaysia is well-known for her ‘blue’ and ‘green’ tourism attractions. 
Malaysian government launched several tourism programs to encourage 
and attract international tourist arrivals into Malaysia. This study 
therefore attempts to forecast the tourism demand for Malaysia from 
ASEAN countries. The literature on forecasting tourism demand is huge 
comprising various types of empirical analysis. Some of the researchers 
applied cross-sectional data, but most of the tourism demand forecasting 
used pure time-series analytical models. One of the important time-series 
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modelling used in tourism forecasting is ARIMA modelling. This study 
employs quarterly time series data of ASEAN tourist arrivals to Malaysia 
for the period from 1995:Q1 to 2009:Q4 to forecast future tourism 
demand for Malaysia. The forecasting performance is based on seasonal 
ARIMA model. The findings of this study revealed that seasonality model 
does not offer any valuable insights or provide reliable forecasts on 
tourism demand for Malaysia by ASEAN countries. This scenario occurs 
because of the fact that ‘Malaysia is Truly Asia’.  

 
EUROPEAN TOURISM POLICY AND REFLECTIONS OF TOURISM IN 
THE NEGOTIATIONS WITH TURKEY    383 

Sibel Mehter Aykın & Sevcan Yıldız 

This paper deals with Turkey’s alignment with the EU norms in the area of 
tourism and consists of two main parts: Part one is an account of the 
European Union’s approach to the tourism policy and the recent 
developments observed. Part two attempts to assess the progress made by 
Turkey in the adoption of the Acquis pertaining to tourism that covers a 
broad range of topics such as the internal market policy, competition 
policy, public health and consumer protection policies, regional 
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RESEARCH NOTES: 
 
BENEFIT-COST RATIO OF OPEN SPACE PRESERVATION FOR THE 
CAUSE OF ENVIRONMENT & TOURISM DEVELOPMENT IN AN 
INDIAN CITY       397 
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Governments in developing countries, generally, convert open spaces 
meant for greenery or some recreation project, to concrete forest for 
revenue maximization. In this way, long term gains of preserving such 
spaces for the benefits of residents or tourists are ignored. Nek Chand’s 
Rock Garden in the Chandigarh city of India is an environmental 
education spot visited by millions of tourists each year. City 
administration considered this project as violation of city’s master plan in 
the beginning but later on agreed to maintain this monument. Annual 
tourism value of this spot is very handsome but amount spent by city 
administration on its maintenance and expansion is still not adequate. 
Need for maintaining this important site by way of high benefit cost ratio 
(B/C ratio) has been emphasized in the article. 
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visitors on the surrounding area.  
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EDITORIAL1 
 
This is the thirteenth issue of TOURISMOS, starting its seventh year of 
publication. In the previous twelve issues, our multidisciplinary journal 
aimed at providing a platform that supports the transmission of new 
scholarly discoveries in the fields of tourism and hospitality, and we have 
been excited about offering a platform that supports scholars in building 
upon intellectual treasures and advancing our understanding about various 
fields of research in novel and meaningful ways. Capitalising on this effort, 
we now focus on furthering our scope and consolidating our position in both 
conceptual developments and practical applications in tourism, travel, 
leisure and hospitality.  
 
The research papers address a number of topics namely package and mass 
tourism, the effect of e-services in tourism and cultural heritage, tourists' 
motivations and perceptions about tourism destinations, management of 
tourism clusters, hotel employee involvement in strategic human resources 
management,  investments and turnover in the restaurant sector, the impact of 
country-specific macroeconomic factors on hotel chain expansion, social 
media in destination marketing, sustainable tourism and tour operators, travel 
demand and economic growth, management of special events, demand for 
nature-based tourism and mystery shopping for hotel services.  
 
With respect to the case studies, various interesting topics are examined, all-
inclusive tourism in Balearic islands, competition strategies of airlines in 
Turkey, participatory tourism planning in Samui island, optimisation of coastal 
shipping in Greece, tourism demand for Malaysia from ASEAN countries, and 
European tourism policy in relation to EU-Turkish negotiations. Finally, 
research notes focus on development of open-space, tourism and risk after the 
WTC attacks, and the impact of forest tourism on animal species. 
 
Based on the previous analysis, we trust that you will enjoy reading the 
present issue, and we look forward to presenting you our next in autumn 2012! 
 
Paris Tsartas    Evangelos Christou 
Editor-in-Chief   Editor 
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THE PACKAGED TOURIST: A JAPANESE AND 
AMERICAN PERSPECTIVE 

 
 

Daniel L. Spears1 
University of North Texas 

Mark S. Rosenbaum 
Northern Illinois University 

 
 
Japan Travel Bureau recently reported that 48.7% of Japanese oversea travelers, 
in 2008, were part of a packaged tour, while 47.7% arranged their own travel.  
Interestingly, very little is actually known regarding demographic and 
consumption differences between Japanese packaged and independent tourists, 
especially regarding their shopping behaviors, or how Japanese -package tourists 
differ from another segment, such as packaged tourists from America.  The 
objective of this article is to address this chasm by exploring demographic and 
consumption differences between, and among, Japanese and American packaged 
and non-packaged tourists who are vacationing in Honolulu, Hawaii.   The 
sample includes 198 and 127 Japanese independent and packaged tourists, 
respectively, as well as 383 and 76 American independent and packaged tourists, 
respectively. 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 

 
A recent study completed by Japan Tourism Marketing Company 

(JTM, 2008) revealed that 48.7% of Japanese oversea travelers, in 2008, 
participated in packaged tours, while 47.7% of them traveled 
independently.  This study suggests that the gap between packaged and 
independent tourists is closing.  In fact, between 1986 and 1988, the 
number of Japanese tourists partaking in oversea tour packages declined 
from 80% to 60% (Yamamoto & Gil, 1999).  Although interest in 
packaged tourism among Japanese tourists is waning, Yamamoto and Gil 
(1999) emphasized that packaged tourism will always be important to 
tourists who seek to save money and to those who have little experience 
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traveling abroad (Wong & Kwong, 1999).  Other researchers continue to 
emphasize that packaged tours are still popular among tourists who seek 
to engage in pre-arranged tours during their sojourns, including nature 
tours (Bowie & Chang, 2005; Roper, Jensen, & Jergervatn, 2005)  

The Hawaii Tourism Authority (HTA) indicated that 74.5% of all 
Japanese visitors to Hawaii came on a package tour (2010).  HTA also 
identified that of the 1,239,481 Japanese tourists that visited Hawaii in 
2010 two thirds had previously visited the island state.  Japanese tourists 
in Hawaii also spent approximately $1.9 billion (USD) during their 5.87 
day average stay, with 87.3% staying in hotels (HTA, 2010).  JTM 
reported that package tours remained extremely popular with women.  For 
example, in 2008, 66.3% of elderly women and married housewives, 
61.3% of middle-aged women, 64.3% of employed married women, 
62.2% of single women between the ages of 15-29, and 45.1% of single 
women between the ages of between the ages of 30-44 participated in 
package tours during their oversea travels (JTM, 2008; Hashimoto, 2000).  
This statistic is quite interesting and worthy of exploration because 
Japanese tourists are the best-known shoppers of all traveling nationalities 
(Timothy, 2005).  Given that shopping remains a popular option among 
Japanese tourists abroad, especially a desire for luxury brands and duty-
free shopping (Rosenbaum 2007; Rosenbaum & Spears 2005; 2006a; 
2006b), understanding consumption activities among Japanese packaged 
tour group participants is worthy of exploration (Ahmed & Krohn 1992; 
Mak, 2004; Oh, Cheng, Lehto, & O'Leary, 2004; Reisinger & Turner, 
2002).  Fueled by the propensity of Japanese oversea travelers to engage 
in shopping during their oversea jaunts, the importance of Japanese 
tourism to shopping destinations such as Singapore, Hong Kong, 
Honolulu, Dubai, Guam, and Los Angeles cannot be overstated (Ambler, 
1992; Timothy, 2005).   
 
LITERATURE REVIEW 
 
Packaged Tourists 
 

Hardy (1990) explored that tourist can be differentiated on the basis 
of their cultural background and states that “tourist activity is socially 
differentiated” (p. 541).  This study indicated that there is a cultural 
difference between the tourists belonging to different countries as well.  
For example, Japanese tourists see family togetherness as a major befit of 
their tourism activity, on the other hand Americans and Canadians place 
more emphasis on relaxation and cultural experience during their travel 
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(Woodside & Jacobs, 1985).  Tourist can be differentiated not only on the 
basis of their cultural background, but also in their choices for different 
tours/locations (Purcell & Nicholas, 2001) as well as their spending 
behavior and involvement in activities while traveling. 

Yamamoto & Gill (1999) identified three different categorizes of 
packaged tourists; escorted tours, package tours, and partially package 
tours.  Escorted tours can be further classified into fully escorted tours 
and partially escorted tours, according to the usage of tour guides.  In a 
similar fashion, packaged tourists can also be categorized into two types, 
complete packages and partial packages, as per the amount of prearranged 
tourists services such as, bus ride, hotel stay, food etc. and fully 
independent travelers who travel without any help from travel agencies.  
Packaged tourists are different than independent travelers as they seek 
uniqueness during their travels (Shallan, 2005).  Packaged tourists are 
price conscious and are more interested in low price package tours.  
Hence, it is clear that there is a difference in price perceptions between 
packaged and non-packaged tourists.  Yamamoto & Gill (1999) also 
identified that Japanese females are indicative of those who chose 
package tours.  Furthermore, it was identified that most Japanese 
packaged tourists are less confident in using English (reading, writing and 
speaking) and representative of lower income groups, whereas, higher 
income Japanese tourists are indicative of non-packaged independent 
travelers.  There are several studies focused on European packaged 
tourists (Pearce, 1987; Quiroga, 1990).  A study conducted on New 
Zealand packaged tourists examined the various reasons behind the 
selection of tour packages by travelers (Tucker, 2005).  The author 
identified numerous motivational factors that encouraged tourists to opt 
for tour packages (e.g., see and acquire knowledge of iconic places they 
are visiting in a short period of time, social interaction, etc.).  Similarly, 
Canadian tourists opted for packaged tours based upon products sold by 
the tour operator and the travel images they created (Reimer, 1990).  
However, the literature is extant of research related to differences in 
shopping behavior of packaged and non-packaged tourists.  
 
Shopping Behavior of Packaged Tourists 

 
The significant increase in outbound travel from Asian countries in 

recent years has attracted the attention of tourism marketers from all over 
the world (Wang, Hsieh, & Huan, 2000; Wang, Hsieh, Chou, & Lin, 
2007).  The growth in Asia’s outbound market has provided significant 
opportunities for marketers as they market tour packages and destinations.  
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Several researchers have identified that as restrictions on overseas travel 
were lifted in Asian countries outbound travel, especially among the 
Japanese drastically increased (Yamamoto & Gill, 1999; Imanishi, 2007).  
Additionally, Japanese tourists and their shopping behavior has been the 
main theme for many studies in recent years, identifying the Japanese 
consumer as one of largest consumer of luxury goods (Park, Reisinger, & 
Noh, 2010; Keown, 1989; Kim & Agrusa, 2008; Rosenbaum, 2007; 
Rosenbaum & Spears, 2005, 2006a, 2006b; Schaefers, 2004). 

Wang et al., (2007) identified six factors when evaluating service 
quality of group package tours that included “hotel,” “transportation,” 
“shopping arrangement,” “optional tour,” “tour leader,” and “local guide.”  
The authors suggested that tourism marketers must increase the weight 
given to shopping when designing and evaluating service quality of group 
package tours (Wang et al., 2007).  Similarly, Hsieh and Chang (2006) 
identified that when designing a package tour, shopping must be 
considered as an important part of a tourists’ activity because “shopping 
is an inseparable part of tourism” (p. 139).  The authors further suggested 
that diversity, on-site business activity and friendly atmosphere are the 
main factors which attract tourists to indulge in shopping.  Another study 
on Chinese tourists in Hong Kong identified that packaged Chinese 
tourists spent more money on shopping and sightseeing during their visit 
than other activity (Law, To, & Goh, 2008).  Dimanche (2003) identified 
that tourism shopping is mainly related to souvenirs purchases or things 
that are not easily available or are very expensive in their home countries.  
However, Japanese tourists’ tend to be more interested in luxury goods 
during their travels (Rosenbaum, 2007; Rosenbaum & Spears, 2005; 
2006a).   

 
Shopping Behavior of American Tourists 

 
Goss (1993) stated that “shopping is the second most important 

leisure activity in North America” (p.18).  Gerlach and Janke (2001) 
stated that “tourists like to shop,” especially when tourism is taken into 
account (p. 13).  Previous research has suggested that shopping is the top 
activity among domestic and international tourists (LeHew & Wesley, 
2007; Timothy & Butler, 1995; Wang et al., 2007).  Similarly, other 
researchers identified that shopping is the most popular way of spending 
time in the US during their travels (Josiam, Kinley, & Kim, 2005).  The 
authors also indicated that there is an abundance of malls throughout the 
US however, American tourists when travelling domestically like to shop 
at comparable malls (malls with similar layout and stores).  For example, 
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Minneapolis’s Mall of America is a major tourist shopping destination 
which has 40 million visitors annually (Baedeker, 2009; Geralch & Janke, 
2001).  Josiam et al., (2005) concluded that shopping is an inseparable 
part of tourism, despite the fact that malls in the US are more or less 
similar in every city.   

Shopping is a favorite leisure activity for many domestic or 
international American tourists (Josiam et al., 2005), but recent economic 
downturn has caused a drastic decline in shopping expenditures of 
Americans.  According to a report by International Council of Shopping 
Centers (ICSC), about 39% of the participants (Americans) reported that 
the number of visits to a shopping mall has declined in the past 6 months 
(ICSC, 2009).  The decline in shopping expenditures could also be the 
result of a drop in tourism and tourism shopping, specifically by domestic 
shoppers.  Additionally, Americans travel for a variety of reasons (USTA, 
2010), for example, business and/or leisure, at the same time tourist 
demographics vary widely.  This affects their shopping behavior and 
expenditure in various ways.  For instance, Josiam et al. (2005) explained 
that some tourists are pushed to shop only because they forget to bring 
basic necessities when travelling.  The authors categorized these types of 
tourists as functional shoppers and are indicative of shoppers who do not 
have enough time to shop for themselves or their family and end up 
buying the basic necessities when travelling.  

Another study indicated that money spent by leisure and business 
travelers in America helps thriving local economy in terms of their 
expenditure on nearby hotels, eating at local restaurants, shopping or 
visiting a local attractions, etc. (Chandler & Keefe, 2010).  These 
expenditures by domestic and international travelers are rising very 
rapidly.  For instance in 2009, travel spending by US and international 
visitors resulted in $111.5 billion in tax revenue for the government 
(federal, state, and local), of which leisure travel contributed $77.3 
billion.  Chandler and Keefe (2010) also indicated that the tourism 
industry is worth $704 billion and generates tax revenue and jobs across 
the country.  Therefore, from a monetary as well as tourism perspective it 
is very important to identify and target tourists for marketing purposes. 

 
Shopping Behavior of Japanese Tourists 

 
The shopping behavior of Japanese tourists is significantly different 

than that of American, European, or even other Asians tourists (Mak, 
Tsang, & Cheung, 1999; Rosenbaum, 2007; Rosenbaum & Spears, 2005; 
2006a; 2006b).  Japanese tourists are one of the most sought after groups 
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in Hawaii mainly due to their high spending capacity (Kim & Agrusa, 
2008; Rosenbaum, 2007; Rosenbaum & Spears, 2005; 2006a; 2006b).  In 
2010, the average Japanese tourist visiting Hawaii spent $261 per day out 
of which $92 was spent on shopping (HTA, 2010).  Daily spending 
among the Japanese in Hawaii was only second to the Chinese visitor 
who spent $350 per day with $101 being spent on shopping.  The year 
2010 marks the first time the Japanese market visiting Hawaii was 
surpassed by another international market, the Chinese in daily spending 
and shopping expenditure.  This is important to note as Hawaii is one of 
top international destinations for the Japanese.  However, between 2000 
and 2010, Japanese tourists to Hawaii have decreased on average 3.4 
percent (JTM, 2011).   Given this trend coupled with recent natural and 
nuclear disasters in Japan it is expected that outbound travelers, daily 
spending, and shopping expenditures within this market to decline.  
However, this contention has yet to be researched in depth. 

Previous research indicated that planned expenditures of Japanese 
tourists in Hawaii were US$1,416 as opposed to US$644 spent by North 
American visitors (Rosenbaum & Spears, 2005; Schaefers, 2004).  In 
Hawaii, when compared to American tourists Japanese visitors spend 
twice the amount of money on entertainment and shopping (Kim & 
Agrusa, 2008).  Japanese tourists spent 30% of their travel budget on 
themselves, 25% on families, 20% on friends, 15% on work colleagues, 
and 10% on others (Keown, 1989).  The most popular shopping areas for 
Japanese tourists in Hawaii are duty-free stores, convenience stores, and 
designer boutiques (Natarajan, 2003; Rosenbaum & Spears, 2005; 2006a; 
2006b).  The shopping behavior of Japanese travelers is observed to vary 
with demographics.  Japanese women mainly purchase luxury fashion 
items such as bags, leather goods, shoes, and clothes (Rosenbaum 2007; 
Rosenbaum & Spears, 2005; 2006a, 2006b).  Furthermore it is observed 
that most Japanese women buy luxury brands for themselves and other 
less expensive brands or local souvenirs such as gifts (omiyage) for others 
(Park & Park, 2000; Rosenbaum 2007; Rosenbaum & Spears, 2005; 
2006a; 2006b). 

Japanese outbound tourists are often given monetary gifts known as 
senbetsu by family, friends, and co-workers prior to an international trip 
(Ikkai, 1988; Park & Park, 2000).  Traditionally, these tourists in turn are 
obligated to bring back gifts which typically cost half of what was 
received (sebetsu).  This customary tradition of brining back gifts for 
friends, family, and co-workers in the Japanese culture is known as 
omiyage (Ikkai, 1988; Park & Park, 2000; Pigliasco, 2005; Rosenbaum 
2007; Rosenbaum & Spears, 2005; 2006b).  Japanese outbound tourists 
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are also expected to bring back local souvenirs from their travel 
destination, known as kinen to make their travel legitimate (Park & Park, 
2000; Rosenbaum & Spears, 2005).  Buying these gifts for friends, 
family, and collogues may account for three-fourths of a Japanese 
traveler’s budget (Keown, 1989). 

Although Yamamoto and Gill (1999) presented one of the first 
empirical articles that highlighted consumption differences between 
Japanese packaged and non-packaged oversea tourists, they did not 
explore differences regarding their shopping behaviors.  This knowledge 
can be useful to marketing/tourism planners in major markets that depend 
upon Japanese tourists for retail sales and to academics who explore 
tourism shopping behavior, which still remains an under-researched topic 
in the literature (Hobson, Timothy, & Kim, 2004).  The literature is extant 
of research related to differences in shopping behavior of packaged and 
non-packaged tourists, especially among Japanese and American 
packaged and non-packaged tourists. 

 
OBJECTIVES 
 

The objectives of this study were to uncover demographic and 
consumption differences between Japanese packaged and independent 
tourists in Hawaii.  Given that Hawaii remains a top destination among 
Japanese travelers, including female office-ladies who have a propensity 
to shop overseas (Pigliasco, 2005; Rosenbaum, 2007; Rosenbaum & 
Spears, 2005; 2006b), the choice of this sample site for these objectives is 
ideal.  More specifically, we compared and contrasted the differences 
between Japanese and American packaged and independent tourists who 
are vacationing in Honolulu, Hawaii.  The plan for this study began by 
firstly, discussing the demographic differences among the groups and 
then we discuss consumption differences based upon three logistic 
regression analyses.  Secondly, conclude with a discussion of managerial 
and theoretical implications.     
 
METHOD 
 
Research Instrument 

 
The goal of the questionnaire were to uncover product and service 

consumption differences among tourists based upon their country-of-
origin and their tourist status (i.e., packaged or independent).  Therefore, 
the questionnaire asked respondents whether they planned to engage in 
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services, including recreational, cultural, and shopping activities during 
their stay, by indicating “yes” or “no.”  To ensure the content validity of 
the questionnaire, items were obtained from two reliable sources in 
tourism and retailing; these are the 2006 Hawaii Visitor Satisfaction and 
Activity Survey (State of Hawaii, 2006), and Carol Pregill, Executive 
Director, Retail Merchants of Hawaii.  Each response was binary coded (1 
= yes, 0 = no).  In addition to product and to service consumption, other 
questions were probed including gender, age, education, employment 
status, planned expenditures (dollar amount) on products and services, 
length of stay, and the purpose of the trip. 

The questionnaires were available to the respondents in English and 
Japanese.  The double translation (back translation) method was utilized 
in designing the questionnaire.  This process has been described as one of 
the most adequate translation processes, even though issues of literal 
translation and missing information may arise.  The procedure for this 
method follows; first, an English version of the questionnaire was created.  
Second, the English version was translated into versions in each of the 
aforementioned languages by two independent bilingual individuals for 
each language and were then compared for any inconsistencies, 
mistranslations, meaning, cultural gaps and/or lost words (of which there 
were few).  Third, two different independent bilingual individuals back 
translated the questionnaires to English.  Lastly, the English version was 
translated again addressing those inconsistencies, mistranslations, 
meanings, cultural gaps and/or lost words identified in the second and 
third phases to ensure accurate interpretation (Marin & Marin, 1991; 
McGorry, 2000).  It is also worth noting that questionnaire administrators 
included native speakers from Japan and thusly, were able to 
communicate with the respondents in Japanese. 

 
Sample & Procedure 

 
A pilot test was conducted on 44 visitors in Waikiki Beach (not 

included in the main sample) and minor adjustments were made to the 
questionnaire and layout.  Researchers utilized a convenience sample of 
1,056 domestic and international respondents, aged 18 years and older, 
which were vacationing in Honolulu, Hawaii.  The researchers set up 
survey stations at various locations in Waikiki on the main thoroughfare 
in Waikiki and at Queens Beach.  Tourists volunteered to participate in 
the study.  Respondents received a small gift worth $2.00 (e.g., 
macadamia nuts, Hawaiian keychain) for their participation.  Nine 
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respondents were removed from the study due to failing to indicate their 
origin. 

In an ideal situation, the questionnaire would have been administered 
to respondents at a point of departure in order to assess the products that 
tourists actually purchased and the activities that they actually did.  
However, due to heightened security concerns, authorities at Honolulu 
International Airport denied the researchers request for access.  Although 
intentions may not reflect actual behaviors, the results uncover significant 
differences in purchase intentions, which correspond to their actual 
behaviors. 

 
RESULTS 
 

800 respondents indicated that they were either from American or 
Japan.  Three hundred eighty three (48%) of the respondents were 
American independent tourists and 76 (9%) were American packaged 
tourists.  Two hundred and nine (26%) of the respondents were Japanese 
packaged tourists, and 132 (17%) were Japanese independent tourists.  
Table 1 provides a demographic profile of the respondents. 

Gender.  A two-way contingency table analysis were conducted to 
determine to evaluate whether packaged and independent tourists differed 
in terms of gender.  Gender and tourist status were found to be 
significantly related, Pearson χ 2 (3, N = 784) = 17.82, p < .001, Cramer’s 
V = .15.  Overall, the data reveals that 65% of the Japanese packaged 
tourists in Hawaii are likely to be female, compared to 55% among 
American packaged tourists.    

Age.  A one-way analysis of variance (ANOVA) were conducted to 
evaluate the relationship between age (measured in years) and tourist 
status.  The ANOVA was significant, F(3, 762) = 23.47, p < .001.    
Follow-up tests were conducted to evaluate pairwise differences among 
the means.  Because the design had unequal cell sizes and homogeneity of 
variance assumptions could not be assumed, post-hoc comparisons were 
conducted with the Games-Howell test (Stevens, 1999).  This test is 
robust to unbalanced designs and does not assume equal variances among 
the groups.  Overall, the results reveal that the mean ages between 
American independent (M = 40) and packaged (M = 45) and between 
Japanese independent (M = 33) and packaged (M = 32) do not differ.  
However, there are significant differences in age between American and 
Japanese respondents.  Thus, Japanese respondents tend to be younger 
than American respondents, regardless of their tourist status.   
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Purpose of Trip.  A two-way contingency table analysis were 
conducted to determine whether a relationship existed between the 
primary purpose of a trip and tourist status.  In terms of respondents who 
plan to vacation, the results reveal a mild relationship, Pearson χ 2 (3, N = 
800) = 6.39, p < .10. Cramer’s V = .09.  However, the relationship 
between respondents who are in Hawaii to vacation and their tourist status 
was stronger among American respondents, Pearson χ 2 (1, N = 459) = 
3.81, p =.05, Cramer’s V = .09.  For example, 87% of American packaged 
respondents reported that they were in Hawaii primarily to vacation or to 
engage in leisure activities, compared to 77% of American independent 
respondents.  In contrast, although 81% and 74% of Japanese packaged 
and independent respondents were in Hawaii to vacation, these 
proportions did not significantly differ.   

In terms of honeymooning, the results illustrate significant 
proportional differences, Pearson χ 2 (3, N = 800) = 22.25, p < .001, 
Cramer’s V = .17.  Two additional tests were probed this relationship in 
more depth.  12% of Japanese packaged respondents reported that they 
were in Hawaii to honeymoon, this percentage is significantly less than 
the 4.5% of Japanese independent who are in paradise to honeymoon 
(Pearson χ 2 (1, N = 341) = 5.38, p = .02, Cramer’s V = .13.  In contrast, 
none of the American packaged respondents were in Hawaii to 
honeymoon, while 3.9% of independent American respondents were in 
Hawaii to do so.   

Education.  A two-way contingency table analysis were conducted to 
determine to evaluate whether packaged and independent tourists differed 
in terms of education.  Education and tourist status were found to be 
significantly related, Pearson χ 2 (18  N = 774) = 92.85, p < .001, 
Cramer’s V = .35.  The data reveal that Japanese respondents are 
significantly less educated than the American respondents are.  For 
example, 31% of Japanese packaged tourists reported that the highest 
education level completed was a high school degree, compared to 21.3% 
of American packaged tourists.  In addition, whereas 13% of American 
packaged respondents have a master’s degree, only 2% of Japanese 
packaged respondents attained a similar level of education.  Two follow-
up tests indicate the proportional differences do not significantly between 
American and Japanese packaged/independent tourists, respectively.  
Therefore, Japanese respondents are less educated than American 
respondents, regardless of their tourist status.  

Planned Expenditures.  An ANOVA were conducted to explore the 
relationship between planned expenditures on products and services, 
excluding lodging expenses, and tourist status.  The ANOVA was 
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significant, F(3, 741) = 6.56, p < .001.  Follow-up tests were conducted to 
evaluate pairwise differences among the means with the Games-Howell 
test.  Among planned expenditures among all four groups, spending 
among Japanese packaged respondents spending was highest at $1,666, 
with Japanese independent respondents next at $1,007.  In contrast, 
planned spending among American packaged respondents was the lowest 
at $440 and below that of spending among American independent 
respondents at $687.  The results of the pairwise comparisons reveal that 
the mean differences between American and Japanese respondents 
significantly differ, while the mean differences among American and 
Japanese respondents are the same.   

Length of Stay.   Not only do Japanese packaged respondents spend 
the most, they are also on vacation the shortest time compared to the other 
respondents.  The ANOVA results, F(3, 769) = 19.51, p < .001, reveal 
significant differences between length of stay among the four groups.  
The results of a post-hoc analysis, using the Games-Howell test, reveal 
that the length of stay among packaged Japanese respondents (M = 6) is 
significantly less than the planned stay among Japanese independent (M = 
9), American packaged (M = 8), and American independent (M = 12) 
respondents.   

 



Daniel L. Spears & Mark S. Rosenbaum 
 

30 
  

 

 

 

 

 

 

 

 

 

Table 1 
Demographic Profile 

 
 
 
 
 

 USA 
Packaged 

USA 
Independent 

Japan 
Packaged 

Japan 
Independent 

Number of  Respondents 383 76 209 132 
Percentage  48 9 26 17 
Gender     
Male 34 186 69 39 
Percentage 45 49 35 31 
Female 42 197 129 88 
Percentage 55 51 65 69 
Average Age (years)  45 40 32 33 
Age (%)      
18-30 28 34 58 54 
31-50 30 39 24 33 
51-70 35 18 10 7 
71-+ 7 9 8 6 
Purpose of Trip (%)     
To Vacation/Leisure 87  77  81 74 
To Honeymoon 0 4 12 5 
To Get Married 0 1 5 5 
Won an Incentive Trip 1 1 .5 1 
To Attend Sport Event 1 1 2 0 
To Attend a Convention 0 3 0 2 
To Conduct Business 0 7 0 4 
To Visit Family/Friends 3 17 1 8 
To Attend a Wedding 0 4 3 5 
To Attend a Meeting 0 1 .5 2 
To Attend School 0 1 .5 7 
For Military Purposes 0 .5 0 1 
Highest Level of Education:     
High School 21 10 31 29 
Some College 23 26 23 21 
Associate Degree 9 10 15 11 
Bachelor’s Degree 27 28 27 33 
Some Graduate School 5 4 2 2 
Graduate School 15 22 2 4 
Additional Trip Details:     
First Time Visitor (%) 57 42** 53 29*** 
Number of Trips taken to HI 2 5*** 2 6*** 
Planned Expenditures on Products ($) 440 687* 1,666 1,007* 
Length of Stay in Hawaii (days)  8 11** 6 9*** 
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Planned Consumption 

 
Given that each statement regarding the likelihood to engage in 

services was binary coded, it is possible to interpret the means among, 
and between, the four groups, as shown in Table 2.  Overall, the findings 
are interesting to marketing planners, and to academics, in the sense that 
they illustrate key differences between American and Japanese 
respondents.   
 

Table 2 Analysis of Planned Activities During Hawaii Vacation 
Planned to Engage in 
the following (0 = No, 1 
= Yes)  

U.S. 
Packag
ed 

U.S. 
Independ
ent 
 

Japan 
Packag
ed 
 

Japan 
Independ
ent 

Services: Tours     
Helicopter or Airline 
Tour 

 .17 .17 .02 .01 

Boat/Submarine Tour .51 .41* .21 .21 
Tour Bus Excursion  .66 .25*** .31 .15*** 
Private Limousine/Van 
Tour 

.11 .10 .14 .16 

Own (self-guided) Tour .54 .75*** .42 .63*** 
     
Services: Water 
Activities 

    

Swim/Sunbath at Beach .86 .89 .75 .81 
Surfing/Body Boarding .28 .43** .17 .24* 
Scuba 
Diving/Snorkeling 

.41 .50 .19 .21 

Jet 
ski/Parasail/Windsurf 

.12 .18 .11 .06 

     
Services: Land 
Activities 

    

Golf .08 .19** .04 .08* 
Tennis .00 .09** .02 .08** 
Running/Jogging/Fitnes
s Walking 

.33 .44* .07 .14** 

Health Spa/Gym .17 .23 .08 .11 
Backpacking/Hiking/Ca
mping 

.22 .33* .04 .08 

Sport Event or .05 .08 .02 .02 
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Tournament 
     
Services: 
Entertainment 

    

Lunch/Dinner Cruise .62 .54 .37 .24** 
Lounge Act or Stage 
Show 

.45 .36 .16 .16 

Nightclub/Dancing/Kara
oke 

.26 .44*** .08 .18*** 

Fine Dining .55 .61 .05 .14*** 
Movies/Plays/Concerts .17 .30** .03 .13*** 
     
Services: Shopping     
Department Stores .43 .54* .63 .68 
Designer Boutiques .34 .36 .65 .50*** 
Hotel Stores .47 .49 .40 .28** 
Mall Stores .61 .64 .73 .76 
Swap Meets or Flea 
Markets 

.46 .47 .11 .24*** 

Discount/Outlet Stores .24 .24 .47 .48 
Grocery Stores .39 .47 .50 .69*** 
Convenience Stores .62 .67 .63 .75** 
Duty Free Stores .25 .24 .78 .72 
     
Services: Cultural      
Cultural/Historic/Sacred 
Site 

.54 .59 .29 .24 

Museum/Art Gallery .30 .37 .14 .21* 
Polynesian Show/Luau .71 .58** .18 .13 
Art/Craft Fair .12 .21* .03 .03 
Festival .20 .19 .03 .11** 
Parade .17 .19 .02 .14*** 
Note.  *** p < .01, ** p < .05, * p < .10.  
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In order to probe specific consumption differences between packaged 
and independent tourists, three logistic regression analyses were 
conducted.  The first analysis focused on planned consumption 
differences between American packaged and independent respondents.  
The second analysis focused on consumption differences between 
Japanese packaged and independent respondents.  The third analyses 
focused on consumption differences between American and Japanese 
packaged respondents.   

American Packaged vs. Independent.  Logistic regression were 
employed to predict the probability that a respondent was either part of a 
packaged tour or an independent traveler from America.  The predictor 
variables were the respondents expressed likelihood to engage in a variety 
of services and activities, as shown in Table 2, during their stay.  The 
model was able to successfully classify 85% of the respondents, and the 
Hosmer and Lemeshow test indicated that the null hypothesis regarding 
overall model fit could not be rejected, χ 2(8) = 4.78, p = .78.   
 

Table 3 Logistic Regression Coefficients 
Predictor β Wald χ2 p Odds 

Ratio 
America: Independent (0) vs. Packaged (1) 

 Tour bus excursions 1.84 29.13 .000 6.28 
Shop at department stores -.75 .37 .04 .47 
Japan: Independent (0) vs. Packaged (1) 
Jet ski/Parasail/Windsurf 1.50 5.14 .02 4.47 
Designer Boutiques .98 7.82 .01 2.66 
Hotel Stores .72 4.78 .03 2.05 
Swap Meet/Flea Markets -.91 4.17 .04 .40 
Parade -

2 08 
6.72 .01 .13 

Japanese Packaged (0) vs. American Packaged (1) 
Fine Dining 2.78 20.07 .000 16.17 
Swap Meet/Flea Markets 2.16 13.66 .000 8.64 
Polynesian Show/Luau 1.99 14.81 .000 7.28 
Own (self-guided) tour 1.94 9.50 .00 6.97 
Tour Bus Excursion 1.57 9.77 .00 4.79 
Discount/Outlet Stores -

1 31 
5.21 .02 .27 
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Duty-Free Stores -
3 99 

31.35 .00 .02 
Table 3 shows the logistic regression coefficient, Wald test, and odds 

ratio for each of the significant predictors.  Employing a .05 criterion of 
statistical significance, only two of predictors had significant effects.  The 
odds ratio illustrates that American packaged respondents are 6 times 
more likely than independent respondents to take a tour bus excursion and 
about half as likely, compared to independent travelers, to shop at 
department stores during their stay.   

Japanese Packaged vs. Independent.  Logistic regression were 
employed to predict the probability that a respondent was part of a 
packaged tour or an independent traveler from Japan.  The predictor 
variables were the same as above.  The model successfully classified 76% 
of the respondents, and the Hosmer and Lemeshow test indicated the 
model fit the data well, χ 2(8) = 4.13, p = .79  Table 3 shows the logistic 
regression coefficient, Wald test, and odds ratio for each of the significant 
predictors.  Employing a .05 criterion of statistical significance, only five 
predictors were significant.  The odds ratio indicates that Japanese 
packaged respondents are over four times as likely as independent 
respondents to engage in jet ski, parasail, or windsurfing activities.  
Perhaps, these activities are part of the pre-planned package.  In addition, 
Japanese packaged respondents are over two and half more times likely 
than independent respondents to plan to shop at designer boutiques, and 
two times more likely to shop at hotel stores, during their Hawaii 
vacation.  Interestingly, Japanese packaged respondents are considerably 
less likely than independent respondents to travel to swap meets/flea 
markets or to see parades during their stay.  Given their shorter time 
duration on the island and their planned shopping activities, packaged 
tourists probably lack the time to browse flea markets or to attend a 
parade.   

American Packaged vs. Japanese Packaged.  Logistic regression 
were employed to predict the probability that a respondent was part of a 
packaged tour and was from either Japan or America.  The predictor 
variables were the same as above.  The model successfully classified 91% 
of the respondents, and the Hosmer and Lemeshow test indicated the 
model fit the data well, χ 2(8) = 2.97, p = .94  Table 3 illustrates the 
logistic regression coefficient, Wald test, and odds ratio for each of the 
significant predictors.  Employing a .05 criterion of statistical 
significance, seven predictors were significant.  Overall, American 
packaged respondents are 16 times more likely than Japanese packaged 
respondents to engage in fine dining during their stay.  In addition, 
American packaged respondents are about nine times more likely than 
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Japanese respondents to attend swap meets/flea markets, seven more 
times more likely to attend a luau and to take a self-guided tour, and 
nearly five times as likely to take a tour bus excursion during their 
Hawaiian vacation.  In contrast, Japanese packaged respondents are 54 
times more likely than American packaged respondents to engage in duty-
free shopping during their stay and about four times as likely to engage in 
discount/outlet store shopping during their stay.  Thus, while American 
packaged tourists seem to engage in fine dining and to attending luau, 
Japanese tourists are content with duty-free shopping.  

 
CONCLUSIONS 

 
The goal of this study was to uncover demographic and consumption 

differences between Japanese packaged and independent travelers, as well 
as to compare and to contrast these differences to American packaged and 
independent travelers.  Based upon questionnaire data obtained from 800 
American and Japanese respondents vacationing in Honolulu, Hawaii, we 
were able to achieve this goal and to fill an apparent void in the 
marketing/tourism literature. 

In terms of demographics, the data revealed that Japanese travelers in 
Hawaii are younger, less educated, and more likely to be female, 
compared to American travelers, regardless of their status as either a 
packaged or an independent tourist.  Perhaps, Hawaii represents one of 
the first international destinations for younger-aged Japanese travelers.  
The results also showed that 12% of Japanese packaged respondents were 
in Hawaii to honeymoon, compared to less than 4.5% for Japanese 
independent respondents.  Marketing planners, especially those in the 
bridal and related industries, should take not of this finding.  Plentiful 
opportunities may exist for bridal-themed packages that target not only 
the bridge and groom, but also, for friends and family members. 

Marketing planners should also note that Japanese packaged tourists 
spend about $600 more on products and services, other than lodging, 
compared to Japanese independent tourists during their stay.  In contrast, 
American packaged tourists spend about $250 less than American 
independent tourists.  This finding indicated that Japanese packaged 
tourists may be an economic boon for international destinations, 
especially those that taut shopping opportunities.  Indeed, free from 
having to allocate monies to lodging, tours, or to food during their stay, 
Japanese packaged tourists may relish the opportunity to spend heavily on 
designer and luxury merchandise.   
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The results from a series of logistic regression analyses supported the 
propensity among Japanese packaged tourists to engage in shopping.  In 
fact, packaged tourists are over two and half more times likely than 
independent tourists to plan to shop at designer boutiques and two times 
more likely to shop at hotel stores.  It is worth noting that hotel stores in 
Hawaii that cater to Japanese tourists tend to be high-end boutiques.  
Once again, marketing planners, especially those in shopping destinations 
should use this knowledge to actively encourage Japanese packaged tour 
groups to visit their sites.  Along these same lines, research opportunities 
exist for academics to probe the designer-oriented shopping habits among 
Japanese packaged tourists.      

The results between American and Japanese packaged tourists were 
astounding.  The data revealed that Japanese packaged tourists are 54 
times more likely than American packaged tourists to engage in duty-free 
shopping and 4 times more likely to shop at a discount/outlet store during 
their stay.  In contrast, American packaged tourists are 16 times more 
likely than Japanese packaged tourists to engage in fine dining, seven 
times more likely to attend a luau, and five times more likely to take a bus 
tour.  Whereas American packaged tourists plan to engage in leisure 
activities during their stay and to participate in cultural related activities 
and tours during their stay in Hawaii, the Japanese packaged tourist is in 
paradise primarily to shop.  

Not only are Japanese tourists seen shopping at luxury boutiques in 
Honolulu, they can also be seen shopping at the new Wal-Mart in 
Honolulu, which is in walking distance from the exclusive Ala Moana 
Shopping Center.  Interestingly, the Japanese tourists typically purchase 
multiple boxes of Hawaiian chocolates and macadamia nuts; most likely 
for omiyage upon their return to Japan.  In sum, Japanese packaged 
tourists seem to take pleasure in shopping at both designer boutiques and 
discount mass-merchandisers.  Again, future researchers are urged to 
explore tourism shopping behaviors among Japanese packaged tourists in 
more depth.   

Limitations to this study do exist.  Firstly, all of the questionnaires 
were administered in Waikiki.  On one hand, the Waikiki area is a prime 
tourist destination for a wide variety of tourists; however, it is extremely 
popular among the Japanese as a shopping destination.  Therefore, the 
findings of this study may only generalize to shopping destinations in 
Waikiki and potentially to other destinations with major concentrated 
shopping areas that also attract Japanese tourist shoppers.  Additionally, 
although the researchers employed measures to correct their unbalanced 
research design, it would have been optimal to have an equal number of 
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respondents.  Lastly, in an optimal situation, the researchers would have 
conducted the survey at the respondents’ departure; however, access to 
Honolulu’s airport was denied due to security issues. 

Despite its limitations, this study represents an initial attempt to 
illustrate demographic and consumption differences between and among 
Japanese and American packaged and independent tourists.  Hence, 
academics and practitioners alike can use the findings in this study as a 
foundation for future research endeavors.  Additionally, both practitioners 
and marketing planners can use the findings to develop program aimed at 
targeting Japanese packaged tourists.   
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This paper discusses the use of in-depth focus groups to assess residents, tourists 
and other stakeholders’ preferences for e-services that would enhance access to 
cultural heritage in Amsterdam, Leipzig, and Genoa. Several e-services are 
mentioned, and in particular the integration of e-services in these cities is 
highlighted. The way this integration takes place very much relates to the maturity 
of each city in terms of cultural tourism, and information and communication 
technology (ICT). Our results show that the need for tailored information 
(profiling), interactive maps (geospatial dimension), booking service “one-stop 
shops”, and consumer-generated content were all common in the three cities. In 
some cities the focus groups expressed a need for various forms of e-governance. 
Mobile devices and navigation systems were also high on the agenda in the more 
ICT-advanced cities. 
 
Keywords: e-tourism, focus groups, e-services, consumer preferences 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Tourism is one of Europe’s largest economic sectors and features 
among the largest key industries of the 21st century. Cultural tourism is 
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one of the forms of tourism expected to display significant growth in the 
future. However, major changes have taken place in the tourism industry, 
and this will greatly impact the way cultural tourism will develop in the 
coming decades. A shift from traditional to new ways of experiencing 
cultural resources is happening, employing a major diffusion of 
information and communication technologies (ICT) and new services (e-
services) that modern information technologies bring. Therefore, there is a 
need to assess the preferences of potential tourists for innovative e-
services that might enhance their experience before, during, and after a 
visit to the cultural destination of their choice. This assessment could 
provide policy-makers with important insights to help them appropriately 
shape the supply side of the tourism market in order to respond to the 
latent demand whilst developing sustainable cultural tourism strategies. 

Sustainable cultural tourism strategies have the potential to assist the 
conservation of local identities embedded in their respective cultural 
heritage, while supporting economic growth. The economic impact that 
cultural tourism has on regional development is quite appealing to policy-
makers, whose aim is to maximise the potential intake. European 
destinations aim at better developing their supply side in order to increase 
their economic competitiveness. The role that e-services can play in 
shaping the demand side has thus far not been fully explored. This paper 
aims to contribute and spur debate on this issue and it also discusses the 
results gathered from three different European cities: Focus groups were 
organised in Amsterdam, Leipzig, and Genoa targeting three different 
categories of respondents — residents, tourists and stakeholders (local 
decision-makers). This research illustrates the differences of opinion 
between respondents, and the implications that their preferences might 
have in shaping cultural tourism marketing strategies. 

 
USING FOCUS GROUPS TO ASCERTAIN CONSUMER 
PREFERENCES 
 

In the last 20 years, focus group interviews have been widely used as 
a form of qualitative research analysis. A focus group is defined as a 
group of people having a discussion on a fixed topic and expressing their 
attitudes and opinions in an interactive manner. Kreuger and Casey 
(2000) indicated that focus group interviews started in the late 1930s 
because a few social scientists had doubts about the accuracy of 
traditional information-gathering methods, and they started using and 
conducting focus group interviews. Stewart and Shamdasani (1990) 
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reported that focus groups were originally developed for the evaluation of 
audience responses to radio programmes in 1941 by the famous social 
scientist, Robert Merton. During World War II, Merton began to use 
focus group techniques to investigate morale in the U.S. Army. According 
to Kreuger and Casey (2000), whilst academic researchers were not very 
interested in using focus groups in the 1950s, market researchers started 
using focus groups as a research tool to identify the attractiveness of their 
products and related customers’ preferences. Morgan (1996) stated that 
focus group interviews were rediscovered by social scientists in the 
1980s, meanwhile adopting some of the practical strategies from market 
research experiences.  

Presently, focus group interviewing is presented in many forms since 
researchers in different fields have modified the procedures to match their 
own needs and targets. Patton (2002) believed that focus group interviews 
were essential parts in an evaluation process, no matter if it was during a 
project, at the end of the project, or months after the project’s completion, 
since the discussions help to gather insight. Morgan (1997) stated that 
focus groups could be used as a preliminary step in the design of surveys 
for further research, since they could help researchers get a better idea of 
individual issues to be tackled by questionnaires during the next stage. 
The purpose of a focus group is to listen and gather information on a 
well-defined research topic. Morgan (1990) noted that focus groups are a 
qualitative technique allowing us to use group interactions to produce data 
and insights in reasonable and accessible way.  

Greenbaum (2000) defined focus groups as a qualitative market 
research technique in which a group of 8 to 10 participants with common 
demographics, attitudes, and/or purchase patterns are led through a 
typically 2-hour discussion on a particular topic by a well-trained 
moderator. McDonagh-Philp and Bruseberg (2001) stated that, compared 
to other qualitative techniques, focus groups provide unique sets of data: 
Researchers not only gain an overview of various opinions at a very 
detailed level, but also a great deal of concentrated, well-targeted, and 
pre-filtered data can be gained in a short period of time. Morgan (1997) 
argued that focus groups can be more efficient than interviews since they 
avoid overlap and repetition.  

Cameron (2005) looked at the relationship between focus group 
interviews and quantitative research methods. He believed combining 
focus groups with quantitative techniques is an extremely useful way of 
dealing with certain research issues. In focus group brainstorming 
sessions researchers can generate new ideas, which are often used for 



Wadim Strielkowski, Patrizia Riganti & Jing Wang 

 

44 
 

developing further research questionnaires. By using feedback from 
people in a focus group, researchers can get a better idea of question 
design and conceptual explanations to a targeted consumer group.  

The focus group interviews presented in this paper served many 
purposes, aiming to develop a reference framework for the development 
of an e-services platform. They targeted the main potential users of an e-
services platform represented by tourists, residents, and other 
stakeholders. With the target population, our focus groups first aimed at 
discussing which e-services are perceived as lacking and which existing 
e-services need better integration. Secondly, the focus groups aimed to 
stimulate discussion with different categories of potential e-users to 
promote creative and innovative ideas of how a possible platform should 
look, what features it should contain, and in general how it should work in 
order to be considered user-friendly. Finally, the focus group discussions 
were aimed at assessing people’s preferences for integrated e-services, 
e.g. to what extent people would use these services, and which payment 
vehicle they would deem appropriate, if any.  

 
E-SERVICES IN CULTURAL TOURISM 

 
In recent years, the Internet has become one of the most powerful 

media and sources of information. Internet-based ICT includes the entire 
range of tools which facilitate the operational and strategic management 
of organisations by assisting them in storing and managing their 
information, as well as in communicating interactively with their 
stakeholders in order to achieve their mission and objectives (Buhalis, 
2003). The use of ICT is especially relevant in tourism, where the 
provision of services to support travel for predominantly recreational and 
leisure purposes meets the objectives of storing, sharing and managing 
large quantities of information. It is the use of ICT in the tourism industry 
that constitutes the essence of “eTourism” (Aichholzer et al., 2003). 
According to Aichholzer et al. (2003), eTourism can also be perceived as 
one of e-government services since it somewhat deals with public 
information, and public sector agencies are involved as important actors. 
Generally, many tourism businesses are involved in developing their 
Internet services, including traditional travel agents, tour operators, 
national tourist offices, airlines, hotels and other accommodation 
providers, and car hire firms. The key differences from traditional markets 
are the speed at which information can be communicated, global 
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accessibility, and the minimal costs of establishing a business online (The 
Scottish Parliament, 2002).  

In the tourism industry, e-services provide the most cost-effective 
manner of communicating with target markets and disseminating 
information, representing a quick and easy way for the customer to buy 
travel products, offer opportunities for improvements in customer service 
and retention through meeting and promoting individual preferences, 
reduce costs through increased efficiency in internal operations and 
purchasing processes, and encourage greater co-operation amongst 
traditional competitors through the provision of hyperlinks. However, 
some possible disadvantages were also identified in the literature: tension 
between a growing demand for personalized services tailored to the 
individual’s needs and interests and reluctance amongst consumers to 
release such information over the Internet in case it is misused; the 
preference of many customers to conduct complicated transactions in a 
face-to-face environment (e.g. high-end travel agents); existing travel 
agent business being superseded, with resultant job losses; and finally, 
growing inequality and increased social exclusion for those customers and 
businesses without access to the necessary technology (Rayman-Bachus 
and Molina, 2001). 

There are a number of projects worldwide focused on the assessment 
of current e-services in tourism as well as the development of new ones. 
A particular interest is being expressed in the creation of integrated 
platforms where a multi-level approach to providing services and sharing 
information can be implemented. Wireless devices, Location-Based 
Services and Really Simple Syndication (RSS) are a few examples of 
tourism-related e-services that are already available today. Although e-
services have been widely used in the tourism industry, there are still 
some technological issues that need to be solved in order to make cultural 
heritage resources more readily accessible. The DigiCULT Report (2002) 
estimated that less than 10% of all cultural heritage institutions in Europe 
were actually in a position to participate in the digital era: At the root of 
this problem there are some technological issues, such as software 
availability. According to Michopoulou and Buhalis (2006), there are also 
other segments of users who face difficulties accessing the Web due to 
design shortcomings, such as speed of their Internet connection, and 
graphics issues. Graphics support remains a problem for the users who 
rely upon the essential “visual” aspect of e-services, like tourists, for 
example. There are also some additional issues, e.g. users’ requirements, 
supply of information, language, equal treatment, and reliability.  
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The report “Future trends for eTourism services”, prepared under the 
EU-funded “Providing Innovative Service Models and Assessment” 
(PRISMA) project, identified a number of key trends and future attributes 
of tourism services: increased popularity and capabilities of the Internet; 
the Internet and supporting services by further new intermediaries; direct 
online bookings by customers; “Virtual tourists”; interactive TV and 
mobile devices; various types of smart agent technologies, VoIP 
technology; and mobile city guides (eTourism Services, 2003). 
 
IDENTIFYING NEW E-SERVICES IN THREE EUROPEAN CITIES 

 
In our research, focus groups aimed to identify possible cultural-

heritage related e-services for further development. In order to do so, it 
was crucial to understand what type of information users prefer, and how 
this should be presented to them (e.g. which type of media and devices). 
Developing focus group agendas for specific research is a dynamic 
process. The agendas were modified and improved from the experience 
and knowledge acquired during the first focus group attempts. Therefore, 
it is important to clarify the rationale behind the focus groups’ 
development, and the major objectives to be achieved in order to develop 
an appropriate framework that can be easily adapted in due course. The 
questioning route per each focus group would then follow good practices 
whilst aiming to tackle the identified objectives and account for major 
results from previous focus groups.  

The main objective of the first focus group agenda was to review and 
compare the basic attitudes towards e-services across different participant 
categories, aimed at understanding how different groups of participants 
perceived the potential of ICT services, and how they used these services 
to manage, understand, and explore European cities.  The basic aim of the 
second phase of the focus group agendas was to understand how different 
groups of participants perceived the potential of e-services and how they 
can better understand, manage, and enjoy tourist destinations, further 
engaging with cultural heritage with the help of different e-services. The 
basic premise of the third phase of the focus group agenda was to 
understand how different groups of participants perceived the potential of 
ICT services to better enjoy, appreciate, and manage the cultural heritage 
of European cities. The additional aim was to learn how e-services should 
be provided using rich media and also to gather ideas about possible 
payment vehicles for such e-services and their combinations. 
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FOCUS GROUP IMPLEMENTATION IN THE THREE CITIES  
 

Overall, 24 focus group meetings with 159 people were held between 
December 2006 and January 2007 in Amsterdam, Leipzig, and Genoa. 
The participants were tourists visiting these cities, local residents, and 
other stakeholders who had a political say in the way cultural tourism 
offers were organised locally. Local residents were perceived both as 
potential tourists to other destinations as well as citizens and residents of 
the city. Local residents were those who can cultivate their own cultural 
heritage (and publicise it on the Web, for instance). Local residents can 
identify a list of e-services that they would like to have in order to achieve 
a better quality of life and access their cultural heritage.  

Stakeholders were mainly identified as decision-makers working in 
areas related to cultural tourism and cultural heritage. Their interest in 
cultural heritage and tourism can be split into two broad groups: managers 
and people involved in branding the city (e-services help them make 
decisions), and decision-makers who want to publicise their stake (better 
integrate the hospitality sector — hotels, restaurants).  

Tourists were people visiting the city or preparing to visit as well as 
those who are returning to the city. The tourists’ aim is to enjoy the city 
and their visit; their secondary aim is to understand and explore cultural 
heritage, both tangible and intangible. For the purposes of this research, 
tourists were defined as people who have come from another city and 
whose main aim of visiting the city is tourism (a non-business or work-
related trip) and who spend at least one night in the city. We hoped the 
focus groups would mirror the demographics of the respective city.  

The response rate in the focus groups was satisfactory and on average 
met the recommended standards. In Amsterdam, 13 tourists, 23 residents, 
and 21 stakeholders took part in the meetings. In Genoa, we had 11 
tourists, 17 residents, and 19 stakeholders. Whilst in Leipzig, 13 tourists, 
16 residents, and 26 stakeholders attended the meetings. The role of the 
local municipalities was crucial for our successful implementation of the 
focus groups. Recruiters liaised with their respective municipality in order 
to gather relevant demographical statistics for the city, e.g. general 
statistics of the local resident population, information and statistics on 
tourists’ flows, e.g. the numbers of tourists, average number of nights 
spent by tourists in the city, etc. 
 
 
 



Wadim Strielkowski, Patrizia Riganti & Jing Wang 

 

48 
 

NEW E-SERVICES FOR CULTURAL TOURISM 
 
The importance of the geographical dimension for e-services, the 

need for tailored information, and hence a new taxonomy to enhance 
digital access to cultural heritage services seemed very important to the 
participant consumers. 

In Amsterdam, respondents suggested more original e-services and 
speculated about possible combinations of e-services displaying more 
visionary ideas. It seemed that the supply of e-services in Amsterdam was 
sufficient, since most of the e-services that tourists and residents indicated 
as desirable already existed in some form. The major concern in 
Amsterdam was to simplify access to information for all groups of users: 
Information overload was mentioned quite often. Therefore, it seemed 
that the main concern was to integrate the existing services, and helping 
more disadvantaged people, such as the handicapped and elderly. Overall, 
the situation in Amsterdam proved to be more advanced in terms of e-
services and its relation to cultural heritage. The attendees in Amsterdam 
were more familiar with relatively advanced technologies. Many 
participants also appeared to recognise the importance of investing in new 
e-services in order to improve their functionality and were prepared to 
pay for having access to dedicated websites, wireless, and satellite 
applications. 

In Leipzig, participants considered the supply of e-services to be 
sufficient. Leipzig is not a mature tourism destination (often 
overshadowed by Berlin and Dresden), therefore needs and perspectives 
differed on this matter. Most focus groups concluded that there was 
enough information relative to Leipzig’s modest tourist share available 
online. The major issue was that the existing information needed to be 
organised in a better way. The issue of the city’s promotion as a cultural 
tourism destination was often raised, but most participants felt that it 
would be more effective to use traditional (or old-fashioned) media (e.g. 
TV spots, newspaper adverts, brochures). We can postulate that in a less 
mature tourism destination e-services co-exist with traditional media. The 
attendees of the Leipzig focus groups seemed to not be very familiar with 
more advanced mobile devices since they still tended to use conventional 
media, and believed that the Internet should be closely related to 
conventional media. 
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Table 1 Principal e-services in the three cities 
 

E-services Amsterdam Leipzig Genoa 
R S T R S T R S T 

Interactive maps I,II
, 

III 

I,II
, 

III 

I,II I III I,II I,II
I 

II, 
III 

I, II 

Thematic search I, 
III 

I, 
III 

I I,II
, 

III 

I I,II  I  

Profiling I,II
, 

III 

I,II
, 

III 

I II I,II I I,II
I 

I,II  

Booking system (“one-stop 
shop”) 

II, 
III 

I, 
III 

I III I,II
,III 

I,II I,II
,III 

I,II
,III 

I,II 

Journey planner I,II
, 

III 

III I,II  III I III I,II
,III 

II 

Wi-Fi system II  I,II III      
Event Calendar I,II

, 
III 

I  I,II
,III 

I,II I,II I,II
,III 

II I,II 

Podcasts/ downloads III I I,II  II II III   
Webcam system II I I  II  I  I 
Guided tours III   II I,II   I,II  
Kiosks II, 

III 
II I,II II,I

II 
I,II
I 

II I,II
I 

I  

Informative desks   I  III  III   
Children-oriented website III         
Online practical information  
(transport timetables, etc) 

I, 
III 

I, 
III 

I,II I,II
I 

III I,II I,II I,II I,II 

Online information on 
highlights (videos, pictures) 

 I  I,II I  I,II I,II  

e-Forum I,II
, 

III 

I, 
III 

 II,I
II 

II,I
II 

I I,II
,III 

I,II
,III 

I,II 

Blogs I, 
III 

I, 
III 

 III III  III III I 

Advertising on events III II,   I,II I III II,I I,II 
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(promotional 
e-services) 

III ,III II 

SMS alert with highlights  I, 
III 

  I,II
,III 

  II  

Virtual tours I,II
, 

III 

I,II  I II,I
II 

 I,II I,II
,III 

I 

Radio broadcasting II         
Integrated system”Home” 
(alerting with tailored 
information) 

I         

Video reconstructions of city  II, 
III 

  I,II
I 

I II III  

City Wikipedia  III I       
Video screens in public 
transports/ spaces 

II II  II I,II I    

One tourist/resident portal I,II I I,II II,I
II 

III I I   

GPS system I,II
,III 

I, 
III 

II  III I III I,II
,III 

II 

PDA systems (info delivery) I,II
, 

III 

I,II
, 

III 

II    II,I
II 

II  

TV broadcasting    II I,II
I 

I,II II III  

“Second-life”-type games I,II
, 

III 

II, 
III 

  III   III  

Tourist satisfaction 
questionnaires 

        II 

Online city offices/ e-
governance systems 

   I,II
,III 

     

Satisfaction charts       I   
Note: I, II, and III indicate the 1st, 2nd and 3rd phases of focus groups in all three cities. 
Source: Authors’ own results 

 
Therefore, the Leipzig participants would like possibilities in 

combining e-services and traditional services. The majority of Leipzig 
participants talked about up-to-date Internet websites with additional 
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integrated services, e.g. online information about events and tourist 
highlights, online booking services and e-governance. In addition, all 
participants of focus groups in Leipzig indicated that websites with 
integrated e-services were the most important and convenient way to 
convey information on cultural heritage. 

In Genoa, the situation regarding the availability of e-services 
seemed to be very poor and linked to the low levels of Internet 
connectivity and IT proficiency in the country, and within the region. 
Although Italy boasts of one of the highest sales of the newest mobile 
phone models, very few people imagined using e-services in different 
areas of their life and work. For most of the attendees, “e-services” meant 
an Internet website. Numerous attempts to push their imagination further, 
beyond the website, quite often led to awkward silence in the groups. 
Even the stakeholders could not think of many interesting examples of e-
services that could be used in their work (with the exception of a website). 
It seemed that in Genoa e-services are something new and undiscovered.  

The participants of focus groups in Genoa were clearly in need of a 
simple and efficient way of obtaining on-line tourism-related and city-
related information. This could be done using a personalised website or an 
integrated website, hence a “one-stop shop” that would include all 
applications. There was also a clear need for being able to share 
information with others, receive updates and tips from other users as well 
as to be able to engage in cultural and public life (e-participation system). 
These issues were also mentioned in Leipzig. The Genoa participants 
seemed to not be able to imagine how e-services could be used for the 
promotion of cultural tourism. The most frequently mentioned e-services 
and their combinations included a “one-stop shop”, personalised websites 
and itineraries, e-forums and blogs, totems (panels on websites for tourists 
and residents that could offer information and help itinerary choices) as 
well as interactive maps tailored for specific users. 

One of the research questions was to see whether people would be 
willing to pay for the provision of e-services. It appeared that people were 
not willing to pay for services that are already available in some form. 
They were only willing to pay for new e-services, like e-services that 
show a higher degree of integration. This highlights the need to propose 
scenarios interpreting people’s needs and improving current e-services 
offers since participants tended to have a lower willingness to pay (WTP) 
for goods with which they were unfamiliar.  

Finally, focus group implementation highlighted important 
differences in the local cultural context that might cause problems in the 
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development of a conjoint choice questionnaire. Measures should be 
undertaken to avoid a loss of important information. 

 
COMPARING FOCUS GROUP RESULTS FROM THE THREE 
CITIES 

  
This section compares the statistics of respondents from all three 

cities (residents, tourists, and stakeholders alike). A comparison of the 
residents’ statistics (Table 2) shows that: (1) While more than half of the 
participants in Amsterdam and Leipzig were males, the situation was 
reversed in Genoa. (2) The average age of residents was the highest in 
Leipzig, followed by Genoa. (3) The share of university-educated 
residents was the highest in Genoa, followed by Leipzig. (4) The majority 
of Amsterdam residents were single, which was followed by Genoa. The 
largest share of married residents was found in Genoa. There was a high 
share of unmarried people in Leipzig due to the local particulars of people 
living in civil partnerships (i.e. living in a family, sharing a house, and 
having children, without being married). 

 
Table 2 Comparing residents in three cities 

 
Variable Amsterdam Genoa Leipzig 
GENDER Males 52.17% 47.05% 68.75% 

Females 47.83% 52.95% 31.25% 
AGE Mean age 35.05 36.36 39.5 

Median age 31 34 39.5 

EDUCATI
ON 

Compulsory level or less 0% 5.88% 31.25% 

High school 30.44% 11.76% 6.25% 

University 69.56% 82.35% 72.5% 

CIVIL 
STATUS 

Single 82.6% 70.58% 31.03% 
Married 13.06% 29.42% 13.79% 
Other 
(divorced/separated/widowe
d) 

4.34% 0% 55.12% 

Source: Authors’ own results 
 

Most of the focus group residents with some IT expertise lived in 
Genoa, second came Amsterdam, and Leipzig third. One possible 
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explanation could be that the general percentage of residents with some IT 
expertise was so low in the three cities that fewer focus group residents 
might influence the distribution in favour of Genoa. The highest share of 
residents frequently using the Internet was found in Amsterdam (followed 
by Genoa). Most of the residents with cultural heritage expertise also 
originated from Amsterdam. Amsterdam’s focus group results showed 
that local residents knew a lot about their city and were willing to learn 
and share information about its past, present and future. 

Concerning the WTP for e-services and its combinations, the 
distribution of residents who were willing to pay was similar to those of 
the share of residents who used the Internet regularly. This might be 
explained by the fact that Amsterdam residents tended to be more 
advanced in their knowledge and practical use of tourism-related e-
services, which helped them understand that new e-services, especially 
those using the most current technologies, cannot be provided for free. On 
the contrary, the lack of advanced e-services in technologies and the poor 
level of Internet connectivity in Leipzig resulted in local inhabitants being 
totally unaware of the opportunities that new and integrated e-services can 
bring.  

 
Table 3 Comparing stakeholders in the three cities 

Variable Amsterdam Genoa Leipzig 
 
GENDER 

Males 61.9% 21.05% 61.53% 
Females 38.1% 79.95% 38.47% 

 
AGE 

Mean age 37.77 38.5 n./a 
Median age 35 39 n/a 

 
EDUCATION 

Compulsory level or less 0% 5.26% n/a 

High school 9.52% 15.8% n/a 

University 90.48% 78.94 n/a 

 
CIVIL 
STATUS 

Single 14.28% 36.84% n/a 
Married 71.42% 52.63% n/a 
Other 
(divorced/separated/widow
ed) 

14.28% 10.52% n/a 

Source: Authors’ own results 
Although, due to sensitivity and privacy reasons, some statistics on 

Leipzig stakeholders were not available, a comparison still can be made 
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(Table 3): (1) Whilst more than half of stakeholder participants in 
Amsterdam and Leipzig were males, the situation was reversed in Genoa. 
This can be explained by the popularity of public office jobs in Italy 
amongst females: these jobs do not earn much but provide security and 
stability. (2) The average age of stakeholders was higher in Genoa than in 
Amsterdam (data unavailable for Leipzig). (3) The number of university-
educated stakeholders was larger in Amsterdam than in Genoa. (4) The 
majority of stakeholders in Amsterdam were married. 

Concerning expertise in cultural heritage, Leipzig stakeholders 
seemed to be in the lead. This might be explained by the high motivation 
and level of knowledge within the city and its historical sites. In addition, 
all stakeholders who came to the focus group sessions in Leipzig had very 
high expectations about the outcome of the focus groups as well as about 
the whole project. This, therefore, positively biased their sample. The 
majority of the stakeholders who would be willing to pay for e-services 
came from Amsterdam (Leipzig data unavailable).  

 
Table 4 Comparing tourists in the three cities 

 
Variable  Amsterdam Genoa Leipzig 
GENDER Males 69.23% 36.36% 15.38% 

Females 30.77% 63.64% 84.62% 
AGE Mean age 31.33 34.88 26.53 

Median age 31 31 25 
EDUCATION Compulsory level or less 0% 9.09% 0% 

High school 30.77% 27.27% 0% 

University 69.23% 63.64% 100% 

CIVIL 
STATUS 

Single 61.53% 100% 100% 
Married 23.07% 0% 0% 
Other 
(divorced/separated/widowe
d) 

16.4% 0% 0% 

Source: Authors’ own results 
 

 
When the general statistics of tourists in the three cities were analysed 

(Table 4), some characteristics become apparent: (1) More than half of 
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participants in Amsterdam were male, however more than half of 
participants in Genoa and Leipzig were females. (2) The average age of 
tourists was the highest in Genoa and the lowest in Leipzig. (3) The 
majority of university-educated tourists were from Leipzig, followed by 
Amsterdam. There was a high share of tourists with a high school diploma 
from the Amsterdam and Genoa focus groups. (4) All Leipzig and Genoa 
tourists were single.  

The results of the tourists’ expertise demonstrated some interesting 
results. The majority of participants to the tourists’ focus group who had 
some IT expertise were recruited in Amsterdam. In general, tourists in all 
three cities tended to be good Internet users. Concerning expertise in 
cultural heritage, only tourists visiting Amsterdam and Genoa had some 
level of expertise. Tourists visiting Amsterdam were prepared to pay for e-
services and their combinations, explained by the fact that the city is very 
technologically advanced and already offers a large variety of e-services 
to its potential visitors.  

When we compare all three cities, one can see that the level of 
knowledge of e-services in these European cities depended on the general 
ICT situation in the country. With the overwhelming overall preference 
for integrated e-services (a “one-stop shop”) in all three cities, some major 
differences can be traced: The situation in Amsterdam proved to be more 
advanced in terms of e-services and its relation to cultural heritage. The 
attendees of focus groups in Amsterdam used more advanced 
technologies; a large number of participants showed that their great 
interest for e-services was linked to digital mobile devices. Participants of 
focus groups in Amsterdam also appeared to be the only ones who 
recognised the importance of investing in new e-services in order to 
improve its functionality. 

The situation in Genoa was very different from Amsterdam: Focus 
group participants were clearly in need of a simple and efficient way of 
obtaining on-line tourism-related and city-related information. According 
to the Genoa participants, this could be accomplished using a tailored 
personalised website or a “one-stop shop” website integrating all 
applications. There was also a clear need for information sharing, 
receiving updates and tips from other users as well as being able to engage 
in cultural public life (e-participation system). 

Despite the wide use of mobile phones and other digital devices in 
Italy in general and in Genoa in particular, the participants of the Genoa 
focus groups seemed not to be able to imagine how those tools could be 
used in conjunction with e-services for the promotion of cultural tourism.  
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Similar to the situation in Genoa, the attendees of Leipzig focus 
groups seemed to have little knowledge about advanced digital mobile 
devices. They still tended to use conventional media, and participants 
believed that the Internet is closely related to conventional media like TV, 
radio, newspapers and other print media. Therefore, they would like 
possibilities for combining e-services and traditional services. The 
majority of the participants in Leipzig focus groups talked about up-to-
date Internet websites with additional integrated services (e.g. online 
information about events and tourist highlights, online booking services, 
and e-governance). In addition, all participants to Leipzig focus groups 
indicated that an Internet website with integrated e-services was the most 
important and convenient way to spread information on cultural heritage. 

 
CONCLUSIONS 

 
This paper presented the results from 24 focus groups held in three 

European cities. Our key findings can be summarised as follows: 
Generally, participants correctly recognised what e-services were, though 
sometimes they encountered difficulties in linking e-services to cultural 
tourism. There was a difference between the perception and understanding 
of e-services in the cultural tourism sector between the three cities due to 
the different levels of ICT proficiency and probably the level of maturity 
as tourist destinations. Amsterdam resulted as more advanced in the use of 
both mobile and Internet-based services, with Leipzig and Genoa lagging 
behind. On average, the proposed e-services corresponded to past or 
currently available services, and except in a few cases, respondents found 
it hard to come up with really innovative perspectives. Most of the 
mentioned e-services were Internet-related, although some participants 
were also very interested in mobile devices.  

In all three cities, tourists declared a need for practical information. 
Residents liked to know more about the history of their city and have 
virtual tours with historic reconstructions. Both residents and tourists were 
concerned about the reliability of tourist information. They wanted the 
local authority (municipality) to take over the role of delivering the 
appropriate, up-to-date information per each e-service. Consumer-
generated content was also high on their agenda.  

The respondents declared a need for integrating e-services provided 
on the Internet with information access kiosks, giving people the 
possibility to access cultural tourism information not only from their home 
computers. Tourists and residents pointed out that they wanted to leave 
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messages and recommendations based on their special needs, to get 
information and to interact in forum discussions. Also, they told us they 
liked services that made it easier to get in touch with the authorities. On 
the other hand, stakeholders discussed opportunities for analysing user 
behaviour, requirements and expectations, in order to personalise their 
offers according to special needs. This indicates that e-forums should be 
one of the key attributes of further research. 

Providing “one-stop shop” services seemed to be of great importance. 
This was applicable to some specific e-services, and especially booking 
services. The need for integrated e-services differed in the three cities and 
some e-services were only mentioned once. Focus group results converged 
on a limited set of e-services and their characteristics that were regarded 
important by most of the respondent categories in each city. With regards 
to prices for e-services, focus group results suggested different modes of 
payment: per download, weekly, or a yearly subscription with unlimited 
access.  

Another important implication was that stakeholders replied to focus 
group questions from the supply-side perspective. As suppliers, they 
mostly mentioned the same e-services as residents and tourists. Therefore, 
we suggest using one of the available scenarios (possibly tourists) in order 
to analyse the supply side of the cultural tourism e-services market. 
Stakeholders might be asked to choose packages of integrated e-services 
to supply to tourists at a determined price. This would enable researchers 
to compare e-services from the supply and demand side. In fact, we would 
be able to elicit the willingness to pay of tourists for a selected 
combination of e-services, comparing it with the price stated by the 
supplier. 
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Indians increasingly travel to foreign countries in a large number every year. To 
date, there are no studies focusing on this group of tourists. This study thus 
investigates the Indian tourists’ motivation and perception of Bangkok, Thailand. 
The study shows that both push and pull factors stimulate these Indians to travel. 
The most important motivations are to have fun, followed by to enjoy the beautiful 
environment, scenery, and beaches. Based on 20 motivations, four core typologies 
of Indian tourists are found: Novelty Seeking, Stress Busting/Fun, Achievement, 
and Family Oriented/Education. Family and/or friends and the Internet are 
perceived by Indian tourists as important sources in trip decision making.  
 
Keywords: Indian tourist, tourist’s motivation, tourist’s perception, Bangkok, 

Thailand 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

One of the fastest growing segments in the tourism industry is city 
tourism (Paskaleva-Shapira, 2007). Destination marketers make extensive 
efforts in marketing the city and retaining tourists to maintain their 
position in the marketplace. The success of destination marketing lies in 
their ability to compete, brand a city, understand visitors’  perceptions and 
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expectations, provide value, and manage the total visitor experience 
(Tasci, Gartner, & Cavusgil, 2007; WTO, 2005). 

The study of destination image reveals tourists’ perceptions of travel 
destinations. Understanding tourists’ expectations can be used to improve 
the destination’s attributes, and develop marketing strategies to compete 
with other travel destinations (Paskaleva-Shapira, 2007). Motivation 
forms the travel destination image (Baloglu & McCleary, 1999; Beerli & 
Martín, 2004) which affects the pre-purchase destination selection process 
(Rittichainuwat, Qu, & Mongkhonvanit, 2008). 

Thailand is a well known international travel destination for its long 
history, rich culture, beautiful natural resources, and the hospitality of 
Thai people (Meng, Tepanon, & Uysal, 2006). International tourists 
around the world visit Thailand all year round. Among travelers from 
South Asia, Indian tourists are the most prevalent in Thailand (Tourism 
Authority of Thailand, 2007). Not only is the Indian outbound traveler a 
substantial market (Market Research Division of Government of India, 
2007), but there is also an increasing number of Indian middle class 
travelers who have higher purchasing power (ITB Berlin, 2007). This 
study, therefore, aims to examine Indian tourists regarding their trip 
motivations for and perceptions of the Bangkok area of Thailand to gain a 
better understanding of Indian tourists’ behavior. 
 
LITERATURE REVIEW 
 
Destination Image 
 

Image was formed from two major sources, which were stimulus 
factors and personal factors. Stimulus factors consisted of external stimuli 
(information sources), physical objects, and previous experiences. 
Personal factors included social (age, education, marital status, and 
others) and psychological characteristics of the perceiver (values, 
motivations, and personality) (Baloglu & McCleary, 1999). Beerli and 
Martín (2004) proposed a model of the formation of destination image. 
Tourists formed the destination image from information sources and 
personal factors.  
 
Motivation 
 

Push and pull factors are a well-proven approach in analyzing 
tourists’ motivations (Hanqin & Lam, 1999; Josiam, Kinley, & Kim, 
2005; Yoon & Uysal, 2005). According to Dann (1981), push factors 
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were internal drives or the desire for travel such as the need for escape, 
the need for novelty, or the need for self-esteem. Pull factors were the 
attractiveness of travel destinations which motivated tourists to visit such 
as beaches, shopping centers, or friendliness of locals. The study of 
Yurtseven (2006) indicated that perceptions of tourist destination’s 
service quality by tourists were not homogeneous. Therefore the provided 
services should be designed according to type of tourists.  Tourists could 
be grouped by their motivation factors. Hanqin and Lam (1999) found 
five push factor groupings which were named as knowledge, prestige, 
enhancement of human relationship, relaxation and novelty. Six pull 
factor grouping were hi-tech image, expenditure, accessibility, service 
attitude and quality, sightseeing variety, and cultural links group. 
Rittichainuwat, Qu, and Brown (2001) found six groupings of tourists 
who visited Thailand which were special interests, cultural attractions, 
deals on tour promotion and currency exchange, good value of 
food/shopping/things to do, Buddhism, and natural attractions. Josiam and 
Frazier (2008) also showed that genealogy or the practice of tracing a 
family’s history was one of the reasons that motivated people to travel to 
visit friends and relatives or to seek and document lineage, cultural 
background, and history.  
 
Information Sources 
 

Besides motivation, tourists also formed the destination image from 
information sources. Tourists obtained travel information from a number 
of sources. There were five primary sources of information, which were 
memory (e.g., past experiences), personal sources (e.g., family/friends), 
independent sources (e.g., government), marketing sources (e.g., 
advertising), and experiential sources (e.g., product trial) (Hawkins, Best, 
& Coney, 1995). 

Tourists with more travel experience usually used online channels for 
both searching and purchasing travel products (Jun, Vogt, & MacKay, 
2007). When other information sources were perceived less reliable, word 
of mouth strongly had influenced in the decision making especially with 
the complex products’ purchase (Engel, Blackwell, & Miniard, 1995). 
Promotional tools affected perceived quality of the destination 
(Mohamed, 2008). Media such as film (Kim & Richardson, 2003) and 
advertising pictures (Smith & MacKay, 2001) as well as tour operators’ 
brochures (Abd El Jalil, 2010) could impact the tourists’ perception 
because consuming media created an expectation that would be compared 
to the actual travel experience (Crouch, Jackson, & Thompson, 2005). 
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Louvieris and Oppewal (2004) described that travelers had different 
preferences for the channel choice in the information search and 
purchasing stages. Björk and Jansson (2008) revealed that a tourist who 
had a strong habit or automated sequences of learning would look for less 
information about his/her upcoming trip than the one with a weak habit. 

Internet had increasingly gained popularity among Americans and 
Europeans. There were more than 64 million Americans or 30% of the 
U.S. adult population used Internet for travel information search and two 
thirds of them or 42 million booked travels via Internet (Werthner & 
Ricci, 2004). This trend was expected to increase both in the information 
search and purchasing stage in the near future (Buhalis, 1998; Werthner & 
Ricci, 2004). In addition, the more one frequently used the Internet, the 
more chance of that person would become an online shopper (Li & 
Buhalis, 2006). 
 
Thailand Characteristics 
 

Thailand’s image has been studied by several researchers in different 
directions. Rittichainuwat et al. (2001) studied seven dimensions of 
Thailand’s international travel image, which were (1) social and 
environmental problems, (2) safe travel destination, (3) adventure 
activities and scenic natural beauty, (4) rich culture, (5) good-value 
cuisine and hotels, (6) easy access, and (7) good shopping. This study 
examined various components of Thailand. However, some researchers 
selected only one travel component as a study area. Vieregge, Phetkaew, 
Beldona, Lumsden, and DeMicco (2007) studied mature travelers to 
Thailand on the preferences and attributes of hotels. The study found that 
the top factors influencing hotel selection among mature travelers which 
were cleanliness, good value for money, easy access to beach, location, 
personnel on duty, price of accommodation, airport transfer, 
multilingualism, well-lit areas, and luggage assistance.  

The motivation in selecting Thailand as a travel destination also has 
been investigated along with the study of its image. These motivation 
dimensions were: special interests; cultural attractions; deal on tour 
promotion and currency exchange; good value food, shopping, and things 
to do; Buddhism; and natural attractions (Rittichainuwat et al., 2008). 
Some studies focused on motivations of a specific nationality of the 
travelers on Thailand trips. Sangpikul (2008) studied the motivations of 
Japanese senior on taking Thailand trip. The study revealed dimensions of 
push and pull factors which were: three push dimensions (novelty and 
knowledge seeking, rest and relaxation, and ego-enhancement); and four 
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pull dimensions (cultural and historical attractions, travel arrangements 
and facilities, shopping and leisure activities, and safety and cleanliness). 
 
NEED FOR STUDY 
 

Thailand is a famous international travel destination. In 1991, the 
ancient cities in Thailand, Sukhothai and Ayutthaya, were declared World 
Heritage sites by the United Nations Educational, Scientific, and Cultural 
Organization (UNESCO). Since then they have become attractive to 
international and domestic tourists (Peleggi, 1996). In addition to its well 
known historical attractions, Thailand also has an excellent reputation in 
world-class accommodations, especially the beach resorts in Phuket, 
Samui, Krabi, Pattaya, and Hua Hin. Tourists enjoy a wide range of 
outdoor activities such as canoeing, snorkeling, scuba diving, yachting, 
hiking, and golfing. Undoubtedly, filmmakers have chosen beaches in 
Thailand as the locations for film shootings such as The Beach and The 
Man with the Golden Gun.  

Bangkok is the capital city of Thailand and the winner of Travel + 
Leisure’s 2010 World’s Best Cities with the highest score of 90.30/100. 
Six characteristics of the city are rated including sights, culture and arts, 
restaurants and food, people, shopping, and value (Travel and Leisure 
magazine, 2010). The must-see tourist attractions in Bangkok are the 
Temple of the Emerald Buddha, the Temple of Reclining Buddha, and the 
Temple of Dawn. Thailand also markets itself as a shopping paradise. The 
Tourism Authority of Thailand (TAT) launched the Amazing Thailand 
Grand Sales campaign in 2005 to create a shopping paradise image of the 
country (Meng et al., 2006). 

Bergheim (2005) reveals the top five Gross Domestic Product (GDP) 
growth rates from 2006 to 2020, with India ranked as the highest growth 
center, followed by Malaysia, China, Thailand, and Turkey. India is one 
of the biggest potential outbound markets (expresshospitality.com, 2001). 
The statistic from the India Bureau of Immigration also shows that Indian 
outbound travelers form a lucrative market. Every year Indians travel to 
foreign countries in a large number, which has increased dramatically, 
reported at 6.21 million Indian outbound visits in 2004, 7.18 million in 
2005, and 8.34 million in 2006 (Market Research Division of 
Government of India, 2007). Due to the country’s economic growth, there 
are more middle class Indians who have more purchasing power than ever 
before. They are well educated and knowledgeable in English; therefore 
traveling to foreign countries is more feasible (ITB Berlin, 2007). 
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The World Tourism Organization (WTO) (2007) reveals that 
Thailand has strong tourism growth potential. The country had a 20% 
increase of international arrivals and ranked third in Asia and the Pacific 
region to receive the high market share (US$ 12,423 million) after China 
(US$ 33,949 million) and Australia (US$ 17,840 million) in 2006.   

The Police Department of the Thai Immigration Bureau shows that 
Indian international arrivals increased by 15.89% or 443,528 arrivals in 
2007, up from 382,702 arrivals in 2006. The majority of arrivals are by 
air (420,968 out of 443,528). Indian travelers spend an average of six 
days during their stay in Thailand. Indian tourists often chose Thailand as 
one of their preferred travel destinations because of the shopping. Thai 
and Indian governments cooperated in adding more flights between the 
countries with the goal to increase the number of seats to 10,000 per week 
within three years, resulting in more flights to Bangkok from Bangalore 
in 2006, and from Kolkata, and Hyderabad in 2007 (TAT, 2007). 

This growth is a business opportunity for destination marketers to 
increase the market share, since there is a trend of increasing the Indian 
market that already has shown demand for travel and increased 
purchasing power to spend for the trips. Of the countries making up South 
Asia, Thailand has the greatest share of Indian travelers. To capitalize on 
this business opportunity, hospitality professionals need to study Indian 
travelers’ motivations and perceptions. However, there is no current 
research reported on the Indian travel market. This study, therefore, 
examined Indian tourists regarding their trip motivations for and 
perceptions of the Bangkok area in Thailand to gain better understanding 
of Indian tourists’ behavior. 
 
OBJECTIVES OF THE STUDY 
 

The purposes of the study were to: 1) identify Indian tourists’ 
demographics and travel patterns; 2) examine Indian tourists’ motivation 
to take the Bangkok area trip; 3) examine the level of importance of 
information sources. 
 
METHODOLOGY 
 
Questionnaire 
 

Accordingly, the questionnaire was based on information from the 
literature review. It was available in English, Hindi, and Gujarati. The last 
two languages are the most widely spoken in India. The double 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 7, Number 1, Spring-Summer 2012, pp. 61-79 

UDC: 338.48+640(050) 

67 
 

translation method was applied by bilingual experts (English/Hindi, 
English/Gujarati) to address any issues concerning miscommunication. 
The questionnaire content was also validated by researchers who are 
specialized in the area of consumer behavior. The questionnaire was then 
adjusted in content and format based on the suggestions of researchers 
and Indian tourists for content validity and reliability. Adjustment was 
made to the six-page-questionnaire after the first tryout at Suvarnabhumi 
International Airport since its length had impact to the willingness of the 
respondents to participate. The questionnaire then was reduced its size to 
four-page-survey. The involvement construct as well as the questions 
about Bangkok’s characteristics and competitiveness were removed.     
 
Sample Selection, Data Collection, and Data Analysis 
 

The study was reviewed and approved by the Institutional Review 
Board (IRB) for the protection of human subjects prior to the field study. 
The sample was a convenience sample of 300 Indian tourists who visited 
the Bangkok area of Thailand during July 24-August 14, 2008. The total 
of 150 usable responses was obtained. A self-administered survey was 
used to collect data at Suvarnabhumi International Airport in Bangkok. 
The study was conducted during different departure flights, days, and 
times to reduce bias. On average, 13 flights per day depart Suvarnabhumi 
International Airport to the following airports in India: Delhi Indira 
Gandhi International Airport, Calcutta Airport, Guwahati Airport, 
Bombay Santa Cruz International Airport, Hyderabad Airport, Madras 
International Airport, Bangalore Airport, and Gaya Airport.  

The data was analyzed by Statistical Package for the Social Sciences 
(SPSS). Descriptive analysis, including frequencies and means, were 
calculated. Factor analysis also was utilized used to identify the 
dimensions of motivations that influence Indian tourists in making their 
decision to visit the Bangkok area. 
 
FINDINGS AND DISCUSSION 
 
Objective 1: To identify Indian tourists’ demographics and 
travel patterns 
 

Over half of Indian tourists who visited the Bangkok area were males 
on an average age of 38 or in the early adulthood (20-45 years old) 
(Zgourides, 2000). Three-fourths of the tourists were married and they 
had bachelor’s or master’s degrees.  
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Table 1 Demographic characteristics of Indian tourists 
 

Demographics  N 
(150) 

   (%) 

Gender  Male 112 75.2 
 Female 37 24.8 
Marital status Married 106 76.3 
 Single 33 23.7 
Residency (city of India) Mumbai (Maharashtra state) 41 42.3 
 Banglore (Kanataka state) 4 4.1 
 Pune (Maharashtra state) 6 6.2 
 New Delhi (Delhi state) 29 29.9 
 Punjab state 11 11.3 
 Rajasthan state 6 6.2 
Mother tongue Hindi 83 59.3 
 Gujarati 10 7.1 
 Marathi 10 7.1 
 English  7 5.0 
 Panjabi 6 4.3 
 Others  24 17.2 
Age 18-19 7 5.2 
 20-45 89 65.9 
 46-65 32 23.7 
 66 and over 7 5.2 
Employment status Employed 53 35.6 
 Self-employed 55 36.9 
 Retired 11 7.4 
 Student 19 12.8 
 Housewife 8 5.4 
 Other 3 2.0 
Education  High school 17 11.4 
 College 68 45.6 
 Post graduate degree 40 29.5 
 Doctorate/Professional degree 20 13.4 
Household income INR25,000-50,000 43 30.7 
 INR50,001-75,000  23 16.4 
 INR75,001-100,000 10 7.1 
 INR100,001-125,000 17 12.1 
 INR125,001-150,000 16 11.4 
 INR150,001 or more 31 22.1 

Note. Totals differ due to missing data. 
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Nearly three-fourths of tourists were from Mumbai and New Delhi 
where Hindi language was widely used. The majority were self-employed 
and employed by companies. The household income was evenly 
distributed among all categories (currency exchange rate in July 2008, 
US$1 = INR42.80). The findings illustrate the travel patterns of Indian 
tourists. There were slightly more visitors who purchased package tours 
than those who traveled independently. Interestingly, there are also a 
higher numbers of first-time travelers than repeat travelers. These Indian 
tourists visited Bangkok area for their vacations by either traveled alone 
or with spouses. The average length of their stay was six days. They 
reported their trip spendings mostly on clothing (INR17,329), followed by 
electronics (INR12,069), and handicrafts/souvenirs, (INR10,617), 
respectively (average spending/trip/household) (currency exchange rate in 
July 2008, US$1 = INR42.80). 
 

Table 2 Travel patterns of Indian tourists 
 

Travel patterns  N (150)    (%) 

Travel arrangement Independent travel  65 43.6 
 Package tour 84 56.4 
Type of tourists First-time 79 53.0 
 Repeat 70 47.0 
Purposes Vacation/Leisure 97 65.1 
 Honeymoon 9 6.0 
 Won an incentive/bonus 5 3.4 
 Sponsored by business 23 15.4 
 Attend convention/meeting 9 6.0 
 Other business 6 4.0 
Travel with Alone 61 41.2 
 Husband/Wife 57 38.5 
 Friends 12 8.1 
 Family 18 12.2 
Length of stay 5.88 days (min1,max50)  147 SD 5.842 
Spending Electronics 23 INR12,069 
 Clothing 48 INR17,329 
 Handicrafts/Souvenirs 34 INR10,617 

Note. Totals differ due to missing data. 
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Objective 2: To examine Indian tourists’ motivation to take the 
Bangkok area trip 
 

The motivation that Indian tourists reported when deciding to take 
the trip to the city of Bangkok ranged from the highest mean score of 4.04 
to the lowest mean score of 3.22. Top ten motivations were both push 
factors (the psychological needs that motivate tourists to travel) and pull 
factors (the unique attributes of the travel destination that motivate 
tourists to visit). Push factors were to have fun, to see and experience a 
new destination(s), to do something exciting, to reduce stress, to escape 
from the routine of work or life, and to learn new things. Pull factors were 
to enjoy the beautiful environment, scenery, and beaches, to go to 
Thailand/Bangkok, to enjoy shows and entertainment, and to enjoy 
international travel experiences. 

Referring back to Indian tourists’ demographic profiles, they were 
mostly leisure travelers (65%), so it was common to see the push factors 
such as to have fun (ranked first on the top ten motivation raking), or to 
enjoy the beautiful environment, scenery, and beaches (ranked second on 
the top ten motivation raking) as the travel motivations. This finding 
supported research by Hanqin and Lam (1999) who found both push and 
pull factors motivated people to travel. However, the finding was different 
from the study of Sangpikul (2008), which indicated that Japanese senior 
travelers were motivated to visit Thailand by cultural and historical 
attractions, whereas, the result of these Indian tourists suggested that they 
were more motivated by the beautiful environment, scenery, and beaches 
(M = 4.04) than historical attractions (M = 3.56). Perhaps the age 
difference between Indian tourists and senior Japanese tourists had an 
impact on their different travel destination preferences. Moreover, the 
study of Rittichainuwat et al. (2008) showed that tourists who visited 
Thailand were motivated the most by the desire of seeing people from 
different cultures, seeing interesting cultural and historical attractions, and 
taking a trip to Thailand worth the value for money. 

To go to Thailand/Bangkok, the pull factor, was an influential 
motivator. Ng, Lee, and Soutar (2007) studied cultural distance and 
intention to visit travel destinations of Australian travelers. The study 
found that the more geographical and cultural distance from travelers’ 
home country, the less likely they would visit. Therefore, it might infer 
that Indian tourists were comfortable enough to visit Thailand where there 
was less geographical and cultural distance. Non-stop flights from New 
Delhi, India to Bangkok, Thailand were just four hours. Thai culture had 
also been influenced by Indian culture in many ways as evidenced from 
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architecture of Thai temples, religions, Thai food, and traditional 
therapies like massage. The study was also consistent with the study of 
Master and Prideaux (2000) stating that smaller gap of the cultural 
differences (e.g., shopping habits, cuisine, and language) was desirable 
even though these differences did not significantly impact satisfaction. 

 
Table 3 Mean scores of Indian tourists’ motivation on taking 

Bangkok area trip 
 
Motivation N s.d. Mean 
To have fun 141 1.04 4.04 
To enjoy the beautiful environment, 
scenery, beaches 

141 0.96 3.95 

To see and experience a new 
destination(s) 

145 0.96 3.88 

To do something exciting 140 1.02 3.85 
To go to Thailand/Bangkok 143 1.03 3.83 
To reduce stress 139 1.14 3.82 
To escape from the routine of work or life 144 1.12 3.81 
To learn new things 141 0.94 3.73 
To enjoy shows and entertainment 143 1.11 3.73 
To enjoy international travel experiences 142 1.00 3.70 
To enjoy a stage where I can afford an 
international trip 

133 1.13 3.62 

To visit difference places in one trip 142 1.07 3.60 
To take all inclusive tour 131 1.22 3.57 
To talk about the trip after returning home 141 1.14 3.56 
To visit historical places, ancient ruins, 
temples, palaces 

143 1.12 3.56 

To be together with my family 130 1.26 3.52 
To be together with friends 131 1.15 3.38 
To go places my friends/relatives have not 
visited 

130 1.25 3.35 

To meet new friends (in new destination) 135 1.22 3.26 
To take advantage of travel agent/airlines 
promotion 

130 1.22 3.22 

 
Factor analysis was employed to identify the underlying dimensions 

of the 20 motivations. From 20 motivations, four core dimensions that 
influence Indian tourists in making the decision to visit the Bangkok area 
were determined including; Novelty Seeking, Stress Busting/Fun, 
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Achievement, and Family Oriented/Education (see Table 4). The result of 
factor analysis was generally supported by the study of Josiam and 
Frazier (2008), Hanqin and Lam (1999), Rittichainuwat et al. (2008), 
Sangpikul (2008) and Yoon and Uysal (2005). For the purpose of 
interpretation of factors, a loading cut-off of 0.65 was adopted in this 
study. The reliability analysis test was conducted, which gives a value of 
Cronbachs alpha where the value of “1” suggests perfect reliability and 
any score above 0.65 is considered acceptable. Each core dimension was 
described as following. 

Factor 1: Novelty Seeking. Indian tourists visited the Bangkok area to 
enjoy the beautiful environment, scenery, and beaches, to learn new 
things, to see and experience a new destination(s) and be able to see the 
new destinations in one trip. 

Factor 2: Stress Busting/Fun. Indian tourists wanted to travel to 
reduce stress, or do something fun and exciting with friends. 

Factor 3: Achievement. This group of people wanted to travel in 
order to feel a sense of achievement in their lives such as going to places 
that their friends/relatives have not visited, or having trips internationally. 
They also traveled with package tours. 

Factor 4: Family Oriented/Education. This group consisted of Indian 
tourists who went to the Bangkok area to spend time with families. 
Traveling with family may encourage them in taking advantage of travel 
agent/airlines promotion. For them, visiting the historical places, ancient 
ruins, temples, and palaces was suitable and provided educational 
activities for their families, especially their children. 
 

Table 4 Factor analysis of Indian tourists’ motivation on taking 
Bangkok area trip 

 
Motivation Factor loading  
Factor 1: Novelty Seeking  Alpha = .889; explained variance = 42.519 
    To enjoy the beautiful environment, scenery, beaches .776 
    To see and experience a new destination(s) .748 
    To go to Thailand/Bangkok .638 
    To visit difference places in one trip .617 
    To learn new things .600 
    To enjoy shows and entertainment .541 
    To visit historical places, ancient ruins, temples, 
palaces 

.526 

    To enjoy international travel experiences .497 
    I have reached a stage where I can afford an .456 
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international trip 
    To have fun .418 
Factor 2: Stress Busting/Fun  Alpha = .874; explained variance = 7.733 
    To reduce stress .817 
    To do something exciting .736 
    To have fun .690 
    To be together with friends .679 
    To talk about the trip after returning home .558 
    To escape from the routine of work or life .510 
    To enjoy shows and entertainment .452 
    To meet new friends (in new destination) .401 
Factor 3: Achievement  Alpha = .881; explained variance = 7.361 
    All inclusive tour .779 
    To go places my friends/relatives have not visited .718 
    To meet new friends (in new destination) .706 
    I have reached a stage where I can afford an 
international trip 

.625 

    To talk about the trip after returning home .547 
    To enjoy international travel experiences .492 
    To take advantage of travel agent/airlines promotion .456 
    To go to Thailand/Bangkok .403 
Factor 4: Family Oriented/Education  Alpha = .679; explained variance = 
5.171 
    To be together with my family .795 
    To take advantage of travel agent/airlines promotion .594 
    To visit historical places, ancient ruins, temples, 
palaces 

.504 

 
Objective 3: To examine the level of importance of information 
sources 
 

Respondents were asked to give a rating on a five point Likert Scale, 
in which one (1) indicated “unimportant” and five (5) indicated 
“extremely important.” Table 5 shows the mean scores of each 
information source ordered by the most important to the least important. 
Family and/or friends and the Internet were perceived by Indian tourists 
as important sources in trip decision making. According to Engel et al. 
(1995), consumers were influenced by word of mouth in several situations 
such as when they purchased complex products, when other sources were 
perceived as low credibility, or when there were strong social ties 
between information transmitters and receivers. 
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The Internet also influenced the decision-making of Indian tourists to 
visit Bangkok. Buhalis’s study (1998) and Werthner and Ricci (2004) 
supported that the Internet became an important source in searching for 
travel information since tourism was a unique and intangible product and 
travelers could not see the actual product during the pre-purchase process. 
Therefore, they relied solely on the online information search for 
planning, searching, purchasing, and amending their travel. Louvieris and 
Oppewal (2004) indicated that although talking to friends or relatives 
(traditional channels) was regarded as more important than the Internet 
and travel shops for the preparation of holiday in the information search 
stage, the Internet was an important source during the purchasing stage. 
Li and Buhalis (2006) found that there is a trend that consumers perceive 
benefits from eChannels which are expected to increase both in the 
information search and purchasing stage in the near future. 
 

Table 5 Mean score of the importance of information sources in 
decision-making on Bangkok area trip 

 
Information sources N s.d. Mean 
Family and/or friends  132 1.13 3.66 
Internet (Email, Website) 122 1.10 3.49 
Travel magazine 119 1.16 2.79 
Travel agent 125 1.33 2.76 
Movie/TV series 118 1.27 2.64 
Commercial ads (TV, Radio) 120 1.11 2.53 
 
 
IMPLICATIONS 
 
Tourism Authority of Thailand (TAT) 
 

TAT has two offices in India (New Delhi and a representative office 
in Mumbai). The offices should launch the campaigns to promote the 
hidden, or little known values such family activities. TAT should also 
include this information in TAT’s website. 

There are numerous fun things to do in Pattaya and the Bangkok area, 
such as taking a safari tour, visiting a crocodile farm, or playing water 
sports. Some Indian tourists mentioned participating with these activities 
but some others had not even been acquainted with them. They perceived 
Pattaya as having only a few family activities which are overshadowed by 
the night life entertainment. Therefore, TAT should promote those aspects 
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of the destination that provide variety of activities for families. In the 
meantime, the city of Pattaya should improve their zoning regulations. 
The adult entertainment area should be clearly separated so as not to 
overlap with the family-friendly areas. 

Rather than treating tourists as being a homogeneous group of Indian 
tourists, TAT needs to treat them as distinctive segments (novelty 
seeking, stress busting/fun, achievement, and family oriented/education). 
Advertisement should be launched specifically for each group by 
designing ads to be content-based or geared toward a group’s main 
motives. For example, visiting beautiful environments and beaches is the 
main motive of the novelty seeking group, therefore the ad should 
emphasize the natural sceneries, so that the ad can stimulate the needs of 
the novelty seekers to travel. The ads should be presented in both English 
and Hindi and advertised through websites which the tourists indicated as 
an important travel resource. The ads, however, should not be overstated, 
because this will create unreasonably high expectations for tourists. 
Furthermore, TAT should organize familiarization trips (Fam trips) for 
officers of local travel magazines and tour companies in India. Thailand 
will receive benefits from publicity through these sources which local 
Indian people trust. 
 
Thai government 
 

Thai government should also encourage Thai movies/TV series to go 
international so they might promote Thai tourism and remind repeat 
tourists about their previous trips to Thailand. Thai movies/TV series are 
expected to stimulate the needs of travelers in coming to Thailand. 
Inviting Indian film and TV producers to shoot films/TV series in 
Thailand is also recommended because the Indian film industry is the 
largest in the world and Indian movies are shown worldwide. Thailand 
would gain more tourists from many countries. 
 
CONCLUSIONS 
 

This study has shown that the Indian tourists had been influenced by 
both push and pull factors in their decision making of their trips to 
Bangkok, Thailand. Four distinctive Indian tourists’ segments were 
novelty seeking, stress busting/fun, achievement, and family 
oriented/education. They created the images of Bangkok area from the 
information that they obtained from their family and/or friends as well as 
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from the Internet. Implications are beneficial to TAT and Thai 
government for future marketing strategies. 
 
FUTURE RESEARCH 
 

This study paves the way for a number of interesting future studies: 
the difference in travel motivation between first time and repeat Indian 
tourists, the difference in travel motivation between genders, and the 
impact of the information sources on the perception of Indian tourists 
toward Bangkok and Thailand. 
 
LIMITATIONS 
 

The major drawback of this paper is data collection. Access to the 
departure lounge where respondents had time to complete the survey was 
denied causing a low response rate. Another limitation of this study is 
inability to generalize the findings to all Indian tourists since majority of 
Indian tourists were from Mumbai and New Delhi. In addition to this, the 
sample was drawn from visitors who departed through Suvarnabhumi 
International Airport from July 24 – August 14, 2008. This may cause 
possible non-representation for year round tourists and tourists using 
other modes of transportation.  Lastly, this study was limited to examine 
only key tourism components and key attributes. 
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EXPLORING TOURISTS’ PERCEPTION: THE CASE 
OF BANGLADESH 

 
 

 Muhammad Sabbir Rahman1 
Multimedia University 

 
 
The purpose of this research is to test the tourist’s perception in the choice of 
selection a destination under the perspective of Bangladeshi tourism environment. 
The survey instrument was employed by using convenience sampling procedure 
on 250 tourists from significant tourist’s destination places from Bangladesh. 
Exploratory factor analysis (EFA) followed by Confirmatory factor analysis 
(CFA) was used to test the key influential attributes. Apart from that structural 
equation model was also used to test the hypothesis of this study. The result shows 
that most of the tourists perceived that selection of a destination highly depend on 
destination brand image, internet adoption followed by customer’s satisfaction. 
This research will assist the operators of tourism industry in Bangladesh to 
understand the influential factors which are influencing tourist’s perception to 
choose a destination that is unexplored previously by the past researchers.  
 
Keywords: Bangladesh, Destination Brand Image, Internet Adoption, 

Customer satisfaction 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Kandampully (2000) define tourism as a unique product composite 
with tangible and intangible services by tourist’s experience. In recent 
times tourism has considered a major component of the economic 
prosperity of almost all countries (Poon & Low, 2005). According to 
Balakrishnan (2009) travel and tourism is the second largest global 
industry with daily international revenues of approximately US$2 billion, 
and investments of 12 percent of world GDP. That is why travel and 
tourism considered as one of the fastest growing industries (WTTC, 
1995). In recent times tourism industry development is a high priority 
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agenda for most of the nations and communities everywhere in globe 
(Tabibi & Rohani, 2011).  

That is why in terms of employment it ranks as the largest industry in 
the world (Mowlana & Smith, 1993). From the statistics it is been 
observed that in 2004, US, Sapain, Farnce, Italy, China, Australia earned 
US$74.5 billion, US$45.2 billion, US$40.8 billion, US$35.7 billion, 
US$25.7 billion, and US$13 billion from this industry (World Tourism 
Organization, 2005). For instance overseas visitors to the UK were 32.1 
million in 2006, and spent approximately £15.4 billion (DCMS, 2006). 
This evidence reflected that large amount of revenues earned by this 
country because of the determination of the authorities to promote their 
country as friendly and welcoming places to visit (Uzama, 2008). 

 So far up to now there seems a significant research gap exist on 
Bangladeshi tourism market of discovering tourist’s perception towards 
selection of a destination. Such studies of focusing on the Bangladeshi 
tourisms industry were hardly ever reported in past academic research. In 
fact empirical research is hugely lacking contributing to the new 
knowledge in this area. The findings of this research would make a 
number of unique assistance to the tourism industry and the literature of 
the consumers’ perception and hospitality research under the developing 
country’s perspective.  

The present study aims to gather primary data from the inbound and 
outbound tourists with multicultural, multi-religious group who are 
frequently visit various destination in Bangladesh. This paper presents a 
conceptual and exploratory analysis of the relevant variables that are 
influencing tourists’ perception in choosing a particular destination in 
Bangladesh.  
 
Tourism in Bangladesh 
 

After the independence the government established the National 
Tourism Organisation (NTO) in the name of Bangladesh Parjatan 
Corporation (BPC) under Presidential Order No. 143. BPC began in 
January 1973 with limited assets. The corporation was entrusted with the 
dual responsibility consisted with developing tourism infrastructure and 
promoting Bangladesh as a tourist destination. Other responsibilities of 
the Corporation included with regulation and operation of tourism 
activities in Bangladesh (Ministry of Civil Aviation and Tourism, 2004). 

In recent times the government of Bangladesh realized the 
importance of tourism in its economic and social life.  Therefore, the 
government decided to combine both the tourism department and the 
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private corporation into one organization for better coordination, 
promotion, development and marketing of tourism in Bangladesh 
(Hossain, 2006). Recently over 40 private tour operators have already 
been engaged in tourism marketing in Bangladesh. Some of them conduct 
only domestic (inbound) tours while others offer both domestic and 
outbound tours (Bangladesh Monitor, 2007). Apart from that thirty two 
private tour operators are members of an association named “Tours 
Operator Association of Bangladesh (TOAB)” to promote the country’s 
tourism business to attract inbound and outbound tourists (Siddiqi, 2006). 

In 2005 Bangladesh recorded 207.662 inbound tourists. In terms of 
region the majority of the Bangladeshi tourists originated from South 
Asia (99.459), followed by Europe (48.961), East Asia and Pacific 
(35.976), US (18.673), Middle East (2.861) and Africa (1.730) (Source 
BPC). In terms of existing tourist products, both inbound and home 
market, Rajshahi, Sylhet, Chittagong and Khulna Division are the main 
tourist divisions (Primary source Lonely Planet, 2004; Banglapedia, 2006;  
Encyclopedia of the Nations ,2007; UNESCO 2008a-c). However, in 
recent times researchers reported that in country like Bangladesh tourist’s 
safety and security issues are significant for the travellers (Embassy Web-
pages of America, Norway and Denmark has been consulted in February 
2006).  
 
LITERATURE REVIEW 
 

Chheang (2011) examines tourist perceptions and experiences and 
argues that tourist perception is positive and their experiences are beyond 
expectations based on cultural enrichment and local people friendliness 
plus local hospitality facilities. Holt (i.e., 2002: 80-82) referred that 
tourism being influenced by a “counter culture that opposes corporatism 
of all stripes”. According to Bowen (1998) consumers embrace tourism as 
an activity through which personal identity can be constructed 
autonomously and authentically. He also mentioned that travel and 
tourism industry has entered a postmodernist era. Because of that  

Ezeuduji1and Rid (2011) discover that to gain leadership in the 
tourism market few things need to be look after like value position, 
operational excellence and strong customer relations . On the other hand 
Henderson (2011) in his research on Philippine highlighted that improper 
arrangement of infrastructure of a country seems to perceive negatively 
by the international visitors to choose a destination. He also highlighted 
about other factors that almost influence on inbound and outbound tourist 
to travel like political instability, security and safety. Interestingly 
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Higginbotham (2011) employ basic social psychological concepts in the 
interrelated fields of recreation, leisure, and tourism. The result of his 
study reveals that although possessing an intrinsic motivation and an 
element of perceived freedom, travel for assisted-suicide is detached from 
the rewarding outcomes one normally receives from recreation, leisure, 
and tourism.  

 
Destination Brand Image 
 

A brand image is a mental representation that always evokes in the 
consumers mind. So brand image can be defined as “a unique set of 
associations within the minds of target customers which represent what 
the brand currently stands for and implies the current promise to 
customers” (All About Brands Index, 2005). Simeon (2006: 464) defines 
“a brand is a consistent group of characters, images, or emotions that 
consumers recall or experience when they think of a specific symbol, 
product, service, organization or location”. Branding must “attract and 
keep customers by promoting value, image, prestige, or lifestyle” (i.e., 
Rooney, 1995: 48). Brand must communicate information, minimize risk 
or increase trust, help to identify or recall, differentiate from competition 
and facilitate recommendations (Palumbo & Herbig, 2000; Knox, 2004). 
Hsieh and Kai Li (2008) argued that consumer’s perception of an 
organization’s brand is an antecedent of loyalty. In tourism brand images 
associated with unique history, heritage and culture of a particular 
destination (Hankinson, 2004). 

Travel and tourism is the highly competitive industry, there is a 
paucity of academic research on destination branding (Balakrishnan, 
2009). Foxall and Goldsmith (1994) indicate that branding and brand 
perceptions affect the consumer’s perceptions. Brand-management 
strategy as part of marketing strategy for a tourism industry (Pike, 2005). 
Because of that country like Britain also give importance to uplift its 
brand by launching a branding strategy (VisitBritain, 2006; Jowell, 2008). 
Since destination branding is complex and most of the literature is largely 
limited to the image and logo design (Blain et al., 2005). Researchers also 
believed that destination brands are similar to corporate brands, as they 
act as umbrella brands for a portfolio of leisure, investment and business 
tourism, and stakeholder and citizen welfare products (Trueman et al., 
2004). A destination’s product and service portfolio must be integrated 
with existing assets (Hankinson, 2004). For example it  require strategic 
location (Siddiqi, 1999); infrastructure (airlines, ports, roads, technology); 
natural resources and other economic policies (tax free, economic free 
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zones and credit facilities) (Balakrishnan, 2008).  Destinations that 
diversify their portfolio can able to reduce their risk; increase their 
number of visitors and enhance loyalty (Rangan et al., 2006). Sometimes 
destinations are looking at combinations of business based or vacation 
based portfolios (Hankinson, 2005, 2004).  

 
Internet Adoption 

 
Nowadays internet is becoming a distribution channel for most of 

service oriented company that helps to accomplish the tasks of traditional 
intermediaries for the travel agents and tour operators. In fact these 
tourism organizations are being given new roles in the distribution 
channel and will remain secure if their offering capability could be 
strengthened by the presence of the internet, rather than if they functioned 
according to the more negative image of being simply a “booking 
agency” (Law et al., 2004; Nysveen & Lexhagen, 2001; Law et al., 2004; 
Ozturan & Roney, 2004). During the last few years there has been an 
increased use of the internet by tourists, travel agencies all over the world. 
Moreover, travel agents in a country like Bangladesh must have positive 
attitudes towards internet applications and should believe that they can 
take advantage of the internet technology to retain and attracting current 
and future tourists (Maselli, 2002).Moreover tourist’s visit an agency’s 
site is for the information or content. The term “content” refers to the 
information features or services that are offered in the web site (Huizingh, 
2000). 
 
Service Quality  
 

According to Leisen and Vance (2001) service quality helped to 
create the necessary competitive advantage by being an effective 
differentiating factor. Service quality is essential and important for a 
service provider company to ensure the quality service for establishing 
and maintaining loyal and profitable customer (Leisen & Vance, 2001). 
Johnson and Sirikit (2002) stated service delivery systems have the ability 
to allow managers of a company to identify the real customer’s feedback 
and satisfaction on their service. According to Wang and Lo (2002) 
marketing and economics quality often depended on the level of service 
attributes. Wal et al., (2002) argued that service quality reflects the extent 
to which a product or service meets or exceeds consumer’s expectations. 
By the way consumers prefer service quality when the price and other 
cost elements are held constant (Boyer & Hult, 2005). Customer 
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perceptions of the quality of a service are traditionally measured 
immediately after the person has consumed the service (Plamer & O’Neill 
2003). Crosby et al., (2003) found that perceptions of quality are created 
and maintained in the minds of consumers. 
 
Customers Satisfaction 

According Yi (1990) the satisfaction measurement focuses primarily 
on the disconfirmation model of expectations. He also claimed that the 
desires of the consumer, as the key determinants of satisfaction. This view 
was supported by Spreng et al., (1996) who believed that the extent to 
which a product or service fulfils a person’s desires are significant in 
shaping the individual’s feelings of satisfaction. Baker and Crompton 
(2000) also supported this view by indicating that factors such as desires, 
needs and disposition can influence the measurement of satisfaction. 
However “Attribute satisfaction” is the individual assessment of the 
degree to which a product’s performance is perceived to have met or 
exceeded desires and expectations (Spreng et al., 1996). Bramwell (1998) 
suggested that the products of a destination should be designed to meet 
the demand of the targeted customers. 

“Tourism satisfaction” refers to the emotional state of tourists after 
exposure to the opportunity or experience (Baker & Crompton, 2000). 
Jayawardena (2002) points out that the future of tourism markets is 
dependent on the ability of tourism countries to deliver “a high quality 
product that corresponds to the changing tastes, needs, wants and 
demands of the international traveler”. The development of such 
marketing strategies requires tourism officials to measure the image 
customers have of the destination’s tourism products and identify how 
satisfied they are with the delivery of these products (Jayawardena, 2002). 
Tribe and Snaith (1998) also measured tourists’ satisfaction with their 
holiday experience and pointed out that the measurement of satisfaction 
provides some indication of the degree of customer loyalty. Kozak (2001) 
Gyte and Phelps (1989) found a relationship between overall satisfaction 
and intention to make a repeat visit.  

 
THEORETICAL FRAMEWORK 
 

Above all researchers in this research found that there is very limited 
literature focusing on tourist’s perception in selection of destination. 
Based on the literature review; this study proposes a conceptual 
framework of studying dynamics of tourists perception towards selection 
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of a destination. This framework emphasizes on the following 
independent and mediating variables: destination brand image, internet 
adoption, satisfaction, service quality. The independent variables of this 
research are destination brand image and internet adoption which is 
related to the tourist’s perception in selecting a destination where these 
relationships among them are mediated by service quality. On the other 
hand this research also proposes that there is direct link between 
satisfactions of the tourists towards their perception of selecting a 
destination. The schematic diagram is presented below: 

 
 
 
 
 

 
 
 
 
 

Figure 1 Theoretical framework of this study 
 

To test our variables we construct the following hypothesis:  
H1:  Destination brand image plays a significant role on service quality of 
a destination. 
H2: Internet adoption plays a significant role on service quality of a 
destination. 
H3: Customers satisfaction and tourist’s perception in selection of 
destination have significant relationship. 
H4: Destination brand image and internet adoption plays a significant role 
on tourist’s perception in selection of destination, when service quality 
plays a mediating role. 
 
METHODOLOGY OF THIS RESEARCH 
 

Since the major purpose of the study is to learn the tourist’s 
perception in the choice of a destination. In order to guarantee the 
representativeness of the population, convenient sampling method were 
employed, according to the criteria of significant location in Bangladesh 
(like Dhaka, Rajshahai, Khulna  and Chitagong). Place of survey were 
selected on the basis of some variables like (popularity, frequency of 
visiting by the tourists).  The survey questionnaire consisted with five 
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distinct sections, each section contained relevant questions pertaining 
different parts of the study. Questionnaires were systematically 
distributed utilizing a convenient sampling method. The sampling frame 
for conducting the principal component analysis was comprised with 250 
respondents. A 7-point rating scale were used ranging from ‘strongly 
disagree’ to ‘strongly agree’ were used. Initially a total of 300 samples 
were distributed among the potential respondents for this study, of which 
270 questionnaires were received. After having the screening process 
completed, only 250 responses were considered complete and valid for 
further data analysis. This represents a success rate of 87.50%, which was 
considered to be extremely good in view of time, cost, certainty and 
geographical constraints.  
 
Data Analysis Procedure 
 

The first stage of the data analysis conducted an exploratory factor 
analysis (EFA) to identify the factor structure for measuring the factor 
that affect on tourist’s perception in the choice of a destination. The 
second part of the data analysis was employed with confirmatory factor 
analysis (CFA) to confirm the factor structure at last structural equation 
models to test the hypothesis. According to Anderson and Gerbing (1988) 
stated   measurement of a model can be tested on the complete data set 
using a confirmatory factor analysis (CFA). Test of SEM seems to be 
appropriate for the study because of the multiple dependence relationships 
in the hypothesized in the proposed models. In this research researchers 
used SEM (structural equation models) because of the multiple 
dependence relationships in the proposed hypothesized models (Joreskog 
& Sorbom, 1996). The application of SEM demonstrates advantages of 
‘‘measurement and prediction’’ (i.e., Kelloway, 1998: 2) over standard 
multiple regression methods. To examine the general fit of the proposed 
model this study was based on maximum likelihood estimation approach 
(Fish, 2005).  Fit indices included are the comparative fit index (CFI); the 
goodness-of-fit index (GFI); the normed fit index (NFI); Tucker Lewis 
Index (TLI); the root mean square error approximation (RMSEA) 
(Bentler & Bonett 1980;  Joreskog & Sorbom, 1996; Tucker & Lewis, 
1973; Fornell & Larcker, 1981). 
 
RESULTS AND DISCUSSIONS 
 

In order to measure the reliability for a set of two or more constructs 
this research used Cronbach alpha; values range between 0 and 1 with 
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higher values indicating higher reliability among the indicators (Hair et 
al., 1992). In accordance with the Cronbach alpha test, the total scale of 
reliability for this study varies from .783, indicating an overall higher 
reliability factors.  From table 1 it is showed that the reliability of this 
study is substantial in every perspective. 
 

Table 1 Reliability Analysis for all Variables 
 

Cronbach's Alpha 
Cronbach's Alpha Based on 
Standardized Items No of Items 

.792 .783 25 

 
 
Factor analysis 
 

The survey results obtained from 250 respondents have been 
explained in this section through the principal component analysis (PCA). 
It was carried out to explore the underlying factors associated with 20 
items. The constructs validity was tested through Bartlett’s Test of 
Sphericity and The Kaiser–Mayer–Olkin Measure of sampling adequacy. 
Result for the Bartlett’s Test of Sphericity and the KMO revealed from 
this study that both were highly significant. So this research concluded 
that this variable was suitable for the factor analysis (Table 2). 

 
Table 2 KMO and Bartlett's Test 

 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.           .793 
Bartlett's Test of Sphericity Approx. Chi-Square 1465.826 
  Df 168 
  Sig. .000 

 
For this study, the general criteria were accepted items with loading 

of 0.60 or greater. The result showed in explained total variance explained 
by the two factors was 57.080%.  The values of the following Table 3 
indicated the affiliation of the items to a factor. The higher loading 
(factor) indicates the stronger affiliation of an item to a specific factor. 
The findings of this study indicate that each of the four dimensions 
(destination brand image, customer’s satisfaction, internet adoption, and 
service quality) was homogeneously loaded to the different factors. On 
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the other hand the reliability coefficients for the four factors: destination 
brand image, customer’s satisfaction, internet adoption, and service 
quality were 0.79, 0.78, 0.83 and 0.86 respectively. As Table shows, all 
alpha coefficients for the data exceed the minimum standard for reliability 
of 0.70 recommended by Nunnally (1978). Thus, the results indicate that 
these multiple measures are highly reliable for measuring each construct. 

 
Table 3 Reliability Analysis and Factor Loading 

 Mean Std. Deviation Factor 
Loading 

Destination Brand Name (Alpha = .79) 
(di) High degree history and heritage 4.65 1.369 .682 
(di2) Feeling of ambience and experience 5.79 1.525 .713 
(di3) International reputation 4.69 1.552 .651 
(di4) Degree experience of exploration and natural 
wonders 

4.58 1.669 .663 

Internet adoption  (Alpha = .78) 
(ia1) Standardize the sale processes and service 
delivery through internet 

4.86 1.291 .641 

(ia2) Standardize the travel products or services 3.65 1.385 .882 
(ia3) Well established on line transaction 5.79 1.425 .763 
(ia4) Offering multiple choices in travel services 5.58 1.456 .694 
Customers Satisfaction   ( Alpha = .83) 
(cs1) Quality hotels and restaurants 4.58 1.636 .591 

(cs2) Vacation met all expectations 6.54 1.587 .685 
(cs3) Superior value for money 4.68 1.624 .769 
(cs4) Fine local transportation system  4.75 1.268 .743 
 
Service Quality (Alpha = .86)  
 (Sq1)Provide services as it promise  
 

4.38 1.536 .685 

(Sq2) Perform services right at the first time  
 

5.54 1.487 .621 

(Sq3)Performance of  stable service  4.28 1.324 .712 
(Sq4)Service variety are very attractive  
 

5.75 1.368 .628 

 
Confirmatory Factor Analysis 

 
The second phase of data analysis consisted with confirmatory factor 

analysis.  To this end the structural equation method (SEM) was applied, 
using maximum likelihood estimation method to test the hypothesis of the 
study (Bentler, 1995). Although this research has already employed EFA 
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for verifying grouping and loading pattern of measuring scale items, it has 
further attempted to screen EFA examination by conducting CFA among 
all the exogenous variables (destination brand image, internet adoption, 
and service quality and customers satisfaction) with measuring items 
retained by EFA. 
 
Destination Brand Image  

 
For destination brand, the modification indices for the covariance of 

measurement errors were: 11.844 between di2 (“Feeling of ambience and 
experience”) and di1 (“High degree history and heritage”) and 15.799 
between di3 and di4 (“International reputation” and “Degree experience 
of exploration and natural wonders”). These two sets of measurement 
error are logically conceivable to be correlated (Figure2). Therefore these 
correlated relations were allowed in the model. Each pair was added to 
the measurement model one at a time. After adding these three 
parameters, testing of the revised measurement model showed: χ²/d.f. = 
1.366 (χ²=17.768, d.f=13); GFI= .982, AGFI=.972, CFI=.971, NFI=.962 
and RMSEA= .040. 
 
Internet Adoption 

 
From our EFA (exploratory Factor Analysis) as shown in table 2, we 

have retained 4 measuring items for internet adoption. The default model 
fit indices of internet adoption were adequate. The measurement model fit 
indices of internet adoption showed an adequate fit: χ²/d.f. = .079 
(χ²=12.769, d.f=9); GFI= .972, AGFI=.947, CFI=.975, NFI= .953 and 
RMSEA= .047. 
 
Customer’s Satisfaction and Service Quality 

 
From EFA as shown in table 3, have retained 4 measuring items for 

customer’s satisfaction and service quality variable. This study have 
retained all these items after conducting CFA, as all those indicators were 
loaded with loading factor more than 0.70. The measurement model fit 
indices of customer’s satisfaction and service quality showed an adequate 
fit: χ²/d.f. = 1.32 (χ²=15.852, d.f=12); GFI= .963, AGFI= .953, CFI= .969, 
NFI= .957, RMSEA= .050; χ²/d.f. = 1.222 (χ²=13.452, d.f=11); GFI= 
.973, AGFI= .963, CFI= .969, NFI= .957 and RMSEA= .040. 
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Figure 2: Factors Influencing Tourist’s Perception in Selection of 
Destination Model (For Total Sample): Default Model. (Destination 

Brand =DB, Internet Adoption=IA, Customer Satisfaction= CS; 
Service Quality = SQ, Tourist perception= TP) 

 
Statistical Significance Of Parameter Estimates 
 

In this stage data analysis this research utilized critical ratio (C.R) 
value, which represents the parameter of an estimate divided by its 
standard error. Based on a probability level 0.05 the test statistic needs to 
be >±1.96 before the hypothesis (that estimates equals 0.0) can be 
rejected. On the other hand, it is also important to note that nonsignificant 
parameters can be indicative of a sample size that is too small (Byrne, 
2001). 

 
Table 3 Standard Estimation of the Main Model 

Standardized regression weight Estimate S.E. C.R. P 
value 

H1 Service 
Quality  (SQ) 

 Destination 
Brand Image 
(DB) 

1.403 .311 4.519 *** 

H2 Service 
Quality  (SQ) 

 Internet 
Adoption 
(IA) 

.306 .068 4.475 *** 

H4 Tourist’s 
Perception 
(TP) 

 Service 
Quality  
(SQ) 

.115 .070 1.643 .100 

H3 Tourist’s 
Perception 
(TP) 

 Customers 
Satisfaction 
(CS) 

.719 .117 6.155 *** 
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Hypotheses Testing 
 
The structural equation model was examined to test the relationship 

among the constructs. After adjustment of the model by observing the 
modification indices value goodness-of-fit indicates for this model were 
chi-square/df = (623.383 /164) =3.8o11, GFI = 0.92, AGFI = 0.91, CFI = 
0.89, NFI = 0.85, RMSEA= 0.006. Figure 2 depicts the full model. After 
observing the statistical test it is been clear that all the paths are not 
significant at p < 0.05. (H1) Destination brand image plays a significant 
role on service quality of a destination. Therefore null hypotheses H1 is 
accepted at 0.5 level of significance p > 0.000. Regarding the H2: Internet 
adoption plays a significant role on service quality of a destination. 
Therefore, this null hypothesis is accepted at p < 0.000. H3: Customers 
satisfaction and tourist’s perception in selection of destination have 
significant relationship. This null hypothesis is also accepted at p < 0.000. 
But H4: Destination brand image and internet adoption plays a significant 
role on tourist’s perception in selection of destination, when service 
quality plays a mediating role. This null hypothesis is rejected at 0.5 level 
of significance p > 0.000. Among all the significant variables, destination 
brand image has the highest estimate (1.403) followed by customer’s 
satisfaction (.719); internet adoption (.306). Overall destination brand 
image and internet adoption plays the most significant role on tourist’s 
perception in selection of destination in Bnagladesh. 
 
CONCLUSION 

 
The objective of the research is to figure out factors influencing 

tourist’s perception in selection of destination Bangladesh as a tourist 
destination. This research also tries to identify the most significant 
attributes that satisfy tourist’s needs in order to attract new visitors. The 
results of the structural equation modeling reflected that  destination 
brand image, internet adoption and customers satisfaction played a 
significant role that are influencing tourist’s perception in selection of a 
destination for travelling in Bangladesh. In response to the research 
objective relating to the tourists’ needs and satisfaction, the findings 
showed that “Feeling of ambience and experience”, “International 
reputation of the visiting place” “Standardize online services sales 
processes and service delivery through internet” “Well established on line 
transaction”  and “Superior value for money” “Fine local transportation 
system” are the significant items influencing tourists’ perception in 
selection of destination for travelling in  Bangladesh.   
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MANAGERIAL IMPLICATIONS AND RECOMMENDATIONS 
 
The results of this study can provide marketing researchers and 

planners with some valuable view into the choice of appropriate markets 
based on the unique attributes of the destination, which can differentiate it 
in the tourists’ minds and also meet the tourist’s demand. It is 
recommended that managers of tourism business especially hotel and 
resort should ensure the provision of top quality service, restaurants with 
high standard security. Promotional activities through the internet and 
other electronic media including TV can be utilized to attract the new and 
existing tourists.  

Bangladesh Government should be taken necessary measures to 
encourage the private sector to play positive role in the development and 
diversification of tourist facilities to promote domestic and international 
tourism in the country. From a managerial perspective, this research 
indicates the necessity for mangers to understand what motivates tourists 
to visit Bangladesh. The research also highlighted the perception of 
tourists which can drive a manager to understand their behaviour.  
 
LIMITATIONS AND FURTHER STUDIES 
 

A number of limitations should be acknowledged here to inform 
future research. The survey was conducted only for two months, which 
permitted only winter tourists to be surveyed. Thus, most of the 
respondents were winter tourists not representative of year round tourism. 
Only few dimensions were analyzed in this study, so further research can 
be done by using factors such as socio cultural, outdoor activities, 
Income, cultural distance with larger sample size.  
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Creating a local identity through clustering of attractions, services and products 
in a region seems to be the contemporary answer in maintaining economic and 
social viability. Despite the growing interest in tourism clusters, it is still a field 
that remains unexplored especially in rural areas which have additional 
drawbacks to entrepreneurship. In this paper we will focus on the development of 
tourism clusters within the framework of Community Initiative LEADER+ in rural 
areas in Greece. Both qualitative and quantitative data from several case studies 
of clustering in Northern Greece and a survey on 110 cluster members are used to 
answer our basic research questions. Evidence from our study suggest that those 
tourism clusters are locally and socially embedded, are driven from different 
networking norms and levels of trust amongst members and are in need of 
motivation, encouragement and assistance from local stakeholders. 
 
Keywords: tourism clusters, rural, networking, trust 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

In today’s globalized economy, with social and economic changes, 
threats and significant opportunities for rural destinations, as well as 
pressures and struggles to maintain economic viability (OECD, 2006; 
Michael, 2007), any attempt to create new opportunities and growth must 
be placed upon strategic alliances (Papahroni, 2007). Rural areas need to 
find mechanisms that will enable them to create a beneficial “clustering 
effect” (term found in Lynch & Morrison, 2007) and deliver new 
opportunities for growth (Courtney & Moseley, 2008); a point also 
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verified by Huggins (2000) who argued that entrepreneurs must be 
involved in networks in order to survive.  

Whether are called partnerships, associations, commercial alliances, 
joint ventures or clusters, any form of collective action and synergy at a 
local level are seen as major contributors to the restructuring process 
(Huggins, 2000) and to local – regional performance (Brunori & Rossi, 
2000). Despite the growing body of literature and a general interest in 
clusters and other interconnected terms such as networking and social 
capital (Huggins, 2000; Rosenfeld, 2002; Terluin, 2003; Lee et al., 2005); 
it is still a field that remains unexplored especially when discussing about 
tourism clusters in rural and remote areas as well as the effectiveness of 
policies implemented. Dodds and Butler (2010) in fact, point out the lack 
of studies with a detailed examination of “what has happened and why” 
via several policy measures in tourism. 

In Greece, collaboration between rural enterprises involved in 
tourism has only recently preoccupied policy makers and academics. 
Cluster building in tourism is scarce and especially in rural areas since 
there has been no stimulation or any kind of policy implementation till 
2000 (Patronis, 2004). Previous policies, such as the 2nd Community 
Support Framework (CSF), have facilitated the development of clusters 
aiming mostly at industries located in urban areas. Towards this direction 
the Greek Ministry of Development facilitated the development of 45 
geographical agglomerations/clusters in different sectors such as the fair 
industry, the marble and metal industry, the canning and the textile 
industry (Theofanides, 2007).  

Building territorial-regional partnerships in rural areas for developing 
tourism came along only recently in Greece and especially through the 
Community Initiative LEADER+ which has been considered as a 
pioneering approach based on setting up integrated territorial strategies 
within the network paradigm (Lockie, 2006).  

Bearing in mind the aforementioned our main research objective is to 
understand the patterns of cluster building through LEADER+ in Greece. 
Due to the fact that all clusters implemented through LEADER+ are 
newly established, hence no actual economic benefits have been  
produced, we will not elaborate into economic growth for neither the 
business nor the region. Instead, we will explore the role of Local Action 
Groups of LEADER+ as animators of cluster development and go further 
by presenting useful information in terms of past experience and 
networking norms, driving forces, ties and trust amongst cluster members.  
Our theoretical position follows some arguments presented in the 
literature; starting form the fact that trust and social capital are of great 
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value for cluster development (Novelli et al, 2006) and that in rural areas 
motivation, encouragement and assistance from local stakeholders as well 
as other administrative bodies are also of great importance (Koutsouris, 
2004). Some of our research questions are the following: Was tourism 
cluster building a spontaneous-voluntary bottom up initiative? What role 
did the local animators play? Does clustering depend on previous 
informal networks found in tourism? Are tourism clusters locally 
embedded? Is social exchange important to tourism cluster building in 
rural areas? Do different networking norms exist in rural areas? 
 
TOURISM AND CLUSTERING  

 
According to the OECD (1999) clusters are more than a network of 

businesses located in the same area. Especially in tourism, clusters of 
SMEs provide the grounds for local players to act together in order to 
create a critical mass and build a local destination image (Novelli et al, 
2006); all that in an attempt to partly control and influence tourist 
behaviour (Shin, 2009) and add value to the tourism experience offered, 
raising therefore competitiveness (Shone & Memon, 2008). 

Definitions of tourism cluster do not differentiate from those in other 
sectors. Nevertheless, they have some specific characteristics not 
commonly found in other clusters. For example all tourism clusters 
function at a micro level, in niche markets, bounded by a community 
embedded with social and economic interest; thus can be called also as 
“micro-clusters” (term found in Michael, 2007: p.36). Some authors 
highlight the geographical concentration of several local players alongside 
the tourism chain in a region (Ferreira & Estevao, 2009) and even propose  
different forms of clustering according to the type of involvement of 
different sectors of local economy. Michael (2003) has proposed three 
different forms of clustering amongst, amongst which the ‘diagonal 
clustering’, is the one most suitable for tourism.  

Recent literature provides some examples of SMEs collaboration in 
tourism, especially in the light of globalization and the fact that tourism 
has become a highly competitive market (Kozak, 2004). Novelli et al 
(2006) for example argue that the “UK Healthy Lifestyle Tourism 
Cluster”, in East Sussex, brought together local players involved in all 
sectors of the economy aiming at business and market diversification and 
the promotion of a specific niche tourism segment and label. Breda et al 
(2006) argue, when describing the case of Caramulo (Portugal), that the 
advantages of bringing together micro and small tourism businesses are 
enormous. Ferreira and Estevao (2009) point out that future survival of 
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tourism clusters depends, among other factors, to local stakeholders and 
especially to the Government (which offers financial support) and to 
University (which offers the know -how). In fact, with the development of 
infrastructure, investment plans, education and training actions taken up 
by stakeholders a tourism cluster can achieve more easily its survival. 
This kind of intervention of the public sector and the coordination to the 
private firms in a local economy has been also stressed by Svensson et al 
(2006).    

In Greece, policy intervention for the development of tourism 
clusters came along within the LEADER+ Community Initiative which 
was implemented in 40 rural areas during 2000-2006 by Local Action 
Groups (LAGs). The Greek LAGs started to implement their regional 
project three years later than expected (in 2003). Building tourism clusters 
was facilitated in the framework of “Priority Axis 1: Integrated Pilot 
Strategies for Rural Development”. Such clusters have been established 
almost in all LEADER+ intervention areas in rural Greece. 

 
RESEARCH METHODOLOGY 

 
Limitations in terms of research time and resources led us to select a 

specific region (the Prefecture of Central Macedonia in Northern Greece) 
and study all clusters established there. Both qualitative and quantitative 
data were used to answer our main research questions. We started our 
research with the collection of secondary data for the establishment of the 
clusters, using personal interviews with the managers of the LAGs in 
order to provide the history and the actual cluster building process in their 
area. Especially we have looked into the role of the LAG as facilitator, 
basic figures of the cluster’s nature, objectives -aims, size, degree of 
formality, entrance fees and links to the territory.  

Our field research involved further a sample survey based on 
personal interviews with all cluster members (owner-managers or 
business founders) in order to elaborate issues of past networking 
experience and norms of networking, driving forces for their involvement, 
their degree of participation in the decision making process and issues of 
trust to the administration of the cluster and to each other. A semi- 
structured questionnaire was used for the interviews and then the answers 
were coded and transferred to a matrix of SPSS;  

Members of a cluster that had no actual involvement were excluded 
from the survey and the population was narrowed from 206 to 181 
members. Responses to the survey came up to 110, ensuring a total 
response rate of 60.77% which is acceptable for the purpose of the study. 
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Those that didn’t take part were either not traceable or unwilling to 
answer to our questions. 

Reliability and validity tests followed the descriptive statistics of 
basic research variables.Further statistical analysis involved the Two Step 
Cluster Analysis. This techniques was used in order to optimally handle 
the categorical variables, most commonly found in sociological research 
and reveal natural groupings within a data set that would otherwise not be 
apparent (Siardos, 1997). 

 
RESEARCH FINDINGS 
 
Social and local aspects of cluster building- the role of the 
facilitators  

 
Research findings show that nine tourism clusters were found in our 

study area. Each cluster has its own name and a label-brand linked to the 
identity of the destination (see Figure 1). In general, the nods of these 
clusters are local small –medium sized companies involved in all sectors 
of the economy and especially in rural tourism, offering accommodation 
and leisure activities (in lakes, rivers, mountains etc), wine farms and 
wineries, producers of typical local manufactured agricultural products, 
traditional restaurants, farm cooperatives, Women’s Rural tourism 
cooperatives etc. Those nine case studies of tourism clusters established 
within the framework of  LEADER+ offer many different examples of 
clustering at a local level (see Table 1). 

Evidence shows that all clusters are newly established (during the 
period 2003 - 2007) and their legal entity is mainly semi formal (Civil 
Non Profitable Companies-CNPC). The CLUSTER HALKIDIKI S.A. is 
the only formal tourism cluster in the area since it is registered as an S.A. 
Entrance fee was set to 100€. The majority of the shares were bought by a 
personal company involved in rural tourism (12%) and a local small 
winery (12%); both LEADER+ beneficiaries. Great shareholders were 
also a big winery S.A. (8.5%) and a mass tourism hotel (7.5%), both 
located outside LEADER+ intervention area. Those four members control 
the 40% of the shares and the rest are distributed to 23 small shareholders. 
“The establishment of the Cluster  took a very long time, more than two 
years. It was difficult and time-consuming the decision to establish a 
more formal type of a company. However, it  made everyone more 
committed to the idea” said the director of the LAG of Halkidiki. 
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Figure 1  Tourism Clusters in study area in Northern Greece (in 
different colors are marked all LEDAER+ intervention areas)  

 
 

Source: Greek Ministry of Agriculture, 2008  
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Table 1 Basic figures of tourism clusters in the study area 

Cluster  Establi
shed in  

Type Entrance 
fee   (€)  

Size/ 
Mem
bers 

LEADER 
Beneficiari

es  

Type of Members 

Step for + 2003 CNPC 1,000.00 45 40 16 accommodation, 5 taverns, 7 leisure,  4 social 
clubs, 5 local administrative bodies, 2 unions of 
owners, 3 manufacturing industries, 4 in trade 

Thronos at 
Olympus  

2004 CNPC 1,000.00 27 All 13 accommodation & catering, 6 production local 
food products, 2 artistic & cultural, 6 local taverns 

Cluster  
Halkidiki 

2005 SA  100.00 42 26 18 food &drinking, 10 rural tourism & 1 mass tourism 
hotel, 7 local taverns, 1 public entity and 5 in trade 

DEPA 
Thessaloniki  

2005 CNPC 2,800.00 20 All All rural tourism: 8 accommodation, 8 taverns, 3 
leisure (horse riding, spa etc) & 3 museums 

Imathia quality 
IQ 

2006 CNPC 1,785.00  14 11 4 accommodation, 2 taverns, 2 local manufacturing 
enterprises, 3 wine making and 3 food industries 

Serres 
oikoxenia 

2006 CNPC 3,600.00 6 All all owners of small rural tourism businesses  

Serres lailias 2006 CNPC 2,328.00 7 All  all owners of small rural tourism businesses 
Serres DP  2006 CNPC 2,388.00 7 All  2 taverns, 1 patisserie, 1 rural tourism hotel, 2 leisure 

(horse riding etc) and 1 local winery 
Kilkis Quality 

Charta 
2007 None   None  25 All  9 wood making, 3 accommodation, 1 horse riding, 1 

tavern, 1 tourist information, 2 wine making 
businesses & 8 food manufacturing 

Source: Data kept by the LAGs. 
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The role of the LAGs was not limited to the stimulation of local 
players; in fact each LAG was the bridge between different local actors 
with common interests. The managers and staff of the LAGs reached for 
all types of local SMEs either personal companies or family businesses, 
involved in all sectors of local economy. Onwards, they helped the cluster 
members establish their partnership, inspired them for their investment 
plan, created trust between them, brought external information to the 
cluster and helped them all the way through their investment plans; 
actually they did it all.  

One of the managers said: “We helped local entrepreneurs to get 
funds, we gave them advice in their everyday problems but it was time to 
give them a tool to go further. That’s why we decided to name the cluster 
Step for plus; is the most suitable description of what the cluster does for 
the members and the area as a destination. That is providing with 
grounds to achieve goals and go a step forward”.  

The LAGs tried also to provide the clusters with a local image; a 
locally embedded identity based on a “symbiosis”, as Sonnino (2007) 
describes it, between local products and land, producers and consumers, 
rural tradition and authenticity and quality of products and services. 
Therefore, many of the clusters were based around branding and Local 
Quality Accords providing their region and consequently their products 
and services with a differentiated locality and image. It was a first step to 
empower their place-destination through “localness” and quality and 
become more visible; similar to the case of Turton (Sonnino, 2007) and 
the cases of RESTRIM areas (see Lee et al., 2005).  

Within this framework, the objectives of the clusters were in general 
to help members towards the marketing of their local products, their staff 
training and raise their awareness towards delivering quality products and 
services; a demand clearly demonstrated by contemporary tourists (Ghada 
Abd-Alla, 2007). These goals were incorporated into investment plans 
and projects by the clusters which were financed by LEADER+. In our 
case studies the investment plans of the clusters (see Table 2) had a 
budget starting from 65,000.00 € to 115,000.00€, allocated mainly to 
publicity actions (which sometimes came up to 93% of the total budget) 
and marketing / feasibility studies (which sometimes came up to 59% of 
the total budget). Contracts between the clusters and the LAGs, in order to 
go through with the investment plans, were signed during 2005-2006 and 
all of the cluster’s actions were completed during the summer of 2009.  
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Table 2 Investment Plans of the tourism clusters in the study area 
 

Cluster  Contract 
with LAG  

Budget/ 
investment  

Public 
funding  

Allocation of funds  Actions 
completed  

Step for + 14/6/2005 115,639.8 86,729.9 Promotion (web site, brochures, photographs of 
businesses (52%) 

18/6/2007 

Portable exhibition equipment (15.5%) 
Office equipment (15.5%) 
Studies (feasibility and marketing studies (10.6%)  
Conference & train the staff (6.40%) 

Thronos at 
Olympus  

12/4/2005 69,655.7  52,241.7 Business plan and marketing study (56%) 24/4/2009 
Brochures, advertisements to newspapers & World 
Wide Web (39%)  
 Registration expenses & corporate identity (5%) 

Cluster  
Halkidiki 

22/12/2006 14,6837.5 88,102.5 Market - feasibility study, manual for quality 
improvement (59%) 

6/7/2009 

Brochures and website (19%)  
Events - conference and best practices awards 
(13.2%)  
Purchase furniture (3.5%),  
Electronic equipment (3%) 

DEPA 
Thes/niki  

12/12/2005 111,000.0 83,250.0 Brochures publicity events, website (92.8%)  21/5/2009 
Feasibility and marketing studies (5.5%),  
Registration expenses (1.7%) 
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Table 2 Investment Plans of the tourism clusters in the study area (continued)  

 
Imathia 

quality IQ 
29/12/2006 92,462.7 69,347.1 Creation of a web site, banners, brochures (37%) 27/3/2009 

Office equipment (32.5%) 
Business plan & marketing study (25.7%)  
Conference (4.5%) 

Serres 
oikoxenia 

31/5/2006 87,183.3 65,387.5 Promotion, tourist guide, maps of the area (72.5%)  16/6/2009 
Seminars for quality (18%)  
Studies (9.5%) 

Serres 
lailias 

21/12/2006 65,237.1 48,927.8 Weather station and a web-camera up in the 
mountains (43.7%) 

10/7/2009 

Promotion (22.95%) 
Office equipment (18.4%) 
Studies (15.5%) 
Seminars (10.45) 

Serres DP  21/12/2006 66,880.1 50,160.0 TV, radio spots and brochures (41.4%) 17/7/2009 
Seminars to members (19.5%)  
Construction of exhibition stands (19%)  
Exhibitions, photo contest & wine tasting events 
(15.6%) 
Studies (4.5%) 

Source: Data kept by the LAGs. 
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Driving forces, past experience, networking norms and trust  
 
When cluster members of tourism clusters were asked to identify the 

driving forces for their involvement in the cluster, a great percentage 
(42.7%) stated the obvious; that they were obliged from the LAG in order 
to fit to eligibilities of the LEADER+ program for their own investment 
plans. The rest were driven from other forces such as: ‘the opportunity for 
promoting their products and services’ (29.1%), ‘achieve economies of 
scale’ (12.7%), ‘raise their profits’ (8.2%), ‘staff training’ (3.6%) and 
‘improve the quality of their products and services’ (3.6%); motivating 
factors also verified by Huggins (2000).  
Furthermore, findings show that members of these clusters have no 
previous experience in formal alliances in the past. Less than one out of 
four members (23.6%) has been part of a formal alliance previously; 
mostly in wine associations, agricultural cooperatives, local 
unions/chambers of entrepreneurs. On the other hand, informal 
networking is found more frequently and especially amongst rural tourism 
businesses. A great percentage of cluster members (65.3%) have been part 
of another informal network. This comes at no surprise since rural 
tourism was the core activity of all LEADER and rural tourism businesses 
have been using informal networks for marketing reasons and access to 
information even before the concept of clusters was initiated in their area.  

The majority of members (65.5%) believe that all opinions are taken 
into account. But there is a percentage (25.5%) that doesn’t really have an 
opinion or thinks that not all opinions are valued (9.1%). Most of the 
members take part at general meetings since 56.3% quoted that ‘always’ 
and ‘most of the times’ are present. The rest 20.90% ‘seldom’ or ‘never’ 
takes part and 22.8% ‘sometimes’.    

Norms towards networking show that ‘working in groups’ is a 
necessity in contemporary times that most members (46.4%) are aware of. 
Another great part of them (45.5%) believes that working in groups or 
alone ‘depends on circumstances’ and the nature of the activities one 
wants to develop.  “It is really hard to try and do everything alone, we are 
a family business and have no time and knowledge to do the best for our 
company on our own” said one of the members holding a local business 
involved in the production of local patisserie. Finally, the remaining 8.2% 
feels it is ‘better to work alone’. A finding that must be taken under 
consideration since one may describe such an attitude almost 
inappropriate for a cluster member. 

Further investigation into this group showed that networking norms 
are interrelated with the lack of ‘previous experience in formal networks’ 
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(x2=10.598, p=0.005, df=2) and the accordance or not of personal ‘goals 
to the cluster’s ones’ (x2=13.062, p=0.004, df=6). Further more 
networking norms are related to the belief that the ‘cluster does not solve 
business problems’ (x2=26.386, p=0.009, df=12) and the necessity for the 
cluster to ‘take up some new activities’ (x2=16.062, p=0.026, df=4). 
Finally, it seems that those with negative networking norms don’t know if 
‘all opinions are really taken into consideration’ (x2=11.040, p=0.002, 
df=4) and are not sure ‘who actually runs the cluster’ (x2=15.608, 
p=0.048, df=8).  

Despite the fact that the LAGs have made a great effort to develop a 
sense of belonging and trust amongst the members only a 33% percentage 
of the total fully trust the other cluster members.  Though we did not look 
into personal characteristics and business figures, from the personal 
interviews we can say that the majority of them feel that they have small 
family oriented businesses hence with little influence over the others. 
Especially in larger clusters and in clusters with members from different 
sectors of the local economy and more geographically distributed, the 
lack of trust is more evident. It’s the kind of trust described by D’Haese et 
al. (2008) as moralistic trust (confidence in others motivations) and 
strategic trust (expectations form others behaviour). It seems that it is not 
a comfortable environment participating in a cluster with many different 
types and size of companies. They feel that the big companies will try to 
satisfy their goals without taking into account the needs of the smaller 
ones.  

On the other hand, trust in the administrators; as D’Haese et al. 
(2008) describe it ‘trust in professionals’ is more commonly found since a 
percentage of 86.5% responded that they have full trust to the 
administration of the cluster. This trust derives from the fact that in most 
of the cases the manager of the cluster comes from within; is either the 
LAG or one of the members that was suggested from the LAG. Locals 
have great trust in LAGs that have been helping them from LEADER I 
(1989-1993) period, thus any initiative managed from them has their full 
trust.  

 
Future perspectives  

 
A major issue in this study was whether the members will keep up 

their involvement in years to come; bearing in mind that they were policy 
implanted from top to down and not an actual spontaneous reaction of 
some local SMEs facing hardships. Findings show that a percentage of 
38.5% of the members ‘definitely will keep participating’ even in the 
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‘after LEADER+ period’. Another 33.0% will probably stay in the cluster. 
‘Not certain yet’ a great percentage of 21.1% and the rest 7.4% will 
‘definitely drop out’. The later are the same people that at first claimed 
that working alone is always better and networking for them was just an 
obligation.  

Further analysis showed that there is a statistical significance of this 
variable (future participation) to a set of other important variables. With 
those members that have not decided on their future participation and 
those that will drop out, always being absent in gatherings (x2=24.014, 
p=0.020, df=12). Future participation is also related to expectations of 
raising profits for their businesses (x2=35.313, p=0.000, df=12) and to 
having access -through the cluster- to information useful for their 
businesses (x2=51.746, p=0.000, df=12). Members will keep up their 
participation since they hope for other benefits and access to intangible 
aspects of networking, albeit direct economic -tangible- results to 
business performance are not evident. These findings clearly show that 
rural clusters are not only just about profits. 

 
Figure 2 Descriptive Results of Two Step Cluster Analysis 
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Results of Two Step Cluster Analysis (using the Schwarz's Bayesian 
Criterion –BIC) come to support all of the above mentioned findings by 
revealing two major groups of cluster members on the basis of their future 
involvement  and other significant variables (see Figure 2).  

The first grouping of members gathers 34% of all cases and can be 
designated as ‘Dubious’. Those cluster members are still not convinced of 
the efficiency of the cluster. They think that the effectiveness of working 
in groups depends on what you need and on circumstances, they don’t 
now who runs the cluster, don’t know if their opinions have an actual 
contribution to the decision making and have not decided on their staying 
in the long run.  

The second group that prevails in numbers since it joins together 66% 
of all cases can be described as the more ‘Dedicated’. They are the 
members that have higher networking norms and feel working in groups 
is the way out of many contemporary problems that rural areas and 
entrepreneurs face. They think that they commonly run the cluster and 
that all opinions are taken seriously under consideration. It is this group of 
entrepreneurs that definitely will keep participating in the future. 
 
FINAL REMARKS AND SUGGESTIONS 

 
Rural areas in Greece are remote from markets, face depopulation, 

inadequate infrastructure and still have high dependence on agriculture, 
lack of access to resources, lower human capital levels; all commonly 
accepted by scholars as general drawbacks on entrepreneurship (Meccheri 
& Pelloni, 2006). Furthermore, the increasingly competitive environment 
has stimulated a discussion for a number of issues regarding new models 
of tourism development and cooperation between local actors, shaped by 
social relations and shared values and norms.  

The evidence from our study suggests that, whereas rural destinations 
in Greece have long been facing problems both economic and social ones 
and were aware if the need to work together in order to achieve better 
results and overcome drawbacks, it seems that only recently they have 
been stimulated to do so. Especially after 2003 SMEs located in rural 
areas have been stimulated by policy intervention of LEADER+ 
Community Initiative (2000-2006) to take part at several types of tourism 
clusters. Local Action Groups of LEADER+ worked as facilitators for 
cluster building and their role was crucial; verifying a point that Huggins 
(2000) made when describing how institutional infrastructure influences 
network development.  
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Research shows that those tourism clusters are embedded within 
social relationships and indeed cannot flourish without trust. Especially 
trust is found in those bodies with an institutional status and less in fellow 
members-entrepreneurs. The challenge for policy makers would be to 
raise the levels of sense of belonging and trust and the use of social 
capital especially in those that are still dubious towards clustering.   

A number of other questions is also raised by research findings, 
especially when discussing the democratic nature and the real bottom up 
(or not) approach for cluster building. It seems that any attempt form 
above does not always flourish. Finally, the effectiveness of the LAGs as 
brokers is another point to further investigate. Our study suggests that the 
LAGs were, and still are, the glue keeping the members together. They 
have been supporting for too long a period of time the cluster and failed to 
make the cluster self-contained. In fact, they didn’t face one 
contemporary challenge any network broker should face; that is according 
to Klerkx and Leeuwis (2009), to maintain a neutral position. They did 
everything for the cluster and instead of the cluster. This outcome must be 
taken under consideration for future policy interventions since it can 
consequently be connected to the success or failure of any action towards 
promoting networking in rural areas.  

Focus on policy interventions should also take under consideration 
the fact that tourism clusters in rural areas are not just about profits; they 
are about improving the overall quality of life in rural areas. This was 
evident in the results which showed that, apart from geographical 
proximity, business-members of those clusters share common goals and a 
vision for their region. In fact, profits were not the only reason 
influencing their future participation in the cluster. Access to information 
and external knowledge brought by the cluster was also a factor 
influencing them. 

From a methodological point of view our study of policy implanted 
tourism clusters was limited to a rather small area and a rather restrained 
amount of observations. Therefore, results should be dealt with certain 
caution when used for generalizations. Despite that fact, our research tries 
to contribute to the debate of tourism cluster building in rural areas by 
providing an insight into policy implanted clusters of LEADER+ and into 
networking norms in rural areas. It seems that there is a chance for those 
locally and socially embedded tourism clusters to find their way. But it 
depends on many aspects and in any case time will tell, as one of the 
members quoted “we must be patient and wait to see for the results”. 
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The aim of this study is to investigating participation levels of hotel employees in 
the dimensions of strategic human resources management. To achieve this, we 
present to what extent hotel employees participated in the dimensions of strategic 
human resources management. The success of hotel business in undertaking the 
wishes and expectations of its employees will motivate them and will contribute to 
the managers and companies. The research data was derived from employees 
working full-time shifts in a five-star hotel. At the end of the research, it’s stated 
that most of the employees participated in the dimensions of strategic human 
resources management. However, it’s determined that most of the employees had 
a middle level participation according to the statements that produce the 
dimensions strategic human resources management. As a result, it’s deduced that 
employees in hotels care about the dimensions of strategic human resources 
management and participate in them. The fact that the data was gathered from 
only one five-star hotel is an important constraint of this study. 
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INTRODUCTION 
 

Nowadays, organizations should care about their human resources if 
they want to survive and gain sustainable competitive advantage over 
their competitors. Organizations should manage their human resources 
correctly in order to reach their strategic aims and goals. Strategic human 
resources involve the accurate preparations related to the strategic plans 
and goals which the organization has planned. 

The coordination between the organizations’ business strategies and 
strategic human resources plays an important role in gaining a sustainable 
advantage. In recent years, the increasing rate of the studies in strategic 
human resources management shows the importance of our subject. We 
can see through the different approaches in the literature that human 
relations resource dimensions consist of four parts. These dimensions are 
as follows; transformation engineering, leadership, learning in the 
workplace and unions. 

  
LITERATURE 
 
Strategic Human Resources Management 

 
Human resources management can be identified as a discipline 

involving policy making, planning, organizing, orienting and overseeing 
activities for supporting necessary human resources and making 
improvements for the purpose of creating competitive advantages in the 
organization (Yüksel, 2000) Human resources management is the style of 
personnel management from the human resources perspective. The 
organizations work on how to improve human relations to advance the 
human qualifications of the managers and to gain efficiency through this 
(Canman, 2000).  

In recent years, human resources management had a greater 
importance thanks to its effects on the functions of hotels. Human 
resources have a great effect on the success of hotels, which motivates its 
employees, satisfies their expectations and requests, and plays a great role 
in the success of the organization. (Karagöz 2003; Yıldız and et al., 2009) 

Strategy is the process in which a business states its basic targets and 
visions and puts forth necessary resources in order to reach these targets 
(Chandler 1962). Strategy according to Mirza and Ülgen (2005) is the 
sum of dynamic decisions that are made by examining the actions of 
competitors which are focused on the targets and long termed actions. 
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Strategy, before anything else, gives us the opportunity to evaluate 
the environment and predict the future and thus gives  the business a 
chance to self-evaluate. On the other hand, strategy enables the business 
to head towards a mutual aim within the business, provide consistency, 
and show the future of business activities, as well as by constituting a 
mainframe for the plans which increases the quality of the management 
(Dinçer, 1998:28; Asprogerakas, 2007). Strategic management defines the 
overall interaction and persistence of the upper class managers, virtues of 
upper class management, environment and available resources between 
each other (Bayraktaroğlu, 2008). 

In recent years, it can be seen that the growing interest in strategic 
management encourages the concern regarding the various business 
functions since its role in this process deals with the integration of 
strategic human relations with strategic human resources management. 
The underlying thought in this integration process is that if human 
resources are a strategic resource, then it should be managed strategically. 
Strategic human resources management is a process including all 
activities and decisions about the management of all employees in the 
business and activities that are exercised in order to create and maintain a 
competitive advantage (Seviçin, 2006). 

Even though there are a number of definitions used, shortly, strategic 
human resources management can be defined as “the changes happening 
in the inner and outer circles of organizations influencing human 
resources strategies of organizations” (Bayraktaroğlu, 2008). In other 
words, it can be defined as the process which, in order to realize aims and 
mission of an organization,  details consistent and long-term planning , 
management and control of human resources in a way to get the most 
additional value (Demir, 2009). 

In a sense, strategic human resources are another aspect of strategic 
planning within human resources (Wang, 2006). In strategic human 
resources planning, the aim is to maintain the management considering 
the difference of workforce which has gradually become multinational, as 
well as to constitute a structure in which an organization’s employees, 
customers and suppliers are contained in the business process, and fast 
communication is provided for intensive sharing of information. The 
human resources planning of a business needs to be human oriented and 
consistent with strategic plans of the organization. The lack of strategic 
planning causes aims to be blurred, which ultimately affects personnel 
planning, technology and other operational factors negatively (Özsöz, 
2006). 
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The Dimensions of Strategic Human Resources Management 
 
Strategic human resources management is divided into four subjects. 

These are transformation engineering, leadership, workplace learning, and 
unions. These four dimensions will be further examined in the following 
pages.  

 
Transformation Engineering 

 
In general, transformation is defined as bringing something from one 

level to another level. Transformations shouldn’t be perceived only as 
precautions presented in the cases of negative situations. As a matter of 
fact, in another definition, transformation is defined as a process or a 
setting changed from one condition to another condition in a planned or 
unplanned way (Taşlıyan and Karayılan, 2006,254). Transformation 
management is a process of planning adopting and deliberately guiding 
the transformations occurring in workplaces. The aim of transformation 
engineering is to improve the performance of an organization with an 
active business strategy and afterwards provide continual development.  
Transformation engineering is an approach that focuses on re-projection 
of the process while discarding outdated process methods. Strategic 
human resources management attempts to realize radical transformations. 
It tries to create a plain structure of organization unrelated to hierarchical 
organizations. To achieve these aims, it supports radical changes in upper 
class managements and gives way to build up self-managing teams. As 
part of strategic human resources management, when we want to itemize 
the approach of transformation engineering it will be as follows; 
(Bayraktaroğlu, 2008) 

a. An open communication between upper, lower and mid classes, 
re-projection of the businesses and building up self-managing teams 
b. Information technology: the ability to do tasks in  more radical 
and different possible ways 
c. Sustainability of the support of devoted upper-class 
management. 

 
Leadership 

 
In order to discuss leadership, most importantly, there needs to be a 

group of people, and they need a mutual aim and a leader to help realize 
this aim. Moreover, this leader should have the necessary information, 
skills and personal qualifications to persuade the group to make efforts 
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rather than forcing them to. (Bolat and Seymen, 2003). Caring for human 
resources, appreciation of entrepreneurial spirit and creativity, and being 
open to innovations becomes possible with the leadership of active 
managers. (Perinçek and et al.,, 2008). For installment of these features, 
all personnel, including the managers, must be given training. According 
to this concept, an important criterion is that there should be proper 
leadership regarding the quality of the training given to the participants 
(Develioğlu and et al., 2006). In the human resources management 
approach, a human resources manager is bound to the administrative 
body, whereas in strategic human resources management (Chheang, 
2009), the manager only has a say in the decisions made in the 
administrative body. A leader’s role in strategic human resources 
management is as follows; to develop a strong organizational culture, to 
provide the cooperation and participation of the employees and to provide 
innovation and transformation. There’s a critical importance of the leader 
in the process of transformational engineering. A transformational leader 
empowers his/her employees and helps guide the organization away from 
a hierarchical structure. In the context of the strategic human resources 
management, the leadership approach can be itemized as follows 
(Bayraktaroğlu, 2008); 

• A leader values the fulfillment of the organizational activities in 
an effective and productive way 
• A leader helps to create a strong organizational culture 
• A leader contributes to paying for the high rate of devotion of the 
employees 
• A leader contributes to creating cooperation among employees 
• A leader helps to motivate and encourage the employees. 

 
Learning in the workplace 

 
This notion can be explained as a process through which individuals 

constantly improve their capacities to achieve the results they want to 
reach, develop new and broader thinking methods and also a process in 
which the collective consciousness is freed, and individuals constantly 
continue to learn methods of how to learn together (Çakıcı, 2006). 
Organizational learning is an organizational process that makes it possible 
to present new information, to use the newly developed information in the 
production of recent goods and service production, to turn all the 
experience gained into an opportunity of learning and promotes 
presenting the new information (Koçel, 2005). In order for organizations 
to survive and get better, proper means must be readied for the self-
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improvement of the personnel and their skills. Workplace learning means 
the application of managerial information and theory in the workplace. 
Individually or in a group, constant learning for the business must be the 
basic process. In this way, skills are empowered and a competitive 
advantage will be gained (Bayraktaroğlu, 2008). In order for the 
organization to gain a continual competitive advantage, an interior and 
exterior analysis of the organization must be conducted and assessed. In 
this context, workplace learning contributes a great deal to informing the 
organization on past activities. Certain changes need to be made 
concerning the conditions the organization is in, the changes in the market 
and the competition among the organizations. In this case, the 
organization has to make good use of transformation opportunities by 
using alternative ways. In the context of strategic human resources 
management workplace learning can be itemized as follows 
(Bayraktaroğlu, 2008);  

• Necessary efforts must be made to reach the business’goals 
• Employees must be given the chance to improve different ideas 
• Education seminars must be organized for organizational 
learning 
• Individual learning must be encouraged. 
• Team learning must be given importance. 

 
Unions 

 
Occurrence of tolerance, a decentralized unified market structure and 

transfer of power to the employers cause unions to become passive in the 
labor market. (Turner and et al.,, 2009) However, new sources of power 
are formed. Despite the support for participation concerning new 
production systems, this condition is fragile and it has gone away from 
voluntary participation of employees. Unions can compensate for their 
weakening sources of power by being effective in employees’ 
participation and withdrawal. Union’s rates and concept of its self-
determination against the business is of importance. In the past, daily 
problems and complaints were the mainstream of union life. However, 
these days there’s much less of this that occurs. It seems that it’s been 
regarded a top priority issue that employers and employees have face to 
face communication without the involvement of the unions (Wehebe and 
Kader, 2007; Öcal, 2010). In the organization, if the management and 
employees share the same aims, and if the employee is committed to 
his/her work, they will start to believe what is good for the management 
can also be good for them. Strategic human resources management 
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applications are giving the employees a sense of job security and these 
applications will cross out conflicts by getting ahead of the union’s idea 
of individual contracts and job relations, and human relations idea of 
getting high performance from the employees. In the concept of strategic 
human resources management, the union approach can be itemized as 
follows; (Bayraktaroğlu,2008); 

• Opportunities must be created for unification of all employees 
under a specific aim. 
• Every employee must have health insurance. 
• Upper management must make it possible for the employees to 
make use of the rights they possess. 
• There should be a contract signed between the employee and the 
employer.  

 
METHOD 
 

The aim of this study is to determine participation levels of the 
employees working in hotel businesses in the dimensions of strategic 
human resources management. The data obtained with this study provides 
important information for business managers by putting forth to which 
extent the employees working in hotel businesses participate in the 
dimensions of strategic human resources management. Managers are able 
to see defective the factors that can arise from these dimensions and by 
making changes accordingly, can provide an important resource in the 
sense of business efficiency and productivity.  

The study relies on a quantitative research method. In this method, 
the most common way of data gathering is the survey technique. So, in 
this study data is gathered via survey technique. Moreover, the survey 
technique is chosen because it is the most convenient way for attitude 
scaling, it presents statistical data and it facilitates easiness not only for 
the person being surveyed but also the researcher (Usal and Kuşluvan, 
1998). In order to provide content validity, local and foreign resources on 
the dimensions of strategic human resources management have been 
researched. In this context, based on the study of Bayraktaroğlu (2008) an 
attitude scale has been constituted which evaluates the features of 
dimensions of strategic human resources management. A scheme of the 
survey form has been observed by academicians specialized on the 
subject and after that, necessary editing has been done on the form. 
Before performing the survey, a pre-implementation of the survey was 
carried out, taking the suggestions of the researchers into account, the 
survey was given its final form and implementation of the survey begun. 
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The survey form used in the study consists of two sections. In the first 
part, there’s an attitude scale comprised of 18 statements for determining 
the participants’ dimensions of strategic human resources management. 
There is also a fivefold Likert scale (5: I totally agree, 4=I agree very 
much, 3= I agree to a middle extent, 2=I agree a little, 1=I don’t agree at 
all) which enables the employees to evaluate the statements. In the second 
section, there are questions regarding the demographic features of the 
participants.  

The pre-implementation of the survey was applied to 20 employees 
working in a 5 star hotel business in Bursa between July 1st, 2010 and 
July 15th, 2010. The reason why this hotel was chosen is because it’s a 
hotel that is open year-round. In the pre-implementation phase, the 
reliability of the survey forms were measured and the Cronbach alpha 
value was calculated as 0,88. As a result of the test, the general Cronbach 
alpha of the data has rated over 0,7 level as Nunnaly (1967) stated earlier. 
This means that as a general evaluation of survey form, its reliability is 
high and internal adaptation is tolerable. After the pre-implementation 
process, research studies started. 

The study was gathered in the months of July and August. The focus 
of the study was a five star hotel business operating in Bursa year-round 
with 200 full-time employees. The study was conducted in Bursa as it was 
convenient in terms of time, financial costs and geographical proximity 
and transportation utilities. As the study focus is in accessible 
substantiality, no other sampling method is determined. Survey forms 
were given out to be filled in by employees and then these forms were 
collected by hand. Within the study, some of the employees didn’t want 
to join the study as they weren’t available during the specified months. As 
a result, a hundred of the survey forms were received back and this 
quantity constituted 50% of the study focus. 

In the analysis of the data obtained, SPSS 16.0 (statistic program for 
social sciences) statistic program is used. In this sense, frequency and 
percentage values are calculated to determine the data concerning the 
demographic features and the participation level of the statements of the 
employees in the attitude scale. Also in the study, a confirmatory factor 
analysis was carried out to determine the dimensions of strategic human 
resources management. 
 
FINDINGS 
 

Particularly; the data of employees concerning demographic 
questions is evaluated using frequency and percent age analysis. The 
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evidence concerning this evaluation is presented in Chart 1 as a whole. 
When Chart 1 is examined it can be seen that 88% of the employees are 
male and 12% are female. 

As to education status, 6 employees (6%) have an elementary 
education, 18 employees (18%) have a secondary education, 59 
employees (59%) have a high school education, 8 employees (8%) have a 
vocational education and 9 employees (9%) have a university education. 
When we analyze the ages of the employees’ we’ll see that 16 employees 
(16%) are in the range of 18-24 years old, 50 employees (50%) are 
between 25-34 years old, 30 employees (30%) are between 35-44 years 
old, 2 employees (2%) are between 45-54 years old, and finally, 2 
employees (2%) are in the range of 55-64 years old. 

 
Table 1 Demographic Findings of the Research 

Participants (s=100) 
 

 Demographic features F % 

Gender 

Female 12 12 

Male 88 88 

Total 100 100 

Age 

18–24 16 16 

25–34  50 50 

35–44  30 30 

45–54 2 2 

55–64  2 2 

Total 100 100 

Education Status 

Elementary Education 6 6 
Secondary Education 18 18 

High School 59 59 
Vocational 8 8 
University 9 9 

Total 100 100 

Positions of Employees 

Upper Class 1 1 
Middle Class 13 13 
Lower Class 86 86 

Total 100 100 
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Working Years 

Less than 1 year 21 21 
1–3 year 69 69 
4–7 year  10 10 

Total 100 100 

Employment Departments 

Front Office 9 9 
Food & Beverage 55 55 

Accounting 5 5 
Technical Services 8 8 

House Keeping 22 22 
Sales & Marketing 1 1 

Total 100 100 

Wages of the Employees 

576–1000 68 68 
1001–1500 27 27 
1501–2000 2 2 
2001–2500 2 2 

2501 and over 1 1 
Total 100 100 

 
As to positions of employees; 1 employee (1%) is in the upper class, 

13 employees (13%) are in the middle class, and 86 employees (86%) are 
in the lower class. Regarding the departments of the employees surveyed 
we’ll see that 9 employees (9%) are in the front office, 55 employees 
(55%) are in the food & beverage department, 5 employees (5%) are in 
accounting, 8 employees (8%) are in technical service, 1 employee (1%) 
is in sales & marketing, and 22 employees (22%) are in the housekeeping 
department. As to the years worked by employees analyzed; 21 
employees (21%) have worked less than one year, 69 employees (69%) 
have worked between 1-3 years, 10 employees (10%) have worked 
between 4-7 years. Finally as to the wages of the employees; 68 
employees (68%) earn between 576-1000 TLs, 27 employees (27%) earn 
between 1001-1500 TLs, 2 employees (2%) earn between 1501-2000 
TLs, 2 employees (2%) earn between 2001-2500 TLs and 2 employees 
(1%) earn 2501 TLs or over. 

Factor analyses have been carried out to determine the reliability and 
to constitute factors and research variables. In the sense of factor analysis; 
the Barlett test result is 765,432 and with p 0,0000 level Kaiser-Meyer-
Olkin (KMO) sample value is 0,823.  
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Table 2 Results of Factor Analysis 
 

 
 
Factors 

Fa
kt

ör
 Y

ük
ü 

Ö
zd
eğ
er

 

O
rt

al
am

a 

V
ar

ya
ns

 (%
) 

A
lfa

 

Transformation Engineering 
In your business, businesses should be redesigned, self-
managing teams should be set up. 
In your business, information technology should make 
the businesses in a more radical way and in various 
styles. 
In your business, education seminars must be organized 
for organizational learning. 
In your business, there’s open communication between 
upper, lower and middle classes. 

 
,750 

 
 

,728 
 

,727 
 

,485 

6,272 3,64 34,843 ,771 

Leadership 
In your business, the leader fulfils organizational 
activities effectively and  
In your business, the leader contributes to cooperation 
between employees  
In your business, the leader helps to create a strong 
organizational culture  
In your business, upper management provides support 
continuously and in a self-sacrificing manner 
In your business ,the leader contributes to compensate 
for the high rate of devotion of employees  
In your business, the leader helps to motivate and 
encourage the employees 

 
,819 
 
,799 
 
,781 
 
,764 
 
,747 
 
,583 

2,012 
 
 

3,61 11,175 
 

,852 

Workplace Learning 
In your business, the team learning must be given 
importance. 
In your business, individual learning must be 
encouraged. 
In your business, opportunities must be created for 
unification of all employees under a specific aim. 
In your business, the employees must be given the 
chance to improve different ideas. 
In your business necessary efforts are being made to 
achieve its business goals 

 
,762 
,759 
 
,667 
,657 
 
,585 

1,632 
 

3,61 9,068 ,678 

Social Responsibility 
In your business, every employee must have a health 
insurance. 
In your business, there should be a contract signed 
between the employee and the employer. 
In your business, the upper management must make it 
possible for employees to make use of the rights they 
possess. 

 
,853 
 
,823 
 
,504 

1,147 4,18 6,371 ,413 
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In factor analysis, a relation of high correlation is looked for between 
variables. The more the correlation between variables decreases, the more 
the trustworthiness of the results of factor analysis decreases. As 
p=0,0000 > 0,05 the result of Barlett test is significant. 

Thus, zero hypotheses are rejected and an alternative hypothesis is 
accepted. In other words; there is a high correlation between variables and 
it means the data has been derived from multi normal distribution. In the 
principal component analysis applied to the data, the varimax option is 
used and the data which has a self-value over 1 according to the obtained 
screen plot distribution, has been evaluated. There are four factors whose 
self-values are over 1. These four factors that occurred as a result of factor 
analysis are defined below. (Chart 2) 

a. Transformation engineering (factor 1) 
b. Leadership (factor 2) 
c. Workplace learning (factor 3) 
d. Social responsibility (factor 4) 

The data that has been obtained from the attitude scale of employees 
which constitutes the second section of the survey form are summarized 
in Chart 3. Participation levels of the employees concerning the 
statements are shown in the chart in frequencies and percent ages. 

The answers of the employees concerning participation levels to the 
statements concerning the dimensions of strategic human resources 
management have been given in Chart 3. Thus, for the statement, which 
includes the dimension of transformation engineering; “In your 
business, there’s an open communication between upper, lower, and 
middle class.” 49% is “high participation” and “full participation”. Low 
participation is at the 5% level. For the statements “In your business, 
businesses should be redesigned, self-managing teams should be set up.” 
68% of participants are at “high participation” and “full participation” and 
2% of them are at “no participation”. For the statements “In your 
business, information technology should make the businesses in a more 
radical way and in various styles.” 59% of participants are at “high 
participation” and “full participation” and 1% is at “no participation”. 

For the statement, which includes the dimension of leadership; “In 
your business, the leader fulfils organizational activities effectively and 
productively” 57%  are at “high participation” and “full participation” and 
2% are at “no participation”. For the statements “In your business, the 
leader helps to constitute a strong organizational culture” 62% of 
participants are at “high participation” and “full participation” and 1% is 
at “no participation”. For the statement “In your business, the leader 
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contributes to compensate for the high rate of devotion of employees” 
53% of participants are at “high participation” and “full participation” and 
1% of them is at “no participation”. For the statement “In your business, 
the leader contributes to a cooperation between employees” 57% of 
participants are at “high participation” and “full participation” and 1% of 
them is at “no participation”. For the statement “In your business, the 
leader helps to motivate and encourage the employees” 52% of 
participants are at  “high participation” and “full participation” and 3% 
are at “no participation”. For the statement “In your business necessary 
efforts are being made to achieve the business goals” 63% of participants 
are at “high participation” and “full participation” and 1% is at  “no 
participation”. 
 

Table 3 Participation Levels Concerning the Dimensions of 
Strategic Human Resources Management 

 
  

Dimensions of SHRM 
 

Strongly 
agree  

Much 
Agree  

Medium 
Agree  

Less 
agree  

Strongl
y 

Disagre
e Transformation Engineering 

 
f % f % f % f % f % 

1 In your business, there’s an open 
communication between upper, 
lower and middle class. 21 21 2

8 28 46 46 5 5 - - 

2 In your business, businesses should 
be redesigned, self-managing teams 
should be set up. 15 15 5

3 53 32 32 

2 2 2 2 

3 In your business, information 
technology should make the 
businesses in a more radical way 
and in various. styles. 

19 19 4
0 40 32 32 7 7 2 2 

4 In your business, upper 
management provides supports 
continuously and in a self-
sacrificing manner 

12 12 4
7 47 31 31 9 9 1 1 

Leadership 
 

 
1 In your business, the leader fulfils 

organizational activities effectively 
and productively 

19 19 38 38 35 35 6 6 2 2 

2 In your business, the leader helps 
to constitute a strong organizational 
culture 

16 16 46 46 27 27 1
0 10 1 1 
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3 In your business ,the leader 
contributes to compensate for the 
high rate of devotion of employees 14 14 39 39 38 38 8 8 1 1 

4 In your business, the leader 
contributes to  cooperation between 
employees 

14 14 43 43 35 35 7 7 1 1 

5 In your business, the leader helps 
to motivate and encourage the 
employees 

16 16 36 36 38 38 7 7 3 3 

6 In your business necessary efforts 
are being made to achieve business 
goals 

17 17 46 46 30 30 6 6 1 1 

Workplace Learning 
 1 In your business, the employees 

must be given the chance to 
improve different ideas. 13 13 35 35 38 38 13 13 1 1 

2 In your business, education 
seminars must be organized for 
organizational learning. 

16 16 42 42 31 31 8 8 3 3 

3 In your business, individual 
learning must be encouraged. 14 14 40 40 37 37 8 8 1 1 

4 In your business,  team learning 
must be given importance. 17 17 37 37 38 38 8 8 - - 

5 In your business, opportunities 
must be created for unification of 
all employees under a specific aim. 23 23 34 34 30 30 12 12 1 1 

Social Responsibility 
 1 In your business, every employee 

must have health insurance. 57 57 31 31 10 10 1 1 1 1 

2 In your business, the upper 
management must make it possible 
for employees to make use of  the 
rights they possess. 

22 22 29 29 37 37 10 10 2 2 

3 In your business, there should be a 
contract signed between the 
employee and the employer. 

66 66 25 25 7 7 1 1 1 1 

 
For the statement, which includes the dimension of workplace 

learning “In your business, the employees must be given the chance to 
improve different ideas.” 48% are at “high participation” and “full 
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participation” and 1% is at “no participation”. For the statement “In your 
business, education seminars must be organized for organizational 
learning.” 58% of participants are at “high participation” and “full 
participation” and 3%  are at “no participation”. For the statement “In 
your business, individual learning must be encouraged.” 54% of 
participants are at “high participation” and “full participation” and 1% is 
at “no participation”. For the statement “In your business, the team 
learning must be given importance.” 54% of participants are at “high 
participation” and “full participation” and 0% are at “no participation”. 
For the statement “In your business, opportunities must be created for 
unification of all employees under a specific aim.” 57% of participants are 
at” high participation” and “full participation” and 1% is at “no 
participation”. 

For the statement, which includes the dimension of unions “In your 
business, every employee must have health insurance” 88% are at “high 
participation” and “full participation” and 1% is at “no participation”. For 
the statement “In your business, the upper management must make it 
possible for employees to make use of the rights they possess.” 49% of 
participants are at “high participation” and “full participation” and 2% are 
at “no participation”. For the statement “In your business, there should be 
a contract signed between the employee and the employer.” 91% of 
participants are at “high participation” and “full participation” and 1% is 
at “no participation”. 
 
CONCLUSION 
 

Another subject businesses put emphasis on in the matter of getting 
higher ground in competition is to improve their existing human relations. 
In this sense, businesses need to put more emphasis on education and 
career management applications. Thus, by internal promotion of both 
upper and lower class managers they don’t lose their personnel to other 
rival businesses. In order to provide the continuity of backup systems in 
businesses, human resources mangers should always care about 
reorganizing their other functions-recruiting and positioning, wage 
management, performance evaluation- according to the conditions of the 
present time. In the strategies businesses perform to be more competitive, 
human resources managers securing positions in upper management has 
become an important component (Ylasov, 2006; Harness, 2009). 

One of the most important features of strategic human resources 
management is its ability to make the connections between human 
relations applications and strategies and the general strategic aims of the 
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business effectively. In these applications as a necessity of this 
perception; human resources departments and managers must have less 
executive, but more strategic missions and the business needs to 
constitute a vision for contributing to the function of human resources 
(Bayraktaroğlu, 2008). 

In the study, factor analysis was performed. As a result of the factor 
analysis, four factors occurred whose self-values are over 1. These factors 
are; Transformation engineering, leadership, workplace learning and 
social responsibility. As a result of the study, it can be determined that a 
majority of the employees participate in the dimensions of strategic 
human resources management. However, it is stated that most of the 
employees had a high rate of middle level participation regarding the 
statements constituting the dimensions of strategic human resources 
management. Finally, it is deduced that the employees working in hotel 
businesses give importance to the dimensions of strategic human 
resources management and participate in them.  

To achieve long term success, businesses must act swiftly and 
reasonably, take notice of all components affecting the business directly 
or indirectly, make long-term strategic plans and execute these plans in an 
effective way. In order for these plans to be made and executed; 
businesses have to value human resources, which is the most important 
source of power for businesses, and strategic planning concerning this 
power have to be made. Furthermore, fundamental dimensions 
constituting strategic human resources management should be approached 
within the strategic planning and these dimensions should be considered 
when making strategic decisions. 

The fact that the data was gathered from only one five-star hotel is an 
important constraint of this study. For researchers, it can be suggested that 
future studies consider other businesses in different regions and different 
classes, broader studies containing a bigger number of businesses and 
employees. However, it can prove useful for the researchers to conduct 
research on other businesses in different regions and different classes and 
compare the evidence found. 
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Investments represent a powerful tool for an enterprise to stimulate economic 
performance, productivity, and competitiveness in the medium and long term. This 
paper analyses the relationship between investment and the turnover of active 
enterprises operating in the hotel and restaurant sector through the construction 
of a pool data equation created for the eight development regions in Romania 
(North-East, South-East, South-Muntenia, South-West Oltenia, North-West, West, 
Centre, Bucharest-Ilfov, for the period 1999−2007. The Romanian tourism sector 
is still perceived as fragile, even after 20 years of turning into a market economy, 
as incomplete transition affects the development of various economic sectors and 
thus also of tourism. The important question is how strongly investment in the 
hotel and restaurant sector impacts regional development. 
 
Keywords: investments, turnover, Hotel and Restaurant sector, pool data 

analysis, Romania  
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

The performance of each enterprise depends on various factors, such 
as the investment policies, business plans, the human resources 
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management, information and communication technologies (ICTs), 
changes in technology, environment and the general context of the 
market. For tourism enterprises, investment brings enormous benefits 
(both at the national and regional levels) in terms of job creation, 
improvement of service quality, increased turnover and profits, resources’ 
consumption, environmental protection, and sustainable development. 
Every type of investment in tourism enterprises should be encouraged by 
national and local administrations as well as local communities through 
different forms of tourism management (e.g. incentives, tax deduction, 
low-interest loans granted by governmental financial institutions, and 
infrastructure building). Every monetary unit invested in the tourism 
sector will give a return to the local or national economy due to the 
industry’s multiplier effect (that is, by creating jobs in the tertiary sector 
and encouraging growth in the primary and secondary sectors). The 
improvement in the quality of tourism services attracts tourists who will 
spend more. At the same time, hotels purchasing food and beverages from 
other enterprises could diversify their range of providers as well as types 
of products purchased. Investments have their own multiplier effect—a 
unit change in investment generates a corresponding change in national or 
regional income. According to the Keynesian theory, when the level of 
investment increases by some amount (ΔI), the equilibrium level of 
income will increase by some multiple amount (ΔY).  

The tourism industry has a wide range of dynamic effects, it 
influences people’s lifestyle, generates its own patterns of growth in the 
national or local economies sustains infrastructure development creates 
new opportunities for economic, social, and cultural development 
generates jobs and income at the local or regional level, and generates a 
conductive business climate for enterprise development. Still, tourism 
affects developed and developing countries differently. Developed 
countries, which enjoy stronger economies and more developed 
infrastructures, also enjoy higher returns and better multiplier effects from 
tourism investments, compared to developing countries. Higher 
opportunity cost of tourism investment has disadvantages; developing 
countries benefiting less as compared with developed ones (Akal, 2010).  

Tourism is a big industry comprising many sectors such as 
accommodation, food and beverage services, recreation and 
entertainment, transportation, and travel services. Each of these sectors 
contributes to tourism development in various destinations, and has 
different structures, and performances. However, in many countries, only 
the hotel and restaurant (HR) sector is separately analysed as being the 
one closely related to tourism, being also statistically separate from the 
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others.  
The investments in the HR sector are also important for Romanian 

tourism, as it is faces several problems, such as the decrease in foreign 
tourists demand, labour force migration, poor remuneration, low volume 
of investments, poorly trained human resources, and low competitiveness 
of the tourism supply.  

The present paper aims to analyse the relationship between 
investments and turnover in the HR sector at the regional level in 
Romania using a pool data analysis. The paper starts with a literature 
overview on the impact of investments on tourism, followed by an 
analysis of the general development of the Romanian HR sector. Section 
three presents the regional disparities in investments in the HR sector. 
Section four presents theoretical aspects of the methodology of the pool 
data analysis, followed by a pool data analysis on turnover and 
investments and the results and discussions of the data obtained. The last 
section concludes the article. 
 
BRIEF LITERATURE REVIEW RELATED TO INVESTMENTS IN 
THE TOURISM SECTOR 
 

Investments in tourism maintain the productivity of tourism 
enterprises and help their development. If a tourism enterprise registers a 
growth below the medium evolution of its market or sector of activity in 
the medium and long term, its sustainability could be seriously affected— 
it could lose its competitiveness and might have to be closed.  

Tourism enterprises and industries are under tremendous competitive 
pressures from countries competing as new destinations that benefit from 
resources that are intact or hardly exploited, or have very favourable 
economic conditions including low wages and soft currencies (Korres, 
2008). Investments are a key element in sustaining the competitiveness 
and long-run efficiency of a destination.  

Scientific literature debates on the role of investments in the tourism 
sector, and emphasizes aspects linking investments and the tourism 
sector. Ashe (2005) sustains the prioritisation and mobilization of 
investments in small states, in the end, tourism being integrated in 
sustainable development and poverty reduction strategies—“tourism can 
no longer be relegated to a secondary position in policy development”. 
For the future of the tourism industry, professional business planning and 
a vision should guide tourism investments (Psillakis, 2009).  

Siegel and Alwang (2005) examine the economic, social, and 
environmental impacts of tourism development and raise questions about 
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the poverty reduction strategies within targeted poor areas. Their 
objectives are to assess the potential poverty impacts of tourism 
investments; the attitudes of key tourism stakeholders towards the 
economic, fiscal, social, and environmental objectives the outcomes of a 
tourism development program, and so on. The authors examine the 
orientation of the infrastructure investments’ made in Rio Grande do 
Norte concluding that the direction of investments was not inherently pro-
poor. 

Peric et al. (2009) outline the role of international financial 
institutions in financing tourism projects from developing countries, 
taking into consideration the type of investments, their effects on the local 
economy, as well as the results of the investments. The United Nations 
Economic and Social Commission for Asia and the Pacific (UNESCAP, 
2001) attempted to identify the issues and obstacles to investments in 
tourism infrastructure, and emphasized the need for governments and 
agencies at all levels to create a climate for investments that ensures 
“equitable distribution of benefits and a clear and transparent decision-
making process”. 

Tourism is an engine of generating investments in new infrastructure 
and has an import role in stimulating competition (Brida et al., 2009). 
Forsyth and Dwyer (2003) identify several benefits and costs of foreign 
investments in Australian tourism, also referring to their effects on tourist 
flows, regional socioeconomic impacts, changes in industry structure and 
so on. The authors conclude that Australia could maximise its economic 
gains from tourism by “maintaining a liberal attitude towards foreign 
investment”. Kandelaars (1997) investigates tourism in the Yucatán 
peninsula developing a dynamic simulation model to study the 
relationships between the economy, environment, and population. As 
indicated in the model, in the long run, stimulating tourism investments 
has unwanted effects for tourism. 

Candela et al. (2008) developed a model that consisted of a 
“sequential non-cooperative game with equilibrium in terms of positive 
expected firm profits and a policy maker net balance ending up with a 
non-zero-sum game and a double failure” (a market failure when the firm 
interrupts and abandons the investment and a public failure respectively).  

Though there are numerous debates among various authors on 
investments in tourism, the present paper aims to investigate the existing 
relationship between gross investments and the turnover of active local 
units from the HR sector through an analysis customized to the Romanian 
development regions, using the EViews software to estimate a pool data 
equation. 
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Investments in tourism could lead to creation of sustainable tourism 
goods that may increase accumulated wealth in the sector, now and in the 
future. To attract investments, a minimum economic activity in relation to 
market conditions and a balance between the different categories of assets 
are needed. 
 
GENERAL CONTEXT OF THE HOTEL AND RESTAURANT 
SECTOR 
 

The development of the HR sector in Romania was in line with the 
general economic evolution of the country. In 1990, Romania started its 
transition from communism and a centralised economic system to 
capitalism and a market economy. In 2007, Romania experienced another 
major change when it joined the European Union (EU) and this had an 
impact on the HR sector. 

Lacking major investments, Romanian tourism has not developed 
sufficiently in the last 20 years, although this domain has recently been 
perceived as an important economic sector by the government and is 
benefiting from European funds. Consequently, many accommodation 
facilities have been upgraded or constructed both in the main cities and 
the countryside.  

Nevertheless, it is the domestic costumers and not foreign visitors 
that are the main segment of demand for the HR sector. Romania has one 
of the lowest proportion of international tourism nights compared to total 
overnights among the EU countries (17.1% in 2006) (Eurostat, 2008).  

Two of the most relevant indicators characterising the general HR 
sector development are the share of the HR industry in total net 
investments and in total gross value added to the Romanian economy. 
The analysis of these shares in the period 1990–2007 (see Figure 1) 
reveals a similar trend for these two indicators, explained by the fact that 
both investments and gross value added (GVA) are part of the gross 
domestic product (GDP). In the last years of the analysed period, the 
values of these shares were rather close: the HR share in the GVA was 
slightly above 2% while the HR share in total net investments was 
slightly below this value. However, in recent years the HR share in net 
investments is obviously above the same average share for the period 
1990–2007 emphasizing the dynamics of investment in the HR sector 
during these years. Nevertheless, the evolution of these indicators is in 
fact contradictory and no clear and consistent development of the HR 
sector is observed from the GVA (and GDP) point of view in the period 
1990–2007. 
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Another relevant indicator is foreign direct investment (FDI) in the 
HR sector (see Table 1).  

 
Figure 1 HR share in total net investments and GVA in Romania, 

1990-2007 (%) 
 

 
Source: National Institute of Statistics (NIS), 2009 Statistical Yearbook, computed 
values 

 
For the period 2003–2008, a boom in FDI in the HR sector was 

registered in 2006 and 2007 in absolute terms: €270 and €280 million, 
respectively. In the previous years, lower values have been registered: €29 
million in 2004 and €42 million in 2005. In 2008, a slight decrease in FDI 
for the HR sector was registered (it was €181 million in that year), 
probably the early signs of the economic crisis which would also affects 
Romania. In relative terms, the HR share in total FDI in Romania is rather 
insignificant (generally bellow 1%), which reveals that tourism as a sector 
is not very important or attractive for foreign investment.  

It has to be admitted though that much of the investment in the HR 
sector is by domestic investors not foreign ones, although it is recognized 
that “the involvement of renowned international hotel chains in 
management contracts has raised the profile of this sector among 
international investors” (World Tourism Organization, 2007, 29). 
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Table 1 FDI in the HR sector in Romania, 2003-2008 (million €) 
 

 2003 2004 2005 2006 2007 2008 
FDI in HR 
sector 109 29 42 283 270 181 
FDI - total 9,662 15,040 21,885 34,512 42,770 48,798 
HR share (%) 1.13% 0.19% 0.19% 0.37% 0.63% 0.37% 

Source: National Bank of Romania, Survey on FDI, conducted by the National Bank of 
Romania and the N.I.S. 

 
However, the perspectives of investment growth are more than 

optimistic. The World Travel and Tourism Council (WTTC) estimates for 
the period 2007–2016 are a robust 6.2% of 10-year real growth of capital 
investment in travel and tourism which places Romania in the third 
position in the European region and twenty-first position in the world. 
“Definitely this ranking sends a positive message to travel and tourism 
operators at home and abroad that Romania is well positioned to attract 
significant new business ventures” (WTTC, 2006, 27). 

 
REGIONAL DISPARITIES IN INVESTMENTS IN THE HOTEL 
AND RESTAURANT SECTOR 

 
The evolution of indicators such as the gross investments of local 

active units (GInv_LAU) or the turnover in the HR sector emphasise 
important disparities at the level of the major developed regions (NUTS II 
level) in Romania, reflecting in part those displayed by the business 
environment and the level of general economic development. The 
disparities of these two indicators were analysed.  

A dynamic and flexible service sector was observed in the recent 
years, but it was also a highly competitive one dominated by small and 
medium enterprises (SME’s), which absorb a significant percentage of the 
labour force in the Romanian private sector. However, small enterprises 
represent majority of the active units in the HR sector. 

In 2007, in terms of the GInv_LAU in the HR sector, the Bucharest – 
Ilfov region occupied the highest position with 338.85 millions lei 
(constant prices, 1999 base period) among the development regions in 
Romania (see Figure 2). Bucharest has an active and dynamic business 
environment and as is an important centre for services in addition to being 
the capital city of Romania, and attracts business tourism throughout the 
year. Consequently, the level of investments in the HR sector display the 
highest values compared to other regions of the country during the last 
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few years. 
The Bucharest-Ilfov region is followed by the Centre and South-East 

regions, each exceeding the threshold of 100 million lei for 2007. Both 
regions had important tourism resources and infrastructure and attracted a 
number of tourists. The South-West region had the lowest level of gross 
investments accounting for only 33.41 million lei in 2007. 

 
Figure 2 Regional disparities of GInv_LAU in the HR in Romania 

(2007) 
 

 
Source: data processed by the authors using the data from the N.I.S. 

 
However, the evolution of the GInv_LAU in the HR sector in 2007 as 

compared with 1999 showed an increase for all the regions. The most 
important growth rates were registered by the West (10.14) and Centre 
(8.69) regions. Increased growth rates in gross investments for the HR 
sector were also registered in this period for the South and North-West 
regions (see Figure 3).  

Although it did not have as considerable a growth in 2007 compared 
to (the figures displayed in) 1999 in terms of gross investments, the 
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Bucharest-Ilfov region showed by far the highest level of this indicator, 
mostly due to important increases occurring in 2000–2001, 2004–2005, 
and especially in 2006–2007.  

 
Figure 3 Regional disparities in the evolution of the GInv_LAU in 

the HR in Romania (2007/1999, %) 
 

 
Source: data processed by the authors using the data from the N.I.S. 

 
Turnover for the HR sector showed a similarly high position for the 

Bucharest-Ilfov region, which registered a value of 689.36 millions lei in 
2007 (in constant prices considered at the level of 1999 as the base 
period) (see Figure 4). As in the case of gross investments, the South-East 
and Centre development regions followed Bucharest (though far behind), 
each having turnover valued at over 300 million lei while the South-West 
region came last with a turnover of 142.38 million lei. The high value 
displayed by Bucharest is explained by the profile of its tourism market, 
which is oriented towards business tourism. The capital city consequently 
has a concentrated number of highly priced accommodation units of large 
capacities and different comforts. 

The evolution of turnover for the HR sector in the period 1999–2007 
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showed a clear increase. However, this is lower than that of investments, 
the highest value for the North-West region was 3.37 %. Rates of over 
2.5% were also registered by the West and South regions (see Figure 5). 

 
Figure 4 Regional disparities of turnover for HR in Romania (2007) 

 

 
Source: data processed by the authors using the data from the N.I.S. 

 
Although the rate of increase was not dramatic, due to the high levels 

of turnover registered in 1999 (over 300 million lei), the Bucharest-Ilfov 
region had the most important and dynamic evolution in turnover in the 
period 1999–2007. As in the case of investments, a peak was registered in 
the 2000–2001 period, which marked the starting of increase in GDP, 
followed by a decline and then again a rise in the 2005–2007 period. 
However, in the case of investments the period of decline after the year 
2001 was longer. For turnover, only 2002 represented a stagnant period—
after this year, the Bucharest region registered an uninterrupted increasing 
turnover rate. Another important growth period in the North-West region 
was 1999-2007, when the region attracted investments especially from 
important European structural funds through different programmes mostly 
during the periods 2002–2003 and in 2005–2006. However, contrary to 
all the other regions, which registered increased turnover rates in the HR 
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sector in the period 2005–2006 and mainly in 2006–2007, the North-West 
region stagnated and even registered a small decline in 2006–2007. 

 
Figure 5 Regional disparities in the evolution of turnover for HR in 

Romania (2007/1999, %) 
 

 
Source: data processed by the authors using the data from the N.I. S. 
 

Besides the general economic development, regional disparities and 
evolution of the two indicators analysed above for the HR sector were 
influenced by the level of tourism development and the manner in which 
tourism developed—aspects influenced in their turn by the type of 
tourism resources and attractions. Consequently, the important values 
displayed by the Centre region, both in terms of gross investments and 
turnover for the HR sector for the reference year 2007 and from an 
evolutionary perspective during the period 1999–2007, are explained by 
its various tourism resources (mountains having winter sports facilities, 
trekking and hiking facilities during summer, cultural attractions 
including some that are part of the UNESCO heritage, a dynamic and 
attractive business environment for incentive tourism and various 
business events) that generate demand for tourism throughout the year. 
The South-East is also important both in terms of investments and 
turnover for the tourism sector mainly due to mass tourism which, 
although highly seasonal, registers a sizable number of overnights and 
brings high revenues for the Black Sea resorts. The Danube Delta is a 
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very attractive area for tourism in the region during the summer season 
but contributes less to the value of these economic indicators as its 
economic environment is not very dominated by important private 
investors and hotel chains in terms of accommodation units and food 
services, while the local business environment is based primarily on small 
investments from local communities. This could be in part the argument 
also supporting the low figures of investments and turnover for the North-
East region. In spite of its high potential for tourism development due to 
its important and varied resources, the business sector of HR is dominated 
by SMEs run by authorized physical persons (APPs) and family 
association (FA) types situated in the rural areas, which have less 
financial power and a discontinuous character to their investments. Small-
scale tourism units, the low-mass character of tourism demand and the 
unattractive economic environment explain the lower figures of 
investments and turnover for the HR sector in North-East region. The 
West and North-West regions occupy the third and fourth place both in 
terms of gross investments and turnover for the HR sector in the year 
2007, emphasizing the important evolution in the period 1999–2007. The 
values could be explained by the attractive conditions for investment in 
the business sector in general and for the HR sector in particular in this 
Romanian region. Important gross investments in tangible goods (e.g. spa 
resorts) in the HR sector were made in 2006 towards many beneficiaries 
located in these regions. However, the Bucharest-Ilfov had highest values 
both in terms of gross investments in tangible goods and turnover in the 
HR sector in the reference period as it attracted the highest volume of 
both international and domestic tourists in Romania, although most were 
attracted by business tourism and less for leisure. 

 
RESEARCH METHODOLOGY 
 

To test the links between the chosen variables, gross investments in 
tangible goods, and the turnover of active local units from the HR sector, 
a pool data model was created for the Romanian development regions 
using statistical data and the EViews software for analysis.  

The data used in pool analysis were collected from the Romanian 
Statistical Yearbook (provided by the NIS). Thus data set, which used 
time- series cross-sectional data, contained a total of 72 observations. The 
eight development regions (North East—NE, South-East—SE, South-
Muntenia —S, South West Oltenia—SW, North West—NW, West—W, 
Centre—C, Bucharest-Ilfov—B) were observed for 9 years from 1999 to 
2007. The data were collected annually for the analysed period, and 
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expressed in constant prices (using the consumer price index) for the base 
year 1999. 

The analysed period included events that influenced the Romanian 
economy. Since 2000, the Romanian economy has bounced back and 
until 2008 the GDP has recorded an increase, the year with the highest 
economic growth rate being 2004. Also, the year 2007, marking 
Romania’s joining the European Union, represented another reference 
period. 

A pool data analysis consists of a mix of data and time series for 
different entities—development regions in our case. The estimated model 
can be written as: 

ittiititit XY εγδβα ++++=     (1) 

where itY  represents the dependent variable, itX  vector of 
regressors, α is the parameter representing the overall constant in the 
model, itβ  are the regressors coefficients, iδ  are cross-section-specific 
effects (random or fixed), tγ  are period-specific effects (random or 
fixed), itε  are error terms (for i = 1,2,…,M cross-sectional units observed 
for dated periods t = 1,2,…,T), i  are number of cross-sections and t  is 
the time period. 

Our data set has information on a small number of variables observed 
over a small period of time called pooled time series, cross-section data. 
In the described model used to analyse the relation between turnover and 
investments, we have selected fixed effects specifications for cross- 
sections, meaning that the pooled model does have constant slopes but 
intercepts differ according to the region. The cross-sectional fixed-effects 
specification implies the removing of the cross-section specific means 
from the dependent variable and exogenous regressors, and then 
performing the specified regression on the demean. EViews automatically 
includes a constant term so that the fixed effects estimate the sum to zero, 
being interpreted as derivations from an overall mean. There are 
significant differences among regions in this model but there are no 
significant temporal effects for the analysed period 1999–2007.  

According to Greene (2002), “fixed effects model allows the 
unobserved individual effects to be correlated with the included 
variables”. The fixed-effects specification assumes that the effect ( iδ ) is 
correlated with the idiosyncratic residual itε . 

The model used in estimating the equation is the ordinary least 
squares regression, which has a balanced sample. The built regression 
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equation has common coefficients, implying that the enter variables have 
the same coefficients across all cross-section members of the pool 
equation. All observations are given equal weight in the estimation.  

The data are grouped under the unstacked data form, meaning that 
observations on a variable for a development region are grouped together, 
but are separate from observations for other variables and other regions. 

The pool data analysis was chosen because of the connected effects 
which may occur due to changes in the investments policies of enterprises 
that may differ from one period to another and from one development 
region to another. 
 
A POOL DATA ANALYSIS ON TURNOVER AND 
INVESTMENTS: RESULTS AND DISCUSSIONS 
 

This section aims to investigate the relation between gross 
investments in tangible goods and turnover of active enterprises operating 
in the HR sector. The main question is if, at a regional level, taking into 
consideration the eight development regions in Romania, a regression 
equation can be constructed with turnover as a dependent variable and 
gross investments as a manipulated variable. 
 
Figure 6 Scater plot on turnover and gross investments in tangible 

goods of the HR sector in Romania, period 1999-2007 

 
Source: authors calculations, displayed using Eviews software 
 

The regression equation is displayed below: 
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itiiitit INVTURN εδβα ++×+=    (2) 
There is a total of k coefficients in β, each corresponding to an 

element of INV_?, INV_? are the gross investments in tangible goods of 
active local units from the HR sector by development regions; α is the 
parameter representing the overall constant in the model; iβ  indicates the 
presence of cross-section specific-effects terms, handled using the fixed-
effects method. There are k  in each iβ  for a total of kM slope 
coefficients. TURN_? is the turnover of active local units in the HR sector 
by development regions, iδ  are cross-section fixed effects; itε  are error 
terms; i are 1,2…8 development regions, and t are the 1,2…9 years of 
analysis. 

The results of the data processing through EViews are displayed in 
Table 2. 

 
Table 2 Pool data regression equation results 

 
Dependent Variable: TURN?   
Method: Pooled Least Squares   
Sample: 1999 2007   
Included observations: 9   
Cross-sections included: 8   
Total pool (balanced) observations: 72  

Variable Coefficient Std. Error t-Statistic Prob. 
α  25.763 8.505 3.029 0.0036 

INV? ( iβ ) 1.695 0.134 12.662 0.0000 
Fixed Effects (Cross)     

_NE— iδ  54.792 _W— iδ  -55.672  
_SE— iδ  -42.652 _NW— iδ  -57.080  
_S— iδ  -44.814 _C— iδ  96.341  

_SW— iδ  -53.753 _B— iδ  102.838  
 Effects Specification   

Cross-section fixed (dummy variables)  
R-squared = 0.8996; Adjusted R-squared = 0.8869; Durbin-
Watson stat = 1.944; F-statistic = 70.579; Prob(F-statistic) 
=0.000  
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Source: authors calculations, displayed using Eviews software 
 

For the validation of the regression equation, few of these statistics 
require to be discussed. First, the absolute values of the t-statistic 
corresponding to the coefficients of the function indicate that the 
estimated coefficients are statistically significant at a p-value of 1%. The 
overall regression as measured by the R-squared value fit of almost 90%, 
indicates a very tight fit. The p-value given for the F-statistic is the 
marginal significance level of the F-test. The p-value is essentially zero, 
so we reject the null hypothesis that all of the regression coefficients are 
zero, showing that the model is relevant.  

The interpretation of the reported R-squared and F-statistics describe 
the explanatory power of the entire specification, including the estimated 
fixed effects and the use of reported information criteria such as the 
number of parameters and estimated coefficients including fixed effects. 
The value of the Durbin-Watson statistic reported above (1% significance 
points of dL and dU), namely dU=1.501<dcalc=1.944<(4-1.501=2.499) 
shows that the residual variables are not correlated serially. The reported 
Durbin-Watson statistic is formed simply by computing the first-order 
residual correlation on the stacked set of residuals. 

In conclusion, the model may be considered representative at the 
regional level of the connection between the turnover and gross 
investments in tangible goods. The obtained results based on the 
constructed model indicate that gross investments have a strong influence 
on the turnover of a hotel or a restaurant. 

The regression coefficient iβ  shows the average changes (increase or 
decrease) of the variable turnover to a unit change in the variable gross 
investments. The regression coefficients iβ >0 indicate a direct link 
between the analysed variables. The increase in gross investments 
generate an increase in turnover in an active enterprise operating in the 
HR sector. 

For the eight development regions in Romania included in the 
sample, the results obtained show the evolution of the dependent variable 
and the regressor—it is a direct relationship. This means that an increase 
in the level of gross investments in tangible goods could lead in time to an 
increase in the turnover of the enterprises operating in the HR sector. 

The regression equation for the pool data indicates that there is a 
direct and strong influence of gross investment in tangible goods in an 
enterprise’s turnover, meaning that a 1 leu increase in the gross 
investment at the regional level generates a 1.695 lei increase in the 
turnover of enterprises in the HR sector. Each monetary unit spent as 
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investment in a tourism enterprise will multiply its turnover and spread 
additional benefits not only for the respective economic unit (in terms of 
income, profit) but also provide better services for the customers, build a 
better image or the enterprise and strengthen its competitive market 
position. Also, it would increase employee confidence as investments are 
business offerings that ensure sustainable jobs, and spread economic, 
social and environmental effects in the local community. A strong tourism 
sector also ensures sustainability and a strong capability to overcome any 
future economic crisis, uncertainty or risk period (e.g. climate change 
effects). 
 
CONCLUSIONS 
 

Investments are for a business what fertilizers are for agricultural 
land—they are the stimulus for production. For hotels or catering 
businesses, investments in the management team represent an effective 
tool for adaptation to increasingly sophisticated customer demands and 
the market, as well as a way to bring innovation and quality services into 
the enterprise to keep it competitive in a risky and uncertain business 
environment.  

Effective investments provide sustainability to the tourism business, 
being good instruments to be one step ahead of the market, to anticipate 
change or to launch a “fashion” in terms of tourism products. Investments 
represent the “spark” for the business and help boost its market position 
as compared to other competitors. Tourism investments should carefully 
planned by professionals having a powerful vision aiming the future 
success of the industry. 

The Romanian HR sector had to overcome a difficult period of 
transition to the market economy, but despite the difficulties brought by 
the lack of investments, poor human resources training, decreases in 
tourist flows or low percentage of foreign tourists’ demand, tourism is 
considered a priority for the development of the Romanian economy. 
Romanian tourism potential should inspire entrepreneurs to make 
investments in the HR sector, but regional disparities and other 
regulations and bureaucratic constraints limit the total volume of 
investments. However, there are some “star” development regions in 
Romania where the volume of investments has increased significantly 
proportion (West, Centre, Bucharest-Ilfov) in the past few years.  

The constructed pool data regression equation for the eight 
development regions in Romania for the 1999-2007 period, using 
turnover as the dependent variable and gross investments in tangible 
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goods of the active units from HR sector as regressor indicate that the 
regressor has a strong direct influence upon the dependent variable. The 
econometric results indicate that the enterprises operating in the HR 
sector should not neglect the investment component in their management 
policy if they’re aiming at the long-term profitability and sustainability of 
their business. A strong business is one which has the power to invest 
during periods of recession and to transform its weaknesses to strengths 
through investments.  
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While our understanding of the issues surrounding foreign direct investment 
(FDI) in tourism is limited (Endo, 2006), even less is known about the role of FDI 
and other macroeconomic variables in the lodging segment of the tourism 
industry. This research fills this gap by examining the population of U.S. hotels 
with international operations with respect to FDI, Market Interconnectedness and 
Tourist Flows in foreign countries. Additional examination is performed 
separately on high-income and middle-income countries. Study findings suggest 
that Market Interconnectedness is highly significantly and positively correlated 
with presence of U.S. hotel firms abroad, while FDI and Tourist Flows are not. 
However, results somewhat differ with respect to high-income and middle-income 
countries. 
 
Keywords: hotels; hotel chains; lodging; FDI; market interconnectedness; 

tourist flows 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Establishing a network of foreign operations and increasing brand 
familiarity abroad is an important part of a firm’s global strategy. Firms 
go abroad for a variety of reasons, as explained by the different theories 
of the multinational firm (Dunning, 1988). Multinationality, which refers 
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to the extent to which firms operate abroad, not only builds the image of 
the firm but also enables the firm to reap the benefits of economies of 
scale and scope (Hitt et al., 1997). 

While most of the studies dealing with the topic of multinationality 
are focused on the industrial manufacturing sector, the service sector has 
grown rapidly in the last two decades. Most high-income countries 
depend on this sector for a major contribution to their GDP (Botti et al., 
2007; Brida et al., 2010; Claveria & Datzira, 2009; Curtis & Kokotos, 
2009). Service industries from these countries constitute an increasing 
percentage of foreign direct investment (FDI) abroad (Boddewyn et al., 
1986; Yilmaz & Altintas, 2008). The globalization trend is particularly 
significant in the hotel sector. The hospitality industry is one of the 
service industries that have been involved in exporting services beyond 
national boundaries (Miller, 1989). With high rates of expansion and 
growth mainly through the use of non-equity modes (Erramilli, 1996; 
Erramilli et al. 2002, 1997, 1995, 1993), such as franchising and 
management service contracts (MSCs), lodging companies are 
increasingly entering the markets of middle-income countries. The growth 
of the Internet and e-commerce has given further impetus to the 
development of this industry. Yet, despite these developments, there is a 
paucity of research involving FDI in tourism (Endo, 2006). 

Many factors influence the investment decisions of U.S. 
multinational firms abroad. According to Erramilli et al. (1997) “U.S. 
firms derive ownership advantages from their size, experience, and 
technological and marketing superiority. Perhaps having operated in the 
most-developed and sophisticated home market, many U.S. firms 
generate unique skills that give them absolute advantage over firms in 
almost all foreign host locations” (p. 735). These have been referred to as 
firm-specific factors and have been used to explain FDI behavior of U.S. 
firms (Dunning, 1980) and, more recently, to rationalize the FDI behavior 
of Spanish hotel firms (Rodriguez, 2002). Other factors that are outside 
the control of the firm also influence investment patterns. These are 
termed location-specific factors (Erramilli et al., 1997).  

The importance of the environmental forces on decision-making 
(Burns & Stalker, 1961) has been studied by several strategic 
management researchers. The practice of environmental ‘scanning’ is 
important for identification of trends that may have organization- and 
industry-wide significance (Teare & Olsen, 1992). The main focus of this 
study is to highlight the macroeconomic country-specific factors that are 
significant to scanning the international environment. We use prior 
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literature and theories to draw out these various factors that affect hotel 
firms’ FDI decisions. 

A distinguishing feature of services (as opposed to manufactured 
products) is their simultaneous production and consumption. Therefore, 
we restrict our study to the service sector and the assumptions of this 
study may not necessarily be generalizable to the manufacturing sector. 
The rest of the paper is organized as follows; we introduce the 
distinctiveness of the U.S. hotel sector and a literature review of the 
studies that have been conducted and the theoretical underpinnings of the 
study. Then we develop hypotheses and empirically analyze them. 
Finally, we discuss the results and the implications of this study. 
 
OVERVIEW OF THE U.S. HOTEL INDUSTRY 
 

The U.S. hotel market is a mature industry as compared to that of 
other countries. In addition, there is ample evidence which indicates that 
culture has a significant influence on management practices and entry 
modes. In order to control for these effects for multinational firms hailing 
from different cultures, we focus on U.S. hotel firms, which are also most 
likely to have substantial investments abroad. Despite the large number of 
lodging companies (over 100), the U.S. lodging market is dominated by 
roughly ten multi-brand hotel chains operating in different market 
segments. These top-level hotel firms (some U.S.-based and others 
foreign-based) have between 380 and 6,630 hotel units, and between 
92,000 and 554,000 rooms (Hotels’ Corporate 300 Ranking, 2006).  

Although the growth in the hotel sector initially began with equity 
forms of ownership, the last two decades have seen growth primarily 
through non-equity modes such as franchising and MSCs. Also, recent 
years have witnessed increased FDI as a means of expansion. Hence, the 
largest 7-8 U.S.-based hotel chains are now ‘global hotel chains’. In this 
study, a global hotel chain is described as having presence abroad either 
via equity participation, franchising or MSC (Contractor & Kundu, 1998).  

The primary motivations for international expansion of hotel firms, 
as illustrated by Teare and Olsen (1992), are saturation of the domestic 
markets and thus the need to increase levels of growth and profits, 
development of brand loyalty, and protection from fluctuating economies.     
 
LITERATURE REVIEW 
 

There have been studies that have focused solely on the service 
sector. Previous researchers have applied different theories to explain 
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international expansion in the service industries. Some of the commonly 
used theories are transaction-cost theory or transaction-cost economics 
(TCE; Erramilli et al., 1998), market entry studies (Buckley & Casson, 
1988), and the organizational capability perspective (Erramilli, 2002). 

Within services, the main focus of TCE is on one transaction (one 
market entry) at a time. The choice of organizational mode is that which 
minimizes transaction costs, thus improving the organizational 
performance. For the world as a whole, over 65% (Contractor & Kundu, 
1998) of all foreign hotel properties are under non-equity modes of 
operation (28.4 % franchised, 37% MSCs). Within the TCE framework, 
entrepreneurs are likely to enter foreign markets somewhere between the 
pure market and hierarchy (FDI) endpoints of the TCE continuum. The 
pure market entry strategy implies that the entrepreneur directly contacts 
foreign buyers and conducts the transaction based upon the prevailing 
market price. Although such a method minimizes costs and the threat of 
opportunism, it also assumes that the entrepreneur possesses the requisite 
expertise to maneuver through foreign government regulations (Bilkey, 
1978).  

In the analysis of strategic modes of entry, Contractor and Kundu 
(1998) suggest that in entering foreign markets, both environmental (i.e. 
market or country-specific) and firm-specific (i.e. overall long-term 
strategy) variables affect the choice of organizational mode. In addition, 
companies with longer international experience and geographic reach 
prefer higher equity and control modes of expansion (Erramilli, 1991). In 
risky countries, however, companies prefer non-equity modes – 
franchising and MSC – where royalties and fees provide a more certain 
return then dividends (Contractor & Kundu, 1998). In contrast, the non-
traditional view suggests that the greater international experience a firm 
has, the better it will be at assessing its local partner’s behavior, and will 
thus realize the advantage of using a different entry mode (Fladmoe-
Lindquist & Jacques, 1995). Similarly, in the case of high uncertainty, 
companies achieve greater operational efficiency when their activities are 
highly integrated by way of avoiding negotiation costs and the 
supervision of a local agent (Williamson, 1985).  

In discussion of organizational capabilities, Erramilli and D’Souza 
(1995) suggest that in entering foreign markets, organizations face 
internal and external uncertainty. While internal uncertainty is caused 
primarily by the firm’s lack of knowledge (experience) of host markets, 
the external uncertainty is caused by the host market volatility (Anderson 
& Gatignon, 1986). Miller (1992) further supports this internal-external 
dichotomy within the broader strategic management perspective, 
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suggesting that uncertainty can arise from inadequacy of information on 
certain variables or from the unpredictability of the environment. As a 
way of coping with foreign market uncertainty, firms limit their resource 
commitments, particularly fixed investments, thus reducing the loss of 
financial assets when unpredictable events affect firms adversely (Hill et 
al., 1990). Consequently, as suggested by Erramilli and D’Souza (1995), 
service organizations characterized by production-consumption 
inseparability render themselves to non-equity modes despite the fact that 
the only non-FDI option available to them is the contractual method (as 
opposed to the export method).   

 
THEORETICAL UNDERPINNINGS 
 

While a host of theories have been used to explain the international 
expansion behavior of global hotel chains, no significant study has 
examined the international expansion trends of the U.S. hotel industry 
using the FDI theory. Earlier studies that used the FDI theory examined 
location-specific factors that represent the special advantages accruing to 
manufacturing (as opposed to service) firms operating at a particular 
location. FDI theories suggest that firms will invest more and/or select 
higher-equity modes in those countries which provide greater location-
specific advantages. (Erramilli et al., 1997). Surprisingly, very little is 
known about location-specific advantages for service firms (see for 
instance Erramilli et al., 1997). 

Building on FDI theory, this paper fills the gap in prior research by 
investigating the expansion trends of U.S.-based global hotel chains that 
determine a firm’s foreign strategy. Some of the hypotheses this paper 
puts forth may be peculiar to the U.S. hotel industry, but may also apply 
to the service industry on the whole.    
 
HYPOTHESES 
 

As explained by Miller and Parkhe  (1998) with respect to operations 
of U.S. banks abroad, banks often ‘follow-the-client’ in their bid to 
effectively meet the needs of their global clients. Similarly, hotel chains 
would also tend to respond to the demands of their patrons who frequent 
foreign locations and thus expand to follow their clients. Highly mobile 
consumers who travel extensively look for same brands and services 
wherever they are (Douglas & Craig, 1996). The situation in a foreign 
market brings about opportunities and threats for a firm investing in that 
country. The key foreign market characteristics that affect the decision to 



Ljudevit Pranić, Wesley S. Roehl & Sonia Ketkar 

160 
 

enter a particular country include demand potential, cultural similarity to 
home market, brand familiarity, etc. (Cavusgil & Zou, 1994).  

Thus, while foreign market characteristics may or may not be a 
conscious cognitive consideration of the hotel chain, they are still a major 
influence on the decision to enter a particular country. Some hotels have 
also started offering funds transfer and other high-tech services to serve 
their customers better. With a steady increase in international trade and 
investment, a tactic employed by firms is to follow their clients to 
international destinations (Teare & Olsen, 1992). The amount of FDI in a 
particular country or location is often a solid indication of the presence of 
foreign nationals or expatriates in that country. This leads us to the 
following hypothesis (Figure 1): 

 
H1: The presence of U.S. hotel chains in a foreign country will be 

positively associated with U.S. FDI in that country. 
 
Most countries of the world actively trade goods and services with 

other countries. The amount of trade with another country begins to 
capture one aspect of economic interconnectedness (Douglas & Craig, 
1996). Bilateral trade indicators are useful for assessing the 
interconnectedness at the country level. However, since the relative size 
of economies is almost never the same, this relationship is not 
symmetrical. For example, when calculating the market interdependency 
score (shown in the methodology section), it can be seen that the Asian 
countries have greater interdependence with each other than with the 
European countries. This is not surprising since firms tend to invest in 
countries that are geographically close or in which investors have 
experience or cultural ties (Davidson, 1980). On the other hand, there is 
much trade between U.S. and Japan and China, despite the significant 
geographical distance. Thus, the relationship between geographic location 
and market interconnectedness is inconclusive due to several moderating 
factors that confound the effect. Yet, the greater the market 
interconnectedness, the greater the likelihood of higher demand for 
familiar brands. In other words, if the decision-makers perceive a 
particular foreign market as interconnected with the home market, they 
are likely to envision similar demand in that market. Hence, while earlier 
studies have discussed some of the environmental determinants of 
foreign-market entry modes, they have not examined the impact of market 
linkages and market similarities on the presence of hotel chains in a 
particular country. We fill that gap by testing the following hypothesis 
(Figure 1):  
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H2: The presence of U.S. hotel chains in a foreign country will be 

positively associated with the market interconnectedness score of that 
country. 
 

Figure 1 The hypothesized effect of macroeconomic country-
specific factors on presence of US hotel chains abroad 

 

 
 

In conjunction with the earlier notion that service-providing 
companies follow their clients abroad, it equally follows that travelers 
will look for familiar service-providers when going abroad. As argued by 
Kabir (1998) in the analysis of growth strategy by U.S. restaurant 
franchisors, consumers are likely to select restaurants with national brand 
names over local ones in an unknown geographical terrain. Similarly, 
firms with established brands in the domestic market inculcate brand 
loyalty from patrons who look for familiar, standardized service when 
abroad. Thus, hotel companies that follow their clients abroad have 
competitive advantage in the form of a known brand and access to 
necessary resources – such as capital and technology – which enables 
them to provide superior services to their clients (Frauendorfer & 
Gantenbein, 2002). Hence, one would expect that U.S. customers in a 
foreign country would look for familiar home-country brands. As a 
determinant of selecting different markets to evaluate for entry, one 
would expect the flow of tourists to have an impact on the choice of 
country where U.S. hotel chains are located. 

By locating in countries frequented by U.S. tourists, global hotel 
chains attempt to develop and leverage brand loyalty through familiarity, 
consistent service, and international reservation systems. The foreign 
operations of global hotel chains serve as an image enhancer (Teare & 
Olsen, 1992), which increases name recognition, thereby strengthening 
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the firms’ market position for U.S. travelers. Hence, there are companies 
present in the U.S. market that are compelled to expand abroad as more 
Americans travel abroad (Bell, 1989). This brings us to the following 
hypothesis (Figure 1): 

 
H3: The presence of U.S. hotel chains in a foreign country will be 

positively associated with U.S. tourist flows to that country. 
 
METHODOLOGY 
 
Sample 
 

This study examined the determinants of international expansion of 
U.S.-based global hotel chains in 54 countries. Our dataset was developed 
based on the presence of U.S. hotel chains in a particular country for the 
5-year period from 2001 to 2005 – because this is the most recent five-
year time period in which data for all variables and countries are 
accessible. Our resulting sample of 54 countries is made up of 29 high-
income (akin to developed)1 and 25 middle-income (akin to developing)2 
countries, as identified by the World Bank in 2010. 

We used Edgar, Marketwatch, and Mergent databases to generate a 
list of U.S. public companies whose primary activity in the 2001-2005 
period is the provision of travel and tourism services as represented by 
SIC and NAICS industry classification codes 7011 and 7211, 
respectively. We then filtered the list for firms with multi-country 
operations. The resulting population consisted of 17 U.S. firms3. Thus, the 
U.S.-based hotel chains used to select our country sample make up the 
entire population of hotel firms (1) that are SIC / NAICS classified, and 
(2) that have operations abroad. 
 
Measurement 
 

The independent variables used in the study have been summated and 
averaged over a 5-year period (2001-2005), and operationalized as below. 
All the sources used to draw our data are hosted by the U.S. government 
or related agencies. 

Presence of U.S.-based hotel chains (Total) – This variable is the 
only dependent variable used in the study. It represents the total number 
of U.S. hotels in a particular country ending in December of 2005. Data 
were obtained from individual websites of U.S. hotels companies that are 
SIC / NAICS classified and that have operations abroad.  
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U.S. FDI abroad (FDI) – This variable measures the amount of FDI 
by U.S.-based hotel firms abroad in a particular country from 2001 to 
2005. Data were obtained from the U.S. Bureau of Economic Analysis, 
International Accounts Data, reported in millions US$. 

Market interconnectedness score (Mrkt) – Mutual trade reflects the 
degree of interconnectedness at the country level (Douglas & Craig, 
2000). One measure for market interconnectedness between any two 
countries is by way of trade indicators, namely exports and imports with 
another country as a percentage of the total exports and imports for the 
U.S. We compute the score using the following formula based on the 
Douglas and Craig’s (2000) study on the uses of secondary data:                       
 

 
   

Export and import data were obtained from the U.S. Census Bureau 
Foreign Trade Statistics for the 2001-2005 and reported in millions US$. 

Tourist Flows (TFlows) – This variable has been measured as the 
number (in thousands) of U.S. residents who traveled to a particular 
country between 2001 and 2005. The data were obtained from the U.S. 
International Trade Administration’ Office of Travel and Tourism 
Industries.  
 
Statistical analysis 
 

The analysis called for two forms of analyses. We used correlations 
to determine whether there was a relationship between the dependent and 
independent variables. We also conducted an additional multiple 
regression analysis to check for causality between the dependent and 
independent variables. 
 
RESULTS 
 
All countries 
 

We first examined a matrix scatter plot of the raw data, which 
suggested a need for log transformation. A scatter plot of the log 

U.S. with country X =
Exports to X + Imports from X

Total exports from the U.S. 
+ 

Total imports to the U.S.
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transformed data showed a clear pattern and we conducted further 
analyses using the log transformed data. 

We used Spearman’s correlation analysis for the independent as well 
as dependent variables. These results show that the presence of U.S. hotel 
chains in foreign markets is strongly positively related to FDI, Mrkt and 
TFlows, as indicated by the significance flagged in all of the variables 
(Table 1). Moreover, there is a strong and a significant correlation among 
the independent variables. The results of a multiple regression analysis 
(Table 2) indicate that 49% of the variance in Total can be predicted by a 
combination of the three independent variables. Market 
Interconnectedness had a positive and a very significant effect on Total 
showing a t value of 4 and a p value of .000. Average FDI and Tourist 
Flows did not have a significant effect on the presence of U.S. hotel 
chains abroad. The combined findings from correlation and regression 
analyses provide support for H2, while H1 and H3 are not supported. 
 

Table 1 Correlation between Total and independent variables 
(Spearman’s Rank) 

 
Variable Total FDI Mrkt N 

FDI .541**   54 
Mrkt .610** .686**  54 

TFlows .421** .466** .518** 54 
**Significant at the .01 level (2-tailed) 

 
 

Table 2 Multiple regression of independent variables on Total 
 

Variable Unstandardized t p B 
FDI .045   .359 .721 
Mrkt .556 4.072    .000** 

TFlows .182 1.115 .270 
R2 = .49    

**Significant at the .01 level 
 

High-income vs. middle-income countries 
 

We also ran a separate set of analyses for high-income and middle-
income countries. For high-income countries, Spearman’s correlation 
analysis (Table 3) revealed a very significant positive correlation between 
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the dependent variable and Mrkt and TFlows, whereas the correlation 
between Total and FDI was marginally significant and positive. 
Moreover, there is a strong and a significant correlation among the 
independent variables. The results of a multiple regression analysis (Table 
4) indicate that 52% of the variance in Total can be predicted by a 
combination of the three independent variables. Mrkt had a positive and a 
moderately significant effect on Total showing a t value of 2 and a p value 
of .049. FDI and TFlows did not have a significant effect on Total. Thus, 
for high-income countries, the combined findings from correlation and 
regression analyses provide support for H2, while H1 and H3 are not 
supported. 
 

Table 3 Correlation between Total and independent variables 
(Spearman’s Rank) for high-income countries 

 
Variable Total FDI Mrkt N 

FDI .425*   54 
Mrkt  .620** .735**  54 

TFlows  .490** .620** .649** 54 
 *Significant at the .05 level (2-tailed) 
**Significant at the .01 level (2-tailed) 

 
Table 4 Multiple regression of independent variables on Total for 

high-income countries 
 

Variable Unstandardized t p B 
FDI -.033   -.241   .811 
Mrkt  .416  2.074    .049* 

TFlows  .465  1.743   .094 
R2 = .52    

*Significant at the .05 level 
 

Our sample of middle-income showed a very significant positive 
Spearman’s correlation between Total and FDI and Mrkt, while the 
correlation between Total and TFlows was not significant (Table 5). 
Moreover, there is a strong and a significant correlation between FDI and 
Mrkt, while TFlows is not correlated with other independent variables. 
The results of a multiple regression analysis (Table 6) indicate FDI, Mrkt, 
and TFlows did not have a significant effect on Total. This shows that in 
case of middle-income countries, the presence of U.S. hotel chains is not 
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associated with the U.S. FDI to these countries, the level of market 
similarity, and the presence of U.S. hotel chains’ patrons who visit these 
countries. Thus, for middle-income countries, the combined findings from 
correlation and regression analyses suggest that H1, H2, and H3 are not 
supported. 
 

Table 5 Correlation between Total and independent variables 
(Spearman’s Rank) for middle-income countries 

 
Variable Total FDI Mrkt N 

FDI     .625**   54 
Mrkt     .591**    .640**  54 

TFlows  .317 .143 .299 54 
**Significant at the .01 level (2-tailed) 

 
Table 6 Multiple regression of independent variables on Total for 

middle-income countries 
 

Variable Unstandardized t p B 
FDI 1.092   1.948   .065 
Mrkt   .408   1.856   .078 

TFlows  -.225  -1.161   .259 
R2 = .57    

**Significant at the .01 level 
 

Comparing high-income to middle-income countries, the results here 
suggest that the level of market interconnectedness between the U.S. and 
other high-income countries does have some influence on the presence of 
U.S. hotel chains in those countries. Stated differently, the amount of 
trade between the U.S. and a particular high-income country moderately 
drives the presence of U.S. hotel chains in that country. On the other 
hand, the flow of both U.S. FDI and U.S. tourists does not appear to exert 
much influence on the presence of U.S. hotel chains in either high-income 
or middle-income countries. This lack of influence, especially in regards 
to the flow of U.S. tourists to middle-income countries, comes somewhat 
as a surprise, since one would expect business in middle-income countries 
to be more exposed to political and environmental risk and uncertainty, 
and thus more reliant on follow-the-client model for entering these 
countries. 
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DISCUSSION 
 

This study examined the effect of macro-economic factors such as 
U.S. FDI, economic market interconnectedness, and tourist flows on the 
presence of U.S. hotel chains in a particular country. Specifically, we 
investigated differences in patterns of entry by hotel chains in general and 
separately for high-income and middle-income countries. 

Market interconnectedness was the only significant variable for its 
effect on the presence of U.S. hotel chains abroad. It is a score for the 
level of bilateral trade and economic relatedness between two countries. 
Our analysis further revealed that U.S. FDI in a particular country does 
not induce hotel chains to set up operations in that country. This result is 
in contrast to other findings (e.g. Parkhe, 1998), whereby following other 
multi-country firms to a given country is believed to represent a location 
advantage, that is, it is supposed to provide growth opportunities through 
expansion abroad. 

Making the distinction between high-income and middle-income 
countries, market interconnectedness moderately influences the presence 
of U.S. hotels in high-income countries, while FDI and tourist flows do 
not. In case of middle-income economies, none of the three investigated 
variables are related to the presence of U.S. hotel chains abroad. Since 
hotel chains belong to the hospitality industry, their main focus and most 
important stakeholder is not merely an American traveler, but more 
importantly the global customer or the international tourist. Thus, U.S. 
hotel chains may start operations in a country where international 
investors and tourists are most likely to visit and look for familiar brands. 
This trend is revealed by the presence of U.S. hotels in countries where 
presence of American tourists is traditionally low. This lends support for 
the follow-the-global-client practice, as opposed to the follow-the-home-
client strategy. Many international hotel patrons are loyal to a particular 
brand and prefer to stick to their favorites even when traveling abroad. 
Hence, hotel firms correctly follow their international customers in order 
to maintain their account even globally. This is especially true in case of 
the presence of hotel chains in middle-income countries. As exemplified 
by Rodriguez (2002), the Spanish hotel industry (1) has a very strong 
presence in Latin America where it caters mainly to the European ‘sun 
and sea’ market, and (2) serves as a launch-pad for European investments 
in Latin America’s tourism. 

In terms of a significant link between the presence of U.S. hotels and 
market interconnectedness, this suggests that U.S. hotel internationals pay 
little attention to greater cultural distance between the U.S. and middle-
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income countries, thus failing to confirm that cultural distance is a major 
determinant of entry into certain country (Erramilli et al., 1997). In 
general, our findings show no relationship between FDI, Market 
Interconnectedness, and Tourist Flows on one hand and the presence of 
U.S hotels abroad in middle-income countries. For all countries taken 
together, Market Interconnectedness influenced the presence of U.S. 
hotels abroad. 
 
IMPLICATIONS AND LIMITATIONS 
 

This study included theoretically important variables that have not 
been considered in any significant study on the hotel industry. The lack of 
significance of FDI and tourist flows as predictors of hotel chains’ 
expansion shows that different industries give disparate weights to 
various macro-economic factors while making a decision on foreign 
expansion. 

As far as the application of these findings, hotel corporate decision-
makers or “strategists” can apply them in their forthcoming global-
expansion plans. Specifically, top-level decision-makers can look for 
countries that are taking concrete steps to increase the amount of bilateral 
trade with the U.S. Accordingly, if a political environment in a given 
country is expected to undergo change due to various pressures, this may 
bring about changes in legal and economic environment, such as fostering 
trade and investments from the U.S. If companies (other than hotel firms) 
from other countries, especially the U.S., are expected to invest in a given 
country’s soon-to-be-changed environment, the specific hotel company’s 
decision-makers may want to enter this ‘promising’ country, thus gaining 
the first-mover advantage.  

Given the findings in this study, their generalizability must be put in 
perspective. Keeping in mind the methodology used in the study, the 
findings pertain not only to U.S. global hotel firms, but might also be 
relevant to global hotel firms from other countries, as well as other 
service organizations in the U.S. and other countries. Many national and 
regional hotel firms without international presence, as well as other travel 
industry ‘players’ (i.e. restaurants, cruises) and ‘soft-service’ firms (i.e. 
banks), have brands known to the global market. Consequently, these 
firms can offer recognizable and familiar services in countries that trade 
heavily with the U.S.  

In addition to the presented findings, this study also offers clues as to 
the possible avenues for further research. Namely, what is the relationship 
between Market Interconnectedness and U.S. travelers’ perceptions of 
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different countries? Does high level of Market Interconnectedness equal 
positive perceptions of U.S. travelers towards given country? 
Furthermore, the notorious chicken-and-egg dilemma could be examined 
in terms of FDI and hotel firms’ presence in foreign markets. Do hotel 
firms enter foreign markets before any major U.S. FDI, do they follow it 
or do they occur rather simultaneously? As suggested by Sanford and 
Dong (2000), increasing tourism in a given country can improve that 
country’s attractiveness to foreign investors. They reason that first-hand 
observations by foreign investors and their colleagues while on vacation 
in a foreign country provide a better understanding of the costs associated 
with doing business in a new environment – different regulations (e.g., 
labor laws), different customers, new competitors, new suppliers, and new 
infrastructure. While estimating these costs into the future adds to the 
existing uncertainty, exclusive reliance on traditional sources of 
information – such as census bureaus, industry associations, or published 
reports – is inadequate (Sanford & Dong, 2000). In this sense, they 
advocate the role of inbound tourism as a proxy for much of the needed 
information that can later serve as a catalyst for new FDI. 
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The island of Skiathos is an important tourist destination. The creation of tourist 
infrastructure is a necessary pre-requisite for confronting competition from other, 
equally popular, tourist destinations. In this paper an effort is made to identify the 
problems with regard to the island’s tourist infrastructure in order to make it 
possible for those responsible to take the appropriate measures for improving this 
infrastructure. This paper is based on data retrieved from a structured assessment 
questionnaire. It also combines two parallel research projects, with regard to 
both the local population as well as visitors, who are asked to assess the road 
network, the pedestrian walkways, the parking areas and access to the island’s 
beaches. In addition, the respondents are asked to express their opinion with 
regard to the drainage system, the water supply network, cleanliness, transport 
services as well as hotel facilities, restaurants and entertainment places. 
 
Keywords: Tourism, assessment of infrastructure, island of Skiathos 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Tourism plays a crucial role for national economies throughout the 
world (Korres, 2008). A basic pre-requisite for dealing with fierce 
competition in the area of tourism is the creation of infrastructure. The 
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existence of infrastructure is also important for the development of a 
place at both national and international level (Papanastasiou, Laszaridis & 
Noulas, 2006; Sheykhi, 2009; Petrakis & Psycharis, 2004). 

Although Skiathos has a big road network, nevertheless, this network 
faces several problems: bad delineation, partial construction, limited 
width and asphalting (source: Municipality of Skiathos). 

Many roads in the town of Skiathos are pedestrian walkways. The 
movement of vehicles in these roads is restricted. Only a few roads have 
sidewalks within city limits including the road which connects the town to 
the airport (source: Municipality of Skiathos). 

The drainage network of the Municipality of Skiathos is limited to 
the town of Skiathos and to a small part in the area of Koukounaries. The 
existing drainage network covers 70% of the town of Skiathos. The rest of 
the island has no drainage system. In the island of Skiathos there are two 
units for sewage treatment. The unit for sewage treatment in the town of 
Skiathos can serve 22000 people while the unit operating in the area of 
Koukounaries can serve 2500 people. The operation of the units for 
sewage treatment during winter-time is satisfactory while during summer-
time is marginal (source: P.E.W.S.D. - Skiathos). 

The problem of waste management is particularly serious during the 
summer months because of the increase of the island’s population as a 
result of tourism. The Municipality of Skiathos operates at a regular basis 
6 waste management vehicles. The rubbish bins in the island are about 
150. The municipality also operates two mechanical cleaners. During 
winter-time the collection of rubbish is done once every day (excluding 
weekends) while during the summer season is done three or four times a 
day (including weekends). Through the use of a track-laying vehicle and 
at a daily basis the garbage is covered with sand in the island’s sanitary 
landfill in the area of Zorbades. It is worth noting that the rubbish is not 
recycled in any way (source: Municipality of Skiathos). 

Until today the inhabitants of the island face no shortage of drinking 
water even though this water is brackish. The island’s water supply 
network is not restricted to the town of Skiathos but extends to areas just 
outside the town limits. The existing connections are 3300 while the 
length of the network is 12569 m. 6702 m are P.V.C. pipes of which 5462 
m are made of amiant and 405 m are made of iron. The average daily 
water consumption is 3200 m3 per day while the maximum water 
consumption is 4000 m3 per day (Markantonatos & Papavasilopoulos, 
2002, source: Skiathos P.E.W.S.D.) The water mentioned above is not 
drinking water and for this reason the town of Skiathos is supplied every 
day with 20 m3 of drinking water. The drinking water comes from the 
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area of Profitis Elias and it is distributed to 12 public fountains (source: 
P.E.W.S.D. - Skiathos) 

The island’s port can accommodate up to three ferry boats and three 
high speed boats. In addition, during the peak of the summer season the 
existing facilities in the port cannot accommodate the many private 
recreation vessels which arrive there. With regard to ferry boats, during 
the summer season the island of Skiathos is connected with 12 different 
ports while, with regard to high speed boats, the island is connected with 
8 different ports (source: Skiathos Port Police). 

Skiathos has a public airport which is not regarded as “international” 
but as “an entry-exit point”. This means that the offices regarding 
passport control and customs do not operate on a continuous basis. The 
airport is used for international flights in the period April to October. On 
the basis of the length of the airport’s runway, the International Civil 
Aviation Organization (I.C.A.O.) classifies Skiathos airport in category 3. 
On the basis of fire insurance facilities Skiathos airport is classified in 
category 6. The size of the airport’s parking area is 132x60 m and can just 
accommodate two middle size aircraft of the Boeing B737 category. In 
the surrounding area there are parking spaces which can accommodate 
118 automobiles, 16 buses, 88 rented automobiles and 10 personnel 
vehicles. However, it is difficult for the airport to host private airplanes 
especially in the peak of the tourist season. During the summer period, 
Skiathos airport is the destination of chartered flights from 18 different 
European cities (source: C.A.S. - Skiathos)  

The island’s urban transport includes three lines. The first starts from 
the town of Skiathos and terminates at Koukounaries. This particular line 
uses 5 buses of 54 seats each and serves the entire south side of the island 
with 24 stops in a distance of 15 km. The other two lines use only an 11 
seat small bus. They both start from the town of Skiathos and terminate at 
the destinations Moni Evangelistrias and Xanemos (source: P.E.T. - 
Skiathos). 

Within town limits the island of Skiathos can only provide a limited 
number of parking spaces. In the summer time, the local authorities 
attempt to solve the problem by converting a large green area into parking 
area (source: Municipality of Skiathos). 

Access to the island’s beaches is generally easy. These can be 
reached via private vehicles, buses, private recreation boats or on foot. 
Access to the beaches in the southern part of the island is easier as 
opposed to beaches in the northern part of the island which are much 
more difficult to reach. 
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Skiathos currently has 99 hotels with 3367 rooms and 6513 beds 
(source: H.T.O. - Volos). The demand for lodgings is also met by rented 
rooms or apartments. With regard to rented rooms Skiathos today has 407 
units of rented rooms with 3387 rooms and 6922 beds (source: H.T.O - 
Volos).  

In the island there are also several restaurants. The only weakness 
may be the lack of luxury restaurants. There are also several 
entertainment enterprises.  

The aim of this paper is to identify the problems of the island of 
Skiathos regarding infrastructure as these are perceived by locals and 
visitors as well as to compare and contrast these views. 

 
RESEARCH METHOD 
 

This paper is based on two independent research projects which were 
carried out in the island of Skiathos using the same questionnaire. The 
first project was addressed to the inhabitants of the island and the second 
to the visitors. 

For the investigation of the attitudes of the inhabitants of Skiathos 
simple random sampling was applied. This choice was made on the basis 
of the simplicity of this method and the fact that this technique, when 
compared to other methods, requires the least possible knowledge with 
regard to the population under study (Freese, 1984; Asteris, 1985; Matis, 
1992; Damianos, 1999; Kalamatianou, 2000). The “population” under 
study (statistical population) was the total of the adult residents of the 
island (4477 individuals). As sampling framework we used the registry 
book of the Municipality of Skiathos. 

The estimation of the proportion of the population and the estimation 
of the standard error of the proportion of the population sp are given by 
the formulas of simple random sampling. In order to calculate the size of 
the sample we needed to carry out pre-sampling, with the size of the 
sample being 50 individuals. The size of the sample for each variable was 
estimated on the basis of the formulas of simple random sampling (for 
probability (1-a) = 95%, e = 0.005 and without the correction of finite 
population since n is small in relation to the size of the population N) 
(Freese, 1984; Matis, 1992; Pagano & Gauvreau, 2000; Kalamatianou, 
2000). This way it becomes possible to estimate the most changing 
variable with the desired precision while the rest of the variables can be 
estimated with greater precision from what was originally determined 
(Matis, 1992). In this case the size of the sample was calculated to 385 
individuals.  
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The individuals were then located with the help of random numbers 
using tables of random numbers. Personal interviews were also carried 
out. In cases of refusal or in cases in which no one could be found at 
home, two more efforts were made to contact them. When this was not 
possible we used the same process to choose new sampling units. The 
collection of data began in June 2004 and ended in May 2005.  

For the investigation of the attitudes of the visitors, the “population” 
under study was the total of the visitors whose main reason for visiting 
the island was summer vacations. The summer begins on the 21st of June 
and ends on the 21st of September (Sfakianakis, 2000). The above period, 
in 2004, was the time when the research was carried out. The lack of, as 
well as the inability to create a sampling framework before the 
commencement of sampling, led us to choose the method of cluster 
sampling (Matis, 1992; Siardos, 1999; Damianou, 1999; Kalamatianou, 
2000).  Cluster sampling requires the existence of only one list of groups 
– clusters and of the elements only of the selected clusters (Filias et al, 
2000; Benos, 1991; Farmakis, 1992; Tryfos, 1996; Charissis & Kiohos 
1997). Also, the division of the population in clusters results in the 
reduction of the cost of sampling (Farmakis, 1992). 

For the successful application of the method the population is divided 
in N clusters (93 days) from which, randomly or systematically, we take a 
sample of n clusters. From those we extract observations which come 
from all the units of the selected clusters. The estimation of the proportion 
of the population and the estimation of the standard error of the 
proportion of the population sp are given by the formulas of cluster 
sampling.  

Before the application of final sampling we carried out pre-sampling 
for which five clusters were selected. The data of pre-sampling process 
were used for the estimation of the final sample (number of clusters) with 
d = 0.09 and for probability (1-α) = 95% (so respectively the value zα/2 = 
z0.025 = 1.96). The maximum size of the sample was calculated to be 16 
clusters (days). Thus, the most changing variable is estimated with the 
desired precision, while the rest are estimated with greater precision than 
in the first effort (Matis, 1992). This way in these 16 days of the summer, 
in the information point provided by the Municipality of Skiathos in the 
island’s harbor, the visitors of the island completed 566 questionnaires. 
The questionnaire was distributed in the Greek, English, German and 
Italian language. The data were analysed through the statistical package 
SPPS. 

The total of questions on economic activities constitutes a multi-
theme variable on which reliability can be tested (reliability analysis). To 
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estimate the reliability of any measurement process means defining the 
degree of variance with regard to the ranking given by the individuals 
asked. In particular, we mean the degree which is due to real differences 
(and standard errors) and the degree which is due to inconsistencies of 
measurement (Siardos, 1999; Filias et al, 2000). 

In particular, in order to find the internal reliability of a questionnaire 
we use the alpha co-efficient (or the reliability co-efficient α-Cronbach), 
that is we try to find if the data have the tendency to measure the same 
thing (Howitt & Gramer, 2003). When the alpha coefficient is 0.70 or 
bigger it is regarded as satisfactory (Howitt & Gramer, 2003), and when it 
is bigger than 0.80 it is regarded as very satisfactory. In practice, smaller 
alpha co-efficients, with values not smaller than 0.60 may also be 
accepted (Siardos, 1999). 

The testing must be reliable in order to be useful. However, it is not 
enough to be reliable, it must also be credible and this can be done 
through the application of factor analysis (Siardos, 1999). 

Factor analysis is a statistical method that aims to find the common 
factors within a group of variables (Sharma, 1996). It tries to interpret 
structure rather than variability (Djoufras & Karlis, 2001). Its goal is to 
reproduce the correlations between the variables to the highest degree, by 
using the smallest possible number of factors and thus lead to a solution 
which is “unique” and easily interpreted (Siardos, 1999).  

More specifically, the principal components method was used, which 
is based on a spectral analysis of the variance table (correlation) (Djoufras 
& Karlis, 2001). The criterion used for the significance of the principal 
components is the one proposed by Guttman and Kaiser (Catell, 1978; 
Frangos, 2004), according to which, the limit for receiving the appropriate 
number of principal components is determined by the values of the typical 
roots which are equal or bigger than one. We also resorted to the rotation 
of the principal components matrix by using the maximum variance 
rotation method by Kaiser (Harman, 1976). 

Finally, we are interested in finding if there are some factors which 
can explain the correlations between the variables of our data and attempt 
to provide an interpretation (if possible) (Dzoufras & Karlis, 2001). 
According to Frangos (2004), the variables that “belong” to each factor 
are those whose loading, on the table indicating the loadings of the factors 
after rotation, is over 0.5 for that factor. 
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RESULTS 
 

The research results with regard to the local population are cited in 
Table 1 while the results with regard to the visitors are cited in Table 2. A 
general observation we can make is that the tourists, in contrast to the 
local population, see more superficially and assess more leniently the 
tourist infrastructure of the island. This is positive because it shows that 
the tourists are left with a better impression on the island’s infrastructure 
than that held by the local population. 

 
Table 1 The tourist infrastructure of the island of Skaithos as 

assessed by the local population 
 

 
 

Table 2  The tourist infrastructure of the island of Skaithos as 
assessed by visitors 

 

 

p sp p sp p sp p sp p sp p sp

Road network 0.8% 0.0043 22.1% 0.0202 34.8% 0.0232 24.4% 0.0206 17.7% 0.0186 0.3% 0.0025

Pedestrian walkways 5.7% 0.0113 18.2% 0.0188 29.6% 0.0222 29.1% 0.0221 16.4% 0.0180 1.0% 0.0049

Drainage network 8.1% 0.0133 31.9% 0.0227 35.3% 0.0233 14.0% 0.0169 9.6% 0.0144 1.0% 0.0049

Waste management 11.4% 0.0155 42.6% 0.0241 29.1% 0.0221 8.3% 0.0135 8.1% 0.0133 0.5% 0.0035

Water supply network 8.6% 0.0136 33.2% 0.0230 33.5% 0.0230 13.8% 0.0168 10.1% 0.0147 0.8% 0.0043

Sea transportation 2.1% 0.0070 11.4% 0.0155 29.6% 0.0222 29.6% 0.0222 26.8% 0.0216 0.5% 0.0035

Air transportation 4.9% 0.0106 19.5% 0.0193 37.1% 0.0235 25.5% 0.0212 12.2% 0.0160 0.8% 0.0043

Urban transportation 16.9% 0.0183 43.6% 0.0242 26.8% 0.0216 7.8% 0.0131 3.4% 0.0088 1.6% 0.0060

Parking areas 3.6% 0.0091 9.9% 0.0145 30.6% 0.0225 36.6% 0.0235 19.2% 0.0192 0.0% 0.0000

Access to beaches 17.7% 0.0186 43.9% 0.0242 25.5% 0.0212 7.0% 0.0124 6.0% 0.0115 0.0% 0.0000

Hotel facilities 13.8% 0.0168 39.5% 0.0238 38.4% 0.0237 4.9% 0.0106 2.9% 0.0081 0.5% 0.0035

Rented rooms 9.1% 0.0140 42.3% 0.0241 31.7% 0.0227 12.5% 0.0161 4.2% 0.0097 0.3% 0.0025

Restaurants 9.1% 0.0140 40.3% 0.0239 39.0% 0.0238 7.5% 0.0129 2.3% 0.0074 1.8% 0.0065

Entertainment places 12.5% 0.0161 44.7% 0.0242 33.5% 0.0230 6.8% 0.0122 2.3% 0.0074 0.3% 0.0025

Very bad I do not know
Infrastructure

Very good Good Fair Bad 

p sp p sp p sp p sp p sp p sp

Road network 5.7% 0.0107 40.1% 0.0264 35.3% 0.0231 11.5% 0.0139 4.4% 0.0083 3.0% 0.0063
Pedestrian walkways 6.2% 0.0116 36.0% 0.0193 33.4% 0.0207 15.7% 0.0174 5.3% 0.0068 3.4% 0.0081
Drainage network 1.8% 0.0069 29.0% 0.0233 37.3% 0.0283 15.9% 0.0212 8.8% 0.0179 7.2% 0.0118
Waste management 12.9% 0.0158 48.2% 0.0304 23.3% 0.0199 8.1% 0.0109 2.5% 0.0030 4.9% 0.0101
Water supply network 10.4% 0.0172 44.9% 0.0293 27.2% 0.0244 9.4% 0.0117 3.7% 0.0066 4.4% 0.0075
Sea transportation 21.9% 0.0172 42.4% 0.0265 21.7% 0.0285 5.7% 0.0118 3.2% 0.0082 5.1% 0.0087
Air transportation 19.3% 0.0177 46.1% 0.0237 17.0% 0.0157 6.9% 0.0207 2.1% 0.0044 8.7% 0.0126
Urban transportation 23.3% 0.0251 50.4% 0.0198 16.3% 0.0198 3.0% 0.0077 1.2% 0.0039 5.8% 0.0082
Parking areas 3.7% 0.0079 31.6% 0.0213 30.2% 0.0179 19.4% 0.0255 4.9% 0.0110 10.1% 0.0180
Access to beaches 20.0% 0.0209 53.2% 0.0270 19.1% 0.0260 4.4% 0.0105 1.6% 0.0046 1.8% 0.0039
Hotel facilities 22.1% 0.0196 52.1% 0.0156 19.1% 0.0152 0.9% 0.0051 0.4% 0.0022 5.5% 0.0112
Rented rooms 14.5% 0.0163 45.9% 0.0235 17.5% 0.0168 3.2% 0.0049 0.5% 0.0035 18.4% 0.0208
Restaurants 23.1% 0.0181 55.7% 0.0213 16.3% 0.0151 1.8% 0.0056 0.5% 0.0026 2.7% 0.0064
Entertainment places 17.1% 0.0233 47.9% 0.0193 21.7% 0.0203 2.5% 0.0069 0.5% 0.0026 10.2% 0.0193

Very bad I do not know
Infrastructure

Very good Good Fair Bad 
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The views of the local population, with regard to the island’s road 

network, is not very clear but it may be said that the locals think of it as 
not being the most appropriate: 24.4% think it is bad, 34.8% fair and 
22.1% good. The visitors of Skiathos have a better opinion about the 
island’s road network as 40.1% think it is good and 35.3% fair. 

The locals hold a similar view about the quality of the island’s 
pedestrian walkways as 29.1% of them think it is bad, 29.6% fair and 
18.2% fair. Regarding the opinion of the visitors on the same issue 36% 
think it is good and 33.4% fair. 

With regard to the drainage system of the island 31.9% of the locals 
think it is good and 35.3% fair. Although the visitors cannot know many 
things about the drainage system of the island, nevertheless, their opinion 
of it is similar to that held by the locals. 37.3% of them describe it as fair. 

Regarding waste management more than 50% of the locals hold a 
positive opinion as 11.4% of them think that waste management services 
are very good and 42.6% good. A similar view is also held by the visitors. 
12.9% of them think that waste management services are very good and 
48.2% good.  

Concerning the water supply network 33.2% of the locals think it is 
good and 33.5% fair. The visitors of the island also hold a positive 
opinion about the water supply network as 44.9% think it is good and 
27.2% fair. Given the problems many Mediterranean islands have 
regarding the issue of water supply then only the existence of water in 
Skiathos, even if this is brackish, is important. 

The frequency of services regarding sea and air transportation is 
different in the summer than it is in winter. The fact that such services are 
not as frequent in the winter as they are in the summer when combined 
with harsh weather conditions in winter time which makes the island 
impossible to reach, makes more than half of the locals have a negative 
opinion about the provided sea and air transport services. 

For the above reasons 29.6% of the locals think that sea transport 
services are bad, 29.6% fair and 26.8% very bad. Regarding air 
transportation services 25.5% of the locals think they are bad, 37.1% fair 
and 19.5% good. The tourists visit the island in the summer when sea and 
air transportation is more frequent. So, regarding sea transportation 
services 64.3% of the visitors think they are good – 21.9% think they are 
very good and 42.4% good. With regard to air transportation services 
65.4% of the tourists think they are good – 19.3% very good and 46.1% 
good. 
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Regarding urban transportation 60.5% of the local population has a 
positive view – 43.6% thinks it is good and 16.9% very good. 73.7% of 
the tourists also have a positive opinion about urban transportation – 
23.3% think it is very good and 50.4% good. 

Concerning the available parking areas the opinion of more than half 
of the locals is not good as 36.6% think they are bad and 19.2% very bad. 
The tourists do not seem to have a clear opinion about the island’s 
parking areas as 31.6% think they are good, 30.2 % fair and 19.4% bad. It 
must be noted that the problem regarding parking spaces is restricted to 
the town of Skiathos only and for this reason it is not of concern to every 
tourist who visits the island. 

Regarding access to beaches there is, generally, no problem as 61.6% 
have a positive opinion about the issue – 17.7% think it is very good and 
43.9% good. 73.2% of the visitors hold a similar opinion on the issue as 
20% think it is very good and 53.2% good. This shows that the needs of 
most of the visitors regarding access to beaches are satisfied. 

More than half of the locals have a positive view about the island’s 
hotel facilities as 13.8% think they are very good, 39.5% good and 38.4% 
fair. In relation to the local population the tourists seem much more 
satisfied with the island’s hotel facilities as 74.2% of them think 
positively about them – 22.1% think they are very good, 52.1% good and 
19.1% fair. 

In addition, more than half of the locals have a positive view about 
rented rooms in the island as 9.1% think they are very good, 42.3% good 
and 31.7% fair. A similar view is held by the visitors as 14.5% of them 
think they are very good, 45.9% good and 17.5% fair. 

The locals also have a positive opinion about restaurants and 
entertainment places. Regarding restaurants 40.3% of them think they are 
good and 39% fair. Regarding entertainment places 44.7% of them think 
they are good and 33.5% fair. The view of the visitors about restaurants 
and entertainment places is much better than that held by the locals. 
Regarding restaurants 23.1% of the visitors think they are very good, 
55.7% good and 16.3% fair. Regarding entertainment places 17.1% of the 
tourists think they are very good, 47.9% good and 21.7% fair. 

The total of the above questions for both research projects constitute 
a multi-theme variable. In order to test the consistency of these equal in 
strength questions (variables) we carried out all the necessary checks and 
then used reliability analysis. The values of the reliability co-efficient 
alpha are significantly high (0.8541 for the locals and 0.8316 for the 
visitors). This constitutes a strong indication that the scale marks are 
logically consistent, which means that the data have the tendency to 
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measure the same thing. This is also supported by the significantly high 
partial a- reliability factors and after the deletion of any type of tourist 
infrastructure no increase of the reliability factor is achieved. 

Also, before the application of factor analysis we carried out all the 
necessary tests. With regard to the data on the local population the value 
of the Keiser-Meyer-Olkin indicator is 0.843 while with regard to the data 
on the visitors the value of the Keiser-Meyer-Olkin indicator is 0.815. It 
is suggested that the ΚΜΟ index should be higher than 0.80, yet values 
higher than 0.60 are considered as tolerable (Sharma, 1996). Furthermore, 
in both cases, the Bartlett’s test of sphericity rejects the null assumption 
that the correlation matrix is unitary and that the partial correlation co-
efficients are low. Also, the sampling appropriateness measures (MSA) 
have values from high to very high which support the view that the data 
are appropriate for factor analysis to be carried out. 

With regard to the data on the local population the multiple definition 
coefficients R2 of each variable to the rest have relatively high values, i.e. 
from 0.474 to 0.731. Although the variable which refers to the type of 
tourist infrastructure “access to beaches” seems to have the weakest 
connection to the rest, nevertheless, its removal from the group of 
variables was not thought useful. Also, with regard to the data on the 
visitors the multiple definition coefficients R2 of each variable to the rest 
have relatively high values, i.e. from 0.379 to 0.771. Although the 
variable which refers to the type of tourist infrastructure “urban transport” 
seems to have the weakest connection to the rest, nevertheless, its 
removal from the group of variables was not thought useful. 

In both cases we see that the factors extracted were four and have 
typical root bigger than 1. 

Table 3 refers to the data with regard to the local population and 
reveals the loadings which are partial correlation coefficients of the 
fourteen variables with each of the four factors which were extracted from 
the analysis. The biggest the loading of a variable on a factor, the more 
this factor is responsible for the total variance of the marks on the variable 
we examine. The variables which “belong” to each factor are those for 
which the loading (columns 1, 2, 3 and 4) is bigger than 0.5 in the 
particular factor. 

The first factor includes the variables “drainage network”, “waste 
management”, “water supply network”, “road network” and “urban 
transport” and can be titled “tourist infrastructure which is related to the 
Municipality of Skiathos”. To a great extent the island’s urban 
transportation belongs to the Municipality of Skiathos. The Municipality 
of Skiathos is also responsible for the management of the entirety of the 
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island’s roads even though the provincial road network does not 
constitute part of its responsibilities. 

The second factor which can be called “tourist infrastructure which 
depends on private initiative” includes the variables “restaurants”, 
“entertainment places”, “rented rooms” and “hotel facilities”. The above 
variables constitute the most important part regarding provision of tourist 
services as well as places of communication among locals and visitors. 

The third factor includes the variables “parking areas”, “pedestrian 
walkways”, “access to beaches” and “road network” and can be called 
“movement possibilities within the island”. If we want to identify the 
parties responsible for the development of such infrastructure, we will be 
led to say that responsibility is distributed among (1) the citizens whose 
actions make problems worse, (2) the municipality which intervenes 
dynamically for the solution of problems, and (3) the central authority 
which should help, mainly through legislation as well as its inspecting 
mechanisms. A representative example is the fact that in the provincial 
road network there are no regulations for the existence of pavements 
which allows the locals to build fences at the edge of the road making it 
impossible for pedestrian tourists to use it when they travel. 

 
Table 3 Factor loadings with regard to local population before and 

after rotation 
 

 
 

1 2 3 4 1 2 3 4

Road network 0.687 -0.365 0.012 0.055 0.574 0.126 0.511 0.047

Pedestrian walkways 0.554 -0.276 0.225 0.266 0.281 0.036 0.641 0.115

Drainage network 0.614 -0.373 -0.185 -0.308 0.781 0.117 0.148 0.013

Waste management 0.625 -0.451 -0.163 -0.184 0.754 0.090 0.275 -0.053

Water supply network 0.653 -0.225 -0.016 -0.425 0.754 0.104 0.095 0.262

Sea transportation 0.541 0.376 0.509 -0.191 0.125 0.163 0.195 0.806

Air transportation 0.453 0.379 0.608 -0.110 0.003 0.083 0.243 0.816

Urban transportation 0.669 -0.155 -0.093 -0.004 0.512 0.292 0.352 0.095

Parking areas 0.548 -0.173 0.345 0.358 0.145 0.047 0.713 0.215

Access to beaches 0.614 -0.092 0.104 0.279 0.244 0.251 0.577 0.141

Hotel facilities 0.520 0.568 -0.190 -0.236 0.199 0.663 -0.162 0.424

Rented rooms 0.606 0.480 -0.273 -0.203 0.298 0.707 -0.095 0.339

Restaurants 0.560 0.302 -0.412 0.314 0.106 0.769 0.259 -0.054

Entertainment places 0.586 0.319 -0.262 0.435 0.012 0.733 0.407 0.025

Variable
Factor loadings

Before rotation After rotation
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The fourth factor can be called “movement possibilities outside the 
island” and includes the variables sea and air transportation. As 
responsible for the development of such infrastructure the citizens regard 
the central authority as well as the private companies which have interests 
in this field of activity. 

From the above it becomes obvious that the locals classify the types 
of tourist infrastructure on the basis of whom they consider responsible 
for their proper development and improvement. In addition, it seems that 
in their assessment they do not take into account only the issue of tourism 
but also how tourism affects the quality of their life throughout the year. 

Most of the citizens of Skiathos do not have a good opinion about the 
contribution of the local authorities for the island’s tourist development as 
36.6% of them think it is fair and 15.1% think it is inadequate. 81.3% of 
them also feel that the state is not interested enough to solve their 
problems – 56.4% feel that the state is far away from them and 24.9% 
simply away. Indeed, 83.6% of them think that the state returns to 
Skiathos less than it collects via tourism – 37.9% think it returns less and 
45.7% much less (Tampakis, 2008). 

The results of factor analysis regarding the data which refer to the 
visitors are cited in Table 4. The first factor includes the variables “sea 
transportation”, “air transportation”, “parking areas” and “pedestrian 
walkways” and can be called “convenience in movement”. It seems that 
the tourists in the limited time of their holidays perceive and assess their 
movements in a unified way. For example, they talk about the bus which 
stops in the middle of the road forcing them to move their luggage and 
thus be in danger of being hit by other passing cars. 

The second factor includes the variables “water supply network”, 
“waste management” and “drainage system”. The water supply network, 
the drainage system as well as cleaner services, even in the areas where 
tourists stay, are the responsibility of the same authority. Therefore, this 
factor can have the same name with a factor mentioned earlier, i.e. 
“tourist infrastructure which is related to the Municipality of Skiathos”. 

 The third factor can also have the same name with a factor 
mentioned earlier, i.e. “tourist infrastructure which depends on private 
initiative”. This factor includes the variables “entertainment places”, 
“restaurants”, “hotel facilities” and “rented rooms”. These variables, as 
already mentioned, constitute an important part of the provision of tourist 
services. 
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Table 4 Factor loadings with regard to visitors before and after 
rotation 

 
 
The fourth factor includes the variables “road network” and 

“pedestrian walkways” and can be titled “movement possibilities within 
the island”. Indeed, it would not be wrong to connect it to the issue of safe 
traveling. 

The variables “urban transport” and “access to beaches” do not seem 
to be connected with any of the above four factors. 

A general observation we can make is that the tourists connect tourist 
infrastructure to those responsible for the development and improvement 
of this infrastructure much less than the local population does. The 
assessment of the tourists is more superficial than that of the locals and it 
is related to how the tourist infrastructure in the island affects the tourist 
services which are provided to them. 

 
DISCUSSION – CONCLUSIONS  

 
The existence of proper tourist infrastructure in the island of Skiathos 

is very important for the island’s tourist development in the future. 
The locals do not have a clear opinion about the island’s road 

network while the visitors describe it as at least acceptable. The tourists 
also hold a similar view about the island’s pedestrian walkways. 

More than half of the island’s inhabitants perceive a problem 
regarding the available parking spaces in the island while the visitors 
describe them as good or fair. The problem with regard to the availability 

1 2 3 4 1 2 3 4

Road network 0.486 0.544 -0.202 0.445 0.065 0.239 0.086 0.838

Pedestrian walkways 0.533 -0.141 -0.386 0.515 0.618 -0.115 0.096 0.560

Drainage network 0.534 0.495 -0.227 -0.076 0.115 0.597 -0.006 0.467

Waste management 0.512 0.424 -0.011 -0.274 0.026 0.671 0.130 0.222

Water supply network 0.549 0.056 -0.092 -0.581 0.308 0.721 0.086 -0.170

Sea transportation 0.666 -0.428 -0.338 -0.057 0.828 0.199 0.139 0.025

Air transportation 0.593 -0.511 -0.212 -0.073 0.771 0.121 0.214 -0.092

Urban transportation 0.570 0.148 -0.010 -0.177 0.236 0.497 0.229 0.152

Parking areas 0.641 -0.165 -0.276 0.051 0.620 0.240 0.151 0.227

Access to beaches 0.510 0.416 0.191 0.071 -0.061 0.418 0.363 0.406

Hotel facilities 0.631 -0.277 0.320 0.084 0.375 0.117 0.655 0.024

Rented rooms 0.648 -0.055 0.363 -0.065 0.218 0.336 0.630 0.041

Restaurants 0.580 -0.110 0.454 -0.090 0.165 0.285 0.672 -0.055

Entertainment places 0.404 -0.075 0.537 0.404 0.018 -0.133 0.741 0.232

Variable
Factor loadings

Before rotation After rotation
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of parking areas does not seem to be of concern to the tourists. It must 
also be noted that this is problem restricted to the town of Skiathos. 

The issue regarding access to beaches is something which is assessed 
positively by both locals and visitors. 

The opinion of the locals with regard to the island’s drainage network 
is relatively good and a similar view is also held by the tourists. Both 
locals and visitors have a good opinion about the island’s water supply 
network with the tourists being more positive on the issue.  

More than half of the local population has a positive opinion about 
waste management services and a similar view is also held by the tourists. 
Both locals and tourists think positively about the island’s urban transport 
services with the visitors expressing a better opinion on this matter. 

More than half of the island’s local population holds a negative 
opinion about the provided sea and air transportation services. The 
opposite is true for more than half of the tourists who assess positively 
such services. The locals assess the issue of sea and air transportation 
with regard to what happens throughout the year while the tourists assess 
the issue with regard to the quality of such services in the summer. The 
truth is that there are problems with the island’s sea and air transportation 
services outside the tourist season. 

More than half of the island’s local population has a positive opinion 
about hotel facilities in Skiathos while the visitors are much more 
satisfied with the existing hotel facilities. Regarding rented rooms both 
locals and visitors hold the same positive opinion. The locals have a good 
opinion about restaurants and entertainment places with the tourists being 
more positive on the issue.  

Through the use of factor analysis we see that the local population 
groups tourist infrastructure on the basis of the parties they regard as 
responsible for the development and improvement of such infrastructure. 
The island’s infrastructure affects the quality of life of the inhabitants 
throughout the year and the identification of those responsible is the most 
important step forward. Regarding the data which refer to visitors we see 
that the tourists connect tourist infrastructure to those responsible for the 
development and improvement of this infrastructure much less than the 
local population does. The assessment of the tourists is more superficial 
than that of the locals and it is related to how the tourist infrastructure in 
the island affects the tourist services which are provided to them. 

Generally, we could say that the visitors see and assess the island’s 
tourist infrastructure more superficially and more leniently than the locals. 
This is positive for the island’s tourist development because it shows that 
the tourists are satisfied with the island’s tourist infrastructure.  However, 
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the issue of the infrastructure is more important for the locals because it is 
linked with the improvement of their standards of life. For this reason, the 
locals are stricter than the tourists in their assessment of the island’s 
infrastructure. In fact, for some issues, such as sea and air transportation 
from and to Skiathos, their assessment is negative. Those responsible for 
the island’s tourist development should seriously take into account that 
improving the quality of life of the local population is something which is 
inextricably connected to the quality of the services which are provided to 
the tourists. It is also something which should be seen as a reciprocal 
obligation of the state to the inhabitants of the island.  
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Social media in the context of destination marketing is a growing area of study, 
and judging by the exponential growth in social networks over recent years, the 
demand for research will continue. This paper provides a review of the literature 
to date on social media use by destination marketing organizations (DMOs). A 
growing number of travellers are influenced by user generated content, presenting 
a number of challenges and opportunities to DMOs. This review seeks to 
synthesize existing research, theories and concepts, in order to understand how 
social media applications are being used by tourism authorities, and to provide a 
bridge from past research to future success. 
 
Keywords: social media, travel 2.0, destination marketing 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Social media has become the modus operandi of the 21st century. 
Building on the foundation of Web 2.0, social media applications have 
facilitated unprecedented growth in human interaction in modern times. 
To illustrate, Facebook boasted over 175 million users in 2009; fast 
forward to 2011 and that number is now estimated to be over 500 million 
active users, 250 million of whom access the application through mobile 
devices (Facebook, 2011; Kaplan & Haenlein, 2010). Photo and video 
sharing have also become the norm – “every minute, 10 hours of content 
were uploaded to the video sharing platform YouTube. The image hosting 
site Flickr provided access to over 3 billion photographs, making the 
world-famous Louvre Museum’s collection of 300,000 objects seem tiny 
                                                           
© University of the Aegean. Print ISSN: 1790-8418, Online ISSN: 1792-6521 
 

 
 



Wendy Lange-Faria & Statia Elliot 

194 
 

in comparison” (Kaplan & Haenlein, 2010: 59). Twitter reports upwards 
of 90 million “tweets” per day (TechCrunch, 2010). More recently, the 
Women’s World Cup managed to draw 7196 tweets per second (Sports 
Illustrated, 2011).  Notably, social media usage is not limited to 
Generation Y “Boomerang Kids”, but is being increasingly embraced by 
Generation X and baby boomers (Beresford Research, 2009; Kaplan & 
Haenlein, 2010) The world has changed dramatically since the dawn of 
the Internet, moving from one where a destination could create a web 
page and use it in the same fashion as one might an online brochure; to 
one where users generate their own content.  The study of social media in 
the context of destination entities is evolving as researchers seek to better 
understand what travellers expect and how they behave in the 
environment of Web 2.0. In effect, our platform for sharing has shifted 
from one where individuals meet primarily face-to-face to one where 
people meet online using technology. Moving along this continuum, the 
future may well consist of travellers meeting via avatars in 3D virtual 
spaces, though virtual reality’s outlook is only speculative (Guttentag, 
2010).  With this evolution of the notion of community, certainly there 
are bound to be challenges to existing business models of destination 
marketing.   

While travel-related communities in the 21st century are shifting, and 
indeed even the terminology has yet to be standardized, one thing appears 
certain – Web 2.0 influences travel behaviour and much of the research to 
date focuses on this aspect.  By synthesizing the literature, it is possible to 
discuss the direction of social media for the future of DMOs.   
 
THE MEANING OF SOCIAL MEDIA 
 

Social media engenders a number of different terms, many of which 
are used interchangeably, leading authors to concur that the terminology 
continues to elude sure definition (Cox et al., 2009; Dippelreiter et al., 
2008; Fotis, Rossides & Buhalis, 2010; Kaplan & Haenlein, 2010; Xiang 
and Gretzel, 2010). Terms include social media, user-generated content 
(UGC), consumer generated media (CGM), online social networks 
(OSN), social networking sites (SNS), Web 2.0 and Travel 2.0.  O’Reilly 
(2005) is attributed with coining the term Web 2.0 (Xiang & Gretzel, 
2010). Blackshaw, (2006) and more recently Kaplan and Haenlein (2010) 
have been influential in shaping the terms consumer generated media and 
social media. Yet, the definitions remain blurred and the technologies to 
be included under the umbrella of Web 2.0 are still debated (Dippelreiter 
et al., 2008).  
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A more ideological concept of social media encompasses the idea of 
allowing many users internet access for sharing, collaborating,   and 
updating web content. This ideology is rooted in community – users may 
engage, collaborate and share with others in real time (in the case of 
virtual and mobile technologies) without constraint of time or geography. 
O’Reilly (2005) references the internet as a conduit for participation, a 
consumer-driven medium with ubiquitous reach. The model is one 
whereby the collective power and collective intelligence drive business – 
as opposed to government, academia, or commercial enterprise. In other 
words, content becomes more visible and more powerful with volume. 

The notion of “community” has generated a number of different 
terms including online community, virtual community, virtual worlds, 
virtual presence, virtual reality, and virtual worlds.  Rheingold (1993) is 
attributed with coining the term virtual community, and formulating the 
context for social networking. Drawing from sociological and 
anthropological sources, Rheingold studied different aspects of 
community and its evolution into worldwide networks.  He defines virtual 
communities as “social aggregations that emerge from the Net when 
enough people carry on those public discussions long enough, with 
sufficient human feeling, to form webs of personal relationships in 
cyberspace” (Rheingold, 1993: X).  

Social media generally refers to web applications that allow for the 
user to post and share content. Common social media applications include 
Facebook, Twitter, Flickr, and MySpace. Some authors have attempted to 
classify social media types.  For example, Kaplan and Haenlein (2010) 
organize them into six types: blogs, social networking sites, virtual social 
worlds, collaborative projects, content communities, and virtual game 
worlds. Similarly, Fotis et al. (2010) organize social media into four 
domains: expressing, networking, sharing, and gaming. 

User generated content (UGC) is the means by which people use 
social media; the way they share ideas and collaborate. Examples of the 
content include the actual photos,   blogs,   micro blogs and   videos that 
users share publicly. Another term arising out of the literature is consumer 
generated media (CGM) defined by Blackshaw (2006: p. X) as “media 
impressions created by consumers, typically informed by relevant 
experience, and archived or shared online for easy access by other 
impressionable consumers.”   
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FROM SEARCHING TO SOCIALIZING 

Search engines play a critical role in bringing together the traveller 
and the tourism supplier.  DMOs need to understand how visitors use 
search engines in order to increase visibility through higher search engine 
rankings. They must meet the needs of travellers by providing value-
added information and services that differentiate themselves from travel 
agencies and other tourism portals (Xiang, Pan, Law and Fesenmaier, 
2010). Additionally, creating an online rapport is critical to increasing 
visitors to the DMO online presence, requiring information and feedback 
from social media and tourism portals on what travellers are saying about 
the destination (Choi et al., 2007; Fotis et al., 2010; Pan & Li, 2011; 
Xiang & Pan, 2011). 

User generated content is quickly becoming the source for credible 
travel information. Though the results are somewhat mixed, the research 
suggests that travellers perceive UGC to be more trustworthy than 
information provided by more traditional marketers (Beresford Research, 
2009; Cox et al., 2009; Fotis et al., 2010;  Gretzel, Kang & Lee, 2008; 
Gretzel & Yoo, 2008; Lee et al., 2007;  Xiang & Gretzel, 2010). The use 
of blogs and social networking sites is permeating areas that in the past 
were dominated by traditional suppliers.  Social media is becoming the 
primary medium by which travel information is shared (Xiang & Gretzel, 
2010). Search engine results typically show social media sites, with 
“accommodation” and “transportation” as common key words (Xiang & 
Pan, 2011).  

The opinion of others is becoming the primary vehicle by which the 
consumer judges the travel product (Gretzel & Yoo, 2008; O’Connor, 
2008). Given that travellers engage in social media to satisfy any number 
of needs – from functional, social, hedonic, to psychological – it stands to 
reason that DMOs must be prepared to engage travellers (Ling, 2010; 
Parra-Lopez et al., 2011).  

While social media use is a global phenomenon, the use of different 
applications varies by culture, technological infrastructure, political 
climate, and media landscape (Gretzel, Kang & Lee, 2008).  Perception of 
risk has been found to influence social media use, as well as the 
popularity of particular applications.  The greater the perceived risk, the 
greater the tendency to depend on personal networks of family and friends 
for travel related information (Xiang & Gretzel, 2010).  Differences have 
also been found in information search behaviours by age and gender. 
Generally females perceive more benefits from using social network sites 
than do males (Gretzel & Yoo, 2008; Ling, 2010; O’Connor, 2008). 
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THE IMPORTANCE OF COMMUNITY 
 
With social media, geography is no longer a communication barrier 

and anonymity is possible making self-disclosure easier than ever before. 
As such, the paradigm of community has shifted – to one that is global in 
scope and involves interacting with strangers. Rheingold (1993) derived 
the term virtual community based on historical notions of community.  
Traditionally, community and word-of-mouth have been used in the 
context of familiarity, whereby people knew each other and formed 
relationships with one another. In the context of the online world, this 
concept of community has changed to become one where people can meet 
others around the globe without meeting face-to-face, and interact in new 
ways. 

With the change in the nature of communication and notions of 
community there has been a change in how travellers gather information 
and make their travel decisions. Generally, travellers place a high degree 
of trust in their social media networks – information is gathered and 
synthesized from other travellers. Knowledge of the travel destination is 
acquired through social interaction, in addition to traditional market-
generated materials and web sites – including DMOs (Beresford 
Research, 2009; Buhalis & Law, 2008).  

A growing trend is the use of mobile devices, from smart phones to 
Tablet PCs.  With advances in technology, portable devices make 
blogging, photo sharing, and social networking easier for the traveller.  
An estimated 40% of smart phone users obtain destination related 
information with these devices (IPK International, 2010; Travel Trade 
Magazine, 2011). Consumer-centric marketing has taken off, using the 
Web 2.0 platform to build brand awareness, strengthen brand associations 
and gain useful insights into traveller behaviours and perceptions of the 
tourism product (Buhalis & Law, 2008).  The power of the tourism 
product is, more than ever, consumer-driven. Consumers can demand 
what they want from tourism destinations: their expectations are higher 
and subsequently they are much more difficult to impress (Buhalis & 
Law, 2008).  Better communication technologies, at the same time, 
empower suppliers and destinations, allowing for more efficiencies, 
collaboration and flexibility. What is required is strategic and tactical 
management to ensure that future opportunities can drive innovation and 
competitiveness of tourism organizations. 
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THE PREVALENCE OF NETWORKS AND BLOGS 
 
Social networking sites allow for the consumer to post and share 

information.  
“Social networking sites are applications that enable users to 
connect by creating personal information profiles, inviting 
friends, and colleagues to have access to those profiles, and 
sending e-mails and instant messages between each other. 
These personal profiles can include any type of information 
including photos, video, audio files and blogs” (Kaplan and 
Haenlein, 2010: 63).  

Social networking depends very much on the concept of word-of-
mouth (WOM) or in this case, electronic word of mouth (eWOM) which: 

 “…involves consumers’ comments about products and 
services posted on the Internet ...the big difference between 
WOM and eWOM is that in eWOM, recommendations are 
typically from unknown individuals with whom strong ties are 
lacking, so ‘online’ consumers have difficulty in using source 
similarity to determine the credibility of information” 
(Bronner & de Hoog, 2011: 15).   

Bronner and de Hoog (2011) go on to say that eWOM may in fact be 
even more influential than WOM given its characteristics of global reach, 
the speed with which it travels, ease of use, and anonymity, absent of 
direct face-to-face pressure.    

From the DMO supply side, Akoumianakis et al. (2011) conducted a 
case study on flexible vacation packages using collaborative assembly 
toolkits and dynamic packaging to package the tourist product through 
virtual communities of practice. The idea of collective intelligence of 
communities leverages the collaborative aspect inherent in Web 2.0. The 
main idea was the creation of an electronic village where tourism partners 
in a specific destination collaborate to develop products and services for 
the tourist. The research shows that networks of practice have great 
potential, enabling tourist entities within a destination to streamline their 
resources and best practices to meet consumer needs, and travellers 
benefit, being able to plan a vacation in a time effective and cost effective 
way. From the demand side perspective, research has examined the role 
of residents as travel destination information providers.  Residents of a 
destination tend to influence travel planning activities, mostly in the area 
of food and beverage suggestions, and accommodations. Safety, currency 
and transportation type issues are found to be driven more by experienced 
travellers (Arsal et al., 2010). 
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To leverage eWOM, it is critical to understand what motivates 
travellers to participate in online communities. The ability to find 
information easily and quickly influences the degree of participation and 
the perception users have towards online communities (Chung & Buhalis, 
2008; Dippelreiter et al., 2008). Dippelreiter et al. (2008) distinguishes 
between two types of interactions in the online travel community. One is 
personal communications where members simply interact and the other is 
information exchange where members share information for comment by 
others.  The authors conclude that different information needs are sought 
throughout the trip process, from the stages of trip planning, during the 
trip, and after the trip. 

Other research shows that while many DMOs have added UGC to 
their websites, fewer have determined the factors that make online travel 
communities successful (Osti, 2009).  Osti (2009) analysed a small 
mountaineering online community, and found that online communities 
need to connect with travellers who have similar characteristics in order 
for sustainable communities to build and endure.  While Web 2.0 
overcomes geographical challenges, face-to-face interaction opportunities 
can support the sustainability of virtual communities.  

Blogs continue to be one of the most popular forms of user generated 
content used by destination-oriented organizations. Blogs can be 
described as “the social media equivalent of personal web pages and can 
come in a multitude of different variations, from personal diaries 
describing the author’s life to summaries of all relevant information in 
one specific content area” (Kaplan & Haenlein, 2010: 63).  Research 
suggests that blogs and micro blogs serve a variety of functions in the 
DMO world. They have been shown to influence travellers’ perceptions – 
branding takes place as travellers share their experiences and perceptions 
of a destination (Anfuso, 2006; Yayli et al., 2011).  Woodside et al. 
(2007) also found that blogs played a strong role in branding a 
destination.  Blogs act as a means by which travellers can share their 
stories.  The key elements of a story inherent in blogs include the 
character, space, product, and experience (Tussyadiah & Fesenmaier, 
2010). For the DMO, blogs function as eWOM providing information to 
the traveller but also providing the conduit by which visitors can identify 
with the experiences of the blog character.  

Volo (2010) studied how travel blogs influence the decision making 
process of potential travellers to a destination.  Traveller blogs describe 
trips to a destination but may lack the experience or the “essence” 
component of the trip. The findings showed that while the breadth of 
eWOM communication through a blog may be apparent, depth is lacking 
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and therefore their utility as a tool to influence travellers’ intentions to 
visit a destination may be limited (Volo, 2010). This finding is not 
dissimilar to that found by Wenger (2008); that many blog authors 
displayed different characteristics than was found in actual visitors. WOM 
tourism in the past has shown that the message has influence in direct 
proportion to the authority and credibility of the speaker. Blogs have 
influenced people to the extent that the reviewers and writers share 
similar demographic and psychographic characteristics (Wenger, 2008).  
Strategies that may work include DMOs encouraging specific types of 
travellers to share their experiences through blogging (e.g. older 
travellers) and finding relevant blogs (by demographic and specific trip 
characteristics) linking potential travellers to them through the destination 
site (Wenger, 2008).  

Blogs are equally useful in monitoring visitor attitudes towards a 
destination (Carson, 2007; Schmalleger & Carson, 2008). By looking at 
visitor stories and monitoring what guests are saying about destinations, 
DMOs can collect valuable information concerning the emotional 
connections visitors make with their destination. The information can 
provide the DMO with valuable ways of positioning the destination to 
create value and meaning for future visitors (Woodside et al., 2007).  
Stories affect people and attract them to destinations while providing 
them with the ability to fulfill their own personal needs (Woodside et al., 
2007). Blogs have the unique ability to show how visitors live out the 
stories that the destinations evoke for them. How they live out the 
experience creates the brand promise. 

 
THE FUTURE IN 3D  
 

Virtual reality, virtual presence, and three-dimensional (3D) worlds 
are relatively new phenomena, representing “computer-based, three-
dimensional simulated environments inhabited by avatars in the form of 
two or 3D graphical representations of humanoids (or other graphical or 
text-based avatars)” (Kim & Hardin, 2010: 743). Virtual presence, 
another new term, is defined as “the subjective experience of being in one 
place or environment, even when one is physically situated in another” 
(Lee et al., 2010). Strong feelings of presence in a virtual environment 
have been linked to positive flow experience (Huang et al., 2010). 
Guttentag (2010) suggests that virtual applications may benefit tourism in 
a variety of stages, from planning activities, to marketing, to 
entertainment. 
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Research of 3D worlds hypothesizes that virtual worlds may soon 
achieve the same widespread popularity as websites (Pearlman and Gates, 
2010).  Two questions that arise from the study of virtual reality are, 
firstly, the level of acceptance visitors will have of the sites as substitutes 
for the actual tourism product, and secondly, what motivates people to 
visit these sites.   Huang et al. (2010) found that students positive flow 
experiences correlated strongly with students intention to visit a 
destination. Quality of these experiences were deemed to be of utmost 
importance – the factors most influential being ease of navigation in the 
world, skill level to handle tasks presented in the world, and feelings of 
presence in the world (Huang et al., 2010).  Lee et al. (2010) found that 
mental images contributed to visitors’ feelings of being virtually present 
in a destination – that is, visitors attitude is strongly shaped by feelings of 
virtual presence. The closer the virtual presence is to reality, the more 
likely web site visitors are to become real visitors. 

An opportunity arising from the use of virtual worlds is the increased 
potential of positive eWOM communication (Kim & Hardin, 2010). 
Given that the interaction is second only to physical face-to-face 
communication, problems and inquiries from travellers can be dealt with 
immediately and directly, thereby increasing the opportunity for positive 
feedback and hence, positive eWOM. In summary, though the research 
generally finds that pervasive environments have an impact on tourist 
decision making processes (Pantano & Servidio, 2011), the awareness and 
acceptance of using virtual applications is still in its infancy, and requires 
high levels of technical support to function effectively.   

 
UNDERLYING THEORIES AND CONCEPTS 

 
To address the elusiveness of social media terminology, a number of 

theories and concepts have been related to its understanding.  Kaplan and 
Haenlein (2010) created a classification scheme based on the theories of 
media richness, social presence, and social processes (self-presentation, 
self-disclosure) – what they argue to be the foundation of social media. 

The theory of social presence suggests that the higher the degree of 
social presence, the greater social influence communicators have on one 
another’s behaviour (Kaplan & Haenlein, 2010).  Social presence, in the 
online environment, is gained by media richness.  Media richness theory 
(Daft & Lengel, 1986) assumes that the goal of any communication is the 
“resolution of ambiguity and the reduction of uncertainty” (Kaplan & 
Haenlein, 2010:  61).  Media differ in the degree of richness they possess, 
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resulting in some media being more effective than others (Kaplan & 
Haenlein, 2010). 

The theory of self-presentation and self-disclosure is also relevant 
here – virtual worlds allowing for high levels of social presence and self-
presentation (for example, with an avatar one can present oneself 
physically in almost any way one wishes). In the context of a virtual 
world the user can mimic the face-to-face world, and beyond. In terms of 
self-presentation, in the real world one will try to reveal information 
which is consistent with the image one gives. In the virtual world the user 
can project a certain image by how they communicate, and, by whatever 
physical image they wish. How images in a virtual world influence 
propensity to travel is complex, and requires much further research to 
comprehend.  

In the Kaplan and Haenlein (2010) classification, applications such as 
collaborative projects (e.g. Wikipedia) and blogs score lowest, as they are 
typically text-based simple exchanges. Content communities (e.g. 
YouTube) and social networking sites (e.g. Facebook) score in the middle 
of the scheme, reflecting their facility to share pictures, videos, and other 
forms of media. On the highest level are virtual games and social worlds 
(e.g. Second Life), which mimic dimensions of face-to-face interactions. 
In terms of self-presentation and self-disclosure, blogs score higher than 
collaborative projects given their expansive content in contrast to specific 
projects. Social networking sites are again in the middle, given their 
facility for self-disclosure, and virtual social worlds are ranked highest 
(Kaplan & Haenlein, 2010).  Studies that reference these theories, and 
others, as fundamental to our understanding of the social media 
phenomenon, are listed in Table 1. 

 
Word-of-mouth (WOM) 
 

Word-of-mouth, and now eWOM, is a concept frequently found at 
the foundations of social media dialogue. The power of WOM was not 
only recognized as far back in time as Aristotle, but has been shown to 
influence consumer behaviour, attitudes, intentions, awareness, 
expectations and perceptions (Buttle, 1998).  Studies have shown WOM 
to be nine times as effective as advertising in changing consumer 
perception of a product or service (Buttle, 1998).  WOM, defined by 
Arndt (1967) who was one of the first to examine consumer behaviour in 
the context of WOM, is “oral, person-to-person communication between a 
receiver and a communicator whom the receiver perceives as non-
commercial, regarding a brand, product or service” (Buttle, 1998: 242).  
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Buttle also refers to Stern (1994), who describes WOM as: “WOM 
involves the exchange of ephemeral oral or spoken messages between a 
contiguous source and a recipient who communicate directly in real life” 
(Buttle, 1998: 242; Stern, 1994: 7).    

 
Flow theory 

 
The concept of flow is built around the idea of an optimal state of 

interaction between people and their environment, and has been referred 
to as the process of “optimal experience” (Novak et al., 2000), and as a 
“holistic sensation that people feel when they act with total involvement” 
(Csikszentmihalyi, 1991). Building from the concept of flow, Hoffman 
and Novak (1996) proposed a model of consumer navigation in an online 
environment to help explain the person/computer interaction (Novak et 
al., 2000). Hausman and Siekpe (2009) determined that consumers’ 
intention to re-visit a website and purchase from that website was directly 
related to the perceived level of flow. Positive flow experience in the 
online context influences visitors’ engagement levels, and influences 
attitude and behaviours among users (Huang et al., 2010).  The time 
people commit to social media suggests the presence of flow. 

 
Table 1  Theories and concepts underlying social media 

Theories and concepts Reference 
Media richness theory 
Social presence theory 
Self-presentation theory 

Kaplan & Haenlein, 
2010 

Information processing 
Consumer-decision making 
Schema theory 
Consumer decision-making model  

Choi, Lehto & 
Oleary, 2007 
Cox, Burgess, Sellitto 
& Buultjens, 2009 

Perspectives on the online tourism domain: 
• Industry perspective 
• Symbolic representation perspective 
• Travel behaviour perspective 
• Travel information search perspective 

Xiang & Gretzel, 
2010 

Information search behaviour 
• Internal search External search  

Lee, Soutar & Daly, 
2007 

Tourism Destination image (visitors’ 
overarching impression of a place) 
Power-law distribution 

Pan and Li, 2011 
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• Structured approach 
• Unstructured approach 

Mental model 
Persuasion Process 

Xiang & Pan, 2011 

Netnography 
Balance theory 

Woodside, 
Cruikshank and 
Dehuang, 2007 

Brain-computer interface research (BCI) 
Immersive systems 
Presence 

Guttentag, 2010 

Environmental psychology and service 
marketing research 
Servicescape Information Systems Theory 

Kim & Hardin, 2010 

Information theory O’Connor, 2010 
Flow theory Huang, Backman & 

Backman, 2010 
 
IMPLICATIONS FOR DMO’S 

 
Based on this literature review, there are a number of implications for 

DMOs.  Preponderantly, the research suggests that social media 
influences travel. People who use social media do so not only to find 
pertinent information, but also as a means of socializing with others and 
for enjoyment purposes. One of the benefits of social media from the 
supplier side is that DMOs can collaborate and streamline their 
information, adding value for consumers, while building their brand 
through direct interaction with the consumer, and immediate response to 
consumer queries and concerns. Consumers, on the other hand, benefit by 
receiving what they perceive as more authentic information based on the 
experience of other travellers, and can design their trips to reflect more 
closely what they are looking for by interacting with both experienced 
travellers and residents of a destination. 

Blog usage continues to grow. Volo (2010) found that blogs are 
frequently shared with friends and family and do influence how a travel 
destination is perceived. Listening and engaging travellers are now critical 
to DMO success. With ever-increasing volume, information needs to be 
continually tracked and managed, to identify and address potential 
problems to mitigate damaging effects of negative eWOM, and to build 
brand messages that positively connect with consumers.  Blogs and story 
narratives can be effective eWOM tools that influence traveller decisions. 
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Conversely, descriptive blogs often lack the experience or essence of a 
trip, but may still be useful for data collection, and to help DMOs to 
create blogs with more depth and breadth. More research is also needed to 
understand cross-cultural differences in the context of blogging.  

A criticism of DMOs is that they only present the positive points of a 
destination. Most travellers today are well educated and aware that DMOs 
focus on marketing and promoting their destination. If the DMO 
viewpoint is perceived as overly biased, travellers will seek out the 
experience of more “objective” sources through alternative social media 
sites. Exploring blogs is a means by which the traveller can search a range 
of information until they feel satisfied that their destination knowledge is 
acceptably accurate. Volo (2010) found that return visitors were the 
largest audience for the DMO blog, and that these blogs were extremely 
positive in nature (which may have been influenced by the prize incentive 
for the best blog). Interestingly, the study findings followed the 80/20 
rule, whereby 80% of the blog content was posted by 20% of bloggers.  
Seeking to understand the active blogger segment would provide useful 
information for the DMO. Functional, social and psychological needs are 
at play, as is trust and customer loyalty.  Loyalty is dependent on social 
interaction and the quality of information provided. Thus, content of 
social media and online tourism communities continues to play a vital 
role in the virtual world, with added emphasis required to meet the need 
for social interaction. Technology serves as the mediator of the 
experience, and it is now going mobile. In the Web 2.0 environment, 
images, video, stories and avatars create opportunity for people to share 
and strengthen the travel experience, pre, during, and post trip. 

 
CONCLUSIONS 
 

The literature review indicates that while the “buzz” of social media 
is certainly influencing how travellers make their travel decisions, the 
concept is not yet fully defined; perhaps understandable given that Web 
2.0 is a relatively new paradigm. Themes emerging from the literature 
include the shift from content search to social interaction, the concept of 
community, and the evolution to mobile and virtual environments. Much 
of the literature is built from the theoretical foundations of social 
presence, flow theory, and the concept of word-of-mouth. All are 
connected in the virtual space, as eWOM provides social presence, and 
can induce flow, suggesting a powerful combination for DMO marketers 
mandated to influence traveller behaviour. In conclusion, the major 
findings of this review may be summed up as follows: 
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• Social media is not clearly defined; the concept is relatively new 
and the associated terms are evolving as academics and 
practitioners come to understand human behaviour in the context 
of the online environment. 

• Travellers use social media to help plan their trips; this trend is 
growing. Social media plays a significant role in the information 
search and how that information is used is influenced by age, 
gender, culture and other demographic and sociographic 
characteristics. 

• Social networking sites influence travel decisions; users 
generally participate in these communities to find information, 
for social interaction, as well as, for personal enjoyment.   

• Blogs are one of the most popular forms of social media both in 
terms of branding a destination and influencing travellers’ 
decisions to visit a particular place. 

• Travellers trust WOM communications more so than traditional 
marketing; given that eWOM is anonymous (fostering greater 
self-disclosure than WOM) and global (reaches out to many 
people at the same time), its influence may well be even greater 
than that of traditional WOM. 

• User adoption of mobile technologies is growing significantly; 
there is also a growing interest in the area of virtual world 
applications. 

• Research into 3D virtual technologies has gained attention in the 
literature and findings suggest that this experience may influence 
the attitudes and perceptions of visitors towards a place. 
However, adoption appears to be somewhat slow as a certain 
degree of technical support is required to maintain and develop 
these types of applications. 

Based on this review, further research would be merited in a number 
of areas. Collaborative efforts involving multi stakeholders within a 
destination holds promise for the future both in economic terms and for 
increasing brand visibility. Virtual game worlds are increasing in 
popularity and merit further research. Finally, 3D virtual worlds as a 
potential substitute for some tourism products would benefit with further 
exploration, as would the area of mobile technologies. These applications 
represent the future of tourism, and the future of destination marketing 
organizations. On a global scale, social media use is growing, and the 
challenge is for destination marketing organizations to effectively choose 
not only which applications to use, but also to identify what consumers 
want from their sites and what elements to include in the site that will 
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most effectively influence the traveller decision making process, socially, 
virtually, and authentically. 
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Tour operators are the key elements in the tourism system; they are the link 
between the tourist and the destination. As a result, tour operators are in many 
ways the key to achieving more sustainable forms of tourism. This study aims at 
examining the actual experience of tour operators who adopted sustainability 
practices in their business with the purposes of: 1) Identifying the priority 
implementation areas; 2) Determining the most important motivators which 
encourage tour operators to adopt more responsible strategies; 3) Exploring the 
outcomes and benefits as well as the major obstacles and barriers that deter the 
integration of sustainability strategies in the tour operator business. For this 
study 32 tour operators have been investigated. In addition, in-depth interviews 
with destination stakeholders have been conducted to reflect their experience.    

       
Keywords: Supply Management; CSR; Sustainable Tourism; Tour Operator. 
 
JEL Classification: L83, M1, O1 

 
INTRODUCTION 

      
Tourism is a rapidly growing phenomenon that has become one of 

the largest industries in the world (Inskeep, 1999; Harssel, 1994). 
Although tourism contributes to employment and economic development 
(Tapper & Font, 2005; United Nations, 2001; Rebollo & Baidal, 2003; 
Wijk & Persoon, 2006), it also leads to negative environmental and social 
impacts such as: resource consumption, pollution, waste generation and 
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disruption or destruction of local cultures (Sigala, 2008; Wijk & Persoon, 
2006; Chheang, 2009 and Gronau & Kaufmann, 2009). 

According to a number of studies, mass tourism activities are 
considered responsible for generating the most severe negative impacts of 
tourism; consequently, large-scale tourism, by its very nature, is unable to 
fulfill the requirements of sustainability (Mason, 2003). In contrast, 
small-scale activities (nature tourism, alternative tourism or eco-tourism) 
are considered beneficial and more responsible; thus, they are able to 
incorporate sustainability principles (Mowforth & Munt, 2003; Sigala, 
2008). Taking into consideration that mass tourism is a reality of our time 
that will not disappear but continues to expand, the greatest challenge of 
sustainable tourism is to find ways of incorporating strong preventative 
approaches in all tourism activities. (Swarbrooke, 1999) 

To address the negative impacts of tourism, the industry needs new 
tools and methods that can prevent harm while developing and managing 
tourism activities in ways contribute to sustainable development (Tepelus, 
2005). Mason (2003) states that tour operators are an example of a sector 
that has a reputation for causing negative impacts and creating problems. 
At the same time, tour operators – particularly large-scale ones with great 
economic power – are in an ideal position for facilitating the 
dissemination of these attitudes through the entire tourism industry 
(Tepelus, 2005; Wijk & Persoon, 2006; Font et al., 2008).  

Sigala (2008) argues that tour operators play significant roles in 
changing behaviors and attitudes towards more responsible forms of 
tourism. This may appear in: (a) influencing the volume and direction of 
tourism flows; (b) integrating and affecting attitudes and practices of 
numerous tourism suppliers and stakeholders; and (c) shaping 
destinations and local communities. 

Moreover, in recent years, public awareness of the environmental 
impacts of tourism and the related consequences of unsustainable 
exploitation of natural resources has increased dramatically. This 
awareness is expressed in the growing demand for more environmentally 
and culturally sensitive holiday experiences. Many tourists now expect 
sustainability consideration to be integrated into their holidays; meaning 
that tour operators must operate sustainability to remain competitive (Font 
& Cochrane, 2005a). 

Although there are just a few tour operators in Europe that take 
responsibility for sustainability and protecting environmental and cultural 
resources (Sigala, 2008), it has been recently noted that tour operators’ 
attitude towards the environment in the tourism destinations has been 
slowly changing (Budeanu, 2005).  



  TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 7, Number 1, Spring-Summer 2012, pp. 213-233 

UDC: 338.48+640(050) 

215 
 

In this context, the purpose of this research is to acquire a better 
understanding of how tour operators – being the key players in the 
industry – could strategically help their destinations move towards 
sustainability. In particular, this study aims at examining the actual 
experience of tour operators who adopt sustainability practices in their 
business with the purposes of: 

1) Identifying the areas that are considered the most important in 
terms of sustainable practices; 

2) Determining the most important motivators which encourage 
tour operators to adopt more responsible strategies; 

3) Exploring the outcomes and benefits as well as the major 
obstacles and barriers that deter the integration of sustainability 
strategies in the tour operator business. 

   
LITERATURE REVIEW 
 
Tour Operators & Sustainability Concept 
 

In the past, tour operators sometimes neglected their environmental 
and social responsibilities, arguing that they are simply intermediaries 
between customers and service providers and that destination impacts are 
the responsibility of the sub-contracted suppliers or the local authorities. 
While stakeholders clearly share the responsibility, most tour operators 
now understand that it is precisely their responsibility because they are 
intermediaries, working closely with both tourists and tourism service 
suppliers (Budeanu, 2005; Swarbrooke, 1999; Cochrane, 2006; Font & 
Cochrane, 2005a). 

Moreover, many studies indicate that tour operators are in many ways 
the key to achieving more sustainable forms of tourism (Swarbrooke, 
1999; Frey & George, 2010; Wijk & Persoon, 2006).  

Tour operators have started to recognize their responsibility for the 
negative impacts of tourism, since they are the ones who determine where 
many tourists go and which facilities they use (Tour Operators Initiative 
(TOI), 2002; Budeanu, 2005). Today, a large number of tour operators 
take a more proactive attitude and have started to develop environmental 
policies and plans.  

As a result, many international organizations, industry associations 
and governmental bodies have started to investigate the role of tour 
operators in the industry and screen their current efforts to reduce the 
impacts of their activities. In response, tour operators have taken several 
initiatives to evaluate impacts and improve performance (Budeanu, 2005). 
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In addition, a few international initiatives to improve the 
sustainability of tourism sector have been initiated by non-governmental 
organizations and tour operators (Wijk & Persoon, 2006). The most 
prominent is the Tour Operator Initiative (TOI) which is developed with 
the support of the United Nations Environment Programme (UNEP), the 
United Nations Educational, Scientific and Cultural Organization 
(UNESCO) and the World Tourism Organization (WTO) in 2000 
(Holden, 2008). 

The purpose of this initiative is to encourage tour operators 
worldwide to make a corporate commitment to sustainable development 
and to make considerations for the environmental, cultural and social 
impacts as an integral part of the design and operation of their tours and 
the conduct of their business activities (WTTC et al., 2002; Fredericks et 
al., 2008; TOI, 2007a). 

 
Main Areas of Tour Operators Contribution 
 

Tour operators are moving towards sustainable tourism by 
committing themselves to the concepts of sustainable development as the 
core of their business activity and by working together through common 
activities to promote and disseminate methods and practices compatible 
with sustainable development (TOI, 2005; Mason, 2003). 

There are many areas where tour operators can integrate 
sustainability practices. 

According to Carbone, 2004 and TOI, 2007b, the key operating areas 
are: 

1. Internal Management 
2. Product Development 
3. Supply Chain Management 
4. Customer Relations 
5. Co-operation with Destination 
The first four categories cover actions and decisions that tour 

operators make in preparation for the holiday package. Through these 
actions and decisions, tour operators have either a direct impact on 
sustainability (e.g. managing office supplies) or a significant influence on 
sustainability (e.g. through the supply chain). The fifth area covers efforts 
to address product impacts at the destination (TOI & Global Reporting 
Initiative-GRI, 2002). 
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Internal Management 
 
This includes all the operations and activities that take place at the 

tour operator headquarters and in its country offices. The day-to-day 
administrative and operational activities within a tour operator’s office 
have the potential to cause a wide range of environmental impacts. 
Implementing practices to reduce consumption of paper, energy, water 
and other office supplies and to dispose of waste in a sustainable manner 
can directly reduce the impact of operations, lead to cost saving as a result 
of more efficient resource use, and help staff to focus on the importance 
of environmental efficiency. Employment issues, including labor rights, 
human rights and staff training, are another important part of the 
responsible Internal Management. Implementing good labor practices and 
respecting human rights will increase staff morale and allow for greater 
retention of high-quality staff, while improved working conditions will 
contribute to high-quality service for clients. In addition, staff training on 
sustainability issues and how they can make a difference is the key to 
ensuring employee commitment to sustainability strategies and improving 
performance throughout the company (Font & Cochrane, 2005a). 

 
Product Development & Management 
 

According to Miller and Twining-Ward (2005), this area includes 
actions related to the tour operator’s choice of the destination and 
selection of holiday package components that minimize environmental, 
economic and social impacts. Font and Cochrane (2005a) add that it is 
important for responsible tour operators to choose destinations that have 
good environmental management systems. Moreover, tour operators 
should favor destinations with good-quality local labor.  

Font and Cochrane (2005a) explain the product management as the 
design and management of sustainable holiday packages including the 
assessment of various components of a tour, from accommodation to 
transport services to excursions, in order to determine their potential 
environmental, social and economic impacts, minimize negative impacts 
and maximize positive benefits to the environment and local communities 
and destination economy. Furthermore, they mention that choosing local 
suppliers and locally-owned services can also help ensure that a 
significant portion of the tour revenues stays in the destination and 
benefits local people, rather than being lost to leakages. 
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Supply Chain Management 
 
Zhang et al. (2009: 345) define the Tourism Supply Chain as "a 

network of tourism organizations engaged in different activities ranging 
from the supply side to the distribution and marketing of the final tourism 
product; it involves a wide range of participants in both the private and 
public sectors". 

Most elements of a holiday package are delivered by suppliers who 
are sub-contracted by the tour operator. Thus, the selection of service 
providers and contracting with them is an important opportunity to 
influence the sustainability of the products. The main goal of the Supply 
Chain Management is to work on product and service stewardship across 
the entire life cycle of the holiday package to design packages with lower 
environmental and social impacts (Budeanu, 2009; Font et al., 2008; 
Miller & Twining-Ward, 2005). 

TOI (2007b) suggests that a tour operator can support its suppliers in 
their efforts to be more sustainable by raising their awareness on 
sustainability issues and providing feedback on performance so that they 
can learn where and how to make improvements, in addition to offering 
technical support for sustainability actions and finally creating incentives 
for high performance and using contractual procedures to enforce 
requirement. 

While TOI (2007a) has developed a methodology for tour operators 
seeking to integrate sustainability criteria into their choice of service 
suppliers, the key component of this methodology includes establishing a 
sustainable supply chain policy and management, supporting suppliers in 
reaching sustainability goals and integrating sustainability criteria into 
suppliers' contracts. 

 
Customer Relations 

 
According to Font and Cochrane (2005a), tourists are often unaware 

of the impacts they may be causing during their holidays. This may be 
particularly the case since tourists are, by definition, seeking an escape 
from the concerns and responsibilities of their everyday lives. Tourists 
also may not see the impacts they are causing, because most of the 
negative impacts of tourism are the result of the accumulation of many 
small impacts over time. 

Tour operators are ideally positioned to support and influence 
responsible actions by their customers. They can promote appropriate 
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behavior in pre-departure information through a fair portrayal of the 
destination and local cultures. They can also continue raising awareness 
of sustainability issues throughout the tour and excursion. In any post, 
holiday information sustainability messages should encourage customers 
to behave in a more responsible way. A tour operator can reinforce its 
messages by inviting feedback on the sustainability issue and channeling 
this feedback to suppliers, destination representatives and local 
policymakers. 

Finally, in addition to expecting appropriate behavior from 
customers, tour operators have a responsibility to protect their clients' 
privacy, health and safety. This is an important component of ensuring the 
overall sustainability of customer relations. 

 
 Co-operation with Destinations 

 
According to the TOI (2005), this area includes efforts made by tour 

operators to influence the sustainability of destinations, safeguard 
destinations’ culture, economy and environment, and increase benefits for 
the local community. 

Tour operators can achieve this by establishing and strengthening 
links and developing partnerships with stakeholders in destinations, 
private sector, civil society, local authorities and non-governmental 
organizations in the destinations. 

In addition to the above area, it is recommended to ensure that 
activities targeted towards sustainability are comprehensive, credible and 
leading to long-term positive change, and to monitoring and reporting on 
performance (Carbone, 2004). 

This area also includes all activities and decisions related to 
destinations that tour operators make beyond the production and delivery 
of their holiday packages. This mainly includes efforts made by tour 
operators to engage in dialogue with destination operators about the 
impacts of tour packages and philanthropic activities (WTO, 2004). 

 
METHODOLOGY  
 
     The methodology depends on developing a model for the factors to 
be investigated and guiding work through the field study (Figure 1 P

 

Pillustrates these factors). The data is collected through qualitative and 
quantitative methods; and the methods are broken down into three phases:  
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    Phase I: in this phase, the research depends on exploratory research 
techniques where in-depth interviews (qualitative method) are conducted 
with a representative sample of the stakeholders of tour operators in 
destinations. This preliminary work usually explores the perspective on 
particular idea (Boyce & Neale, 2006; Guian, 2006), formulates and 
defines a problem more precisely, in addition to gaining insights into the 
comprehension of research (Malhotra, 1996).  
       In this research, the main objective of these interviews is to gain 
familiarity with the research problem and guide the process of 
questionnaire compilation and development. According to the study of 
Dodds and Butler (2010), the main topics discussed are: the main 
challenges and barriers facing tour operators in destinations with respect 
to achieving sustainability goals, the outcomes and benefits returning to 
the destinations adopting sustainability principles in the tour operator 
business, and the performance measurement. 
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Figure 1 Methodology Framework for Field Study (Research Design)
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To give a more rounded view of the tour operators’ role in the 
destinations, a selection of sustainable tourism experts and a number of 
stakeholders have been invited to contribute their perspectives. These 
participants are included in the interviews due to their role in sustainable 
development. They are believed to be more knowledgeable to have a 
basic understanding of and relationship with the research’s topics in order 
to obtain meaningful data. 

In this stage, the planning for the interviews depends on identifying 
the stakeholders who will be involved (sample of 27 stakeholders); such 
as tourism management experts in Egypt from the Ministry of Tourism 
(MOT), Tourism Development Authority (TDA), Federation of Tourism 
Chambers, the Red Sea Sustainable Tourism Initiatives, representatives of 
hotels, travel agents, syndicated tour guides, non-governmental 
organizations and suppliers (restaurants, diving centers, transportation, 
etc.). It also includes what type of information is needed from them. Then, 
the development interview protocol which has been first tested by experts 
and modified is used in conducting interviews, preparing data and 
concluding the final results. 

Phase II: in this phase, the research depends on descriptive research 
techniques, a survey (quantitative method) that has been developed as an 
investigation of tour operators with respect to their experience with 
implementing sustainable policies in their business. The investigation has 
been done using a field study framework that outlines the investigated 
factors which influence the process of strategy adoption. For this phase, a 
semi-structured questionnaire is developed. 

The questionnaire instrument consists of two main sections: the first 
is designed to obtain data about the organization nationality and business 
type, while the second consists of five tested variables (See Figure 1). 
These variables are extracted from the literature review studies of (Wijk 
& Persoon, 2006), (Sigala, 2008), (Tepelus, 2005) and (Fredericks et al., 
2008). 

The instrument has been checked, and then pilot-tested by experts. 
After making minor changes, it has been distributed on 53 large tour 
operators as a survey sample. This sample consists of 25 tour operators 
that are members of the Tour Operators Initiative. They have been invited 
to participate via the TOI Secretary (toi@unwto.org) and 28 tour 
operators are randomly selected from the list of the eco-friendly tour 
operators (http://ecofriendlytourist.com/touroperators.aspx). Those 
companies are selected for their leading market position and interest in 
integrating sustainability in their business. 

http://ecofriendlytourist.com/touroperators.aspx
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Due to the geographical distribution of the tour operator sample, the 
questionnaire is distributed via e-mail. According to Dejong et al. (2008), 
there is no difference in results when using online or pencil & paper 
questionnaires. 

The Questionnaire has been directed to a number of managers 
holding the responsibility of environmental activities; they are selected as 
the ones most aware of drivers and challenges encountered during the 
process of adapting and implementing the sustainability strategies. 

Phase III: in this phase, the research uses secondary data sources, 
such as tour operator documents, printed contributions and environmental 
reports. These documents are accessed through the internet, perusal, 
recorded or published information and websites. This data provides 
supporting evidence regarding the investigated tour operators’ 
experiences in the investigated topics. 

These resources are used in order to avoid result errors arising from 
bias. Since the used methods must have validity, multiple resources and 
data collection methods should be used to provide results that have 
reasonable credibility level (Fredericks, et al., 2008). 

Data and information found are analyzed and discussed in accordance 
with the research objectives. The Statistical Package for the Social 
Sciences (SPSS, v17.0) is used to analyze the data obtained in this study. 
Descriptive statistics including simple frequencies and mean ratings are 
computed. Moreover, the chi-square test, a quantitative measure used to 
determine whether a relation exists between two categorical variables 
(Berman, 2001), is also applied. 

 
FINDING & DISCUSSION 
 

The results are structured into four main areas: 
a) Main area of implementation. 
b) Main motivators of adopting sustainability practices. 
c) Outlining barriers and outcomes of implementing sustainability 

practices. 
d) Performance measures. 
A final response rate of 60% (n=32) has been achieved. After 

deleting unusable questionnaires, these 32 responses have been used for 
data analysis. It should be noted that 31% of the sample are German tour 
operators while 19% represents Swedish and US operators. The rest of the 
sample is Finnish, French, Italian and Turkish tour operators. 

The analysis of data shows that 90.6% of the sample consists of 
outbound tour operators, while 9.4% are inbound tour operators. The 
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main service offered is package tours and guided tours (47%), hotel 
reservations (40.6%) and flight booking (12%) of the total sample. 

By investigating the main activities of tour operators, the results 
show that 62.5% of the sample is involved in "leisure & resorts", 25% 
chooses adventure tourism, while only 12.5% focuses on sightseeing. 

 
Ranking Main Area Implementation 
 

The field study addresses the main area of tour operators’ 
contributions to rank these areas according to tour operator priority. The 
results of this study clearly state that "Supply Chain Management" has the 
highest priority for tour operators with mean 4.00 and standard deviation 
1.29. On the other hand, "Internal Management" is ranked as the least 
important area of implementation (See Table (3)). 

 
Table 1 Contribution Areas Ranking 

 
Area of Contribution 

 Mean St. 
Deviation Rank XP

2 
P(Main Activity)  

 
F Value Sig  

Supply Chain Management   4.00 1.29 1 40 0.000  
Internal Management   2.84 1.16 5 15.34 0.053  
Product Management &  
Development  

 2.91 1.34 4 40.10 0.000  

Customer Relations   3.03 1.07 3 7.59 0.269  
Cooperation with Destination   3.93 1.40 2 7.53 0.430  

Used Scale:  
1 = very low priority of implementation 
5 = very high priority of implementation 
 
These results confirm the previous study of Zhang et al. (2009) which 

states that sustainability in tourism depends strongly on the development 
of better linkage between supply and demand. 

Based on revising the environmental reports of a number of German 
operators and TOI (2003), the German tour operators have a considerably 
high contribution in the area of "Customer Relations" compared to other 
nationalities. 

Carbone (2004), TOI (2007b) and Brammer & Pavelin (2004) 
explain this variance stating that responses by individual tour operators in 
each of these areas are influenced by the tour operator’s size, type of 
offered holiday package and, hence, type of customer and destination 
served. For example, the annual Reiseanalyse survey (2002) has 
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concluded that German tourists are particularly demanding environmental 
quality in their destinations (Font & Cochrane, 2005a). This may explain 
why the German tour operators care for the "Customer Relations" area in 
their sustainable policies. 

According to the above table, the result of XP

2
P test confirms the above 

explanation. The results reveal a significant relation between the main 
activity of the tour operator and the priority of implementing 
sustainability practices in the area of Supply Chain Management (F = 40, 
Sig = 0.000) and Product Management & Development (F = 40.10, Sig = 
0.000). 

 
Main Motivators  

 
Moreover, the results of this study highlight the positive attitude 

towards integrating sustainability into the tour operator business due to 
some motivators. When ranking the pushing motivators, the most 
important factors with the highest mean scores (4.06) and (4.00) are 
"Building Positive Public Image" and "Responding to Customer 
Demands". On the contrary, the factors "Becoming an Environmental 
Leader" and "Expected Regulations & Licenses to Operate in 
Destination" are ranked as the least important with mean scores (2.56) 
and (2.06) (See Table (4)). 

 
Table  2 Ranking of Sustainability Integration   Motivators 

 
Motivators Mean Std. 

Deviation Rank Importance 

Building Positive Public 
Image 4.06 1.01 1 

Most Importance Responding to Customer 
Demands 4.00 0.88 2 

Industry Initiatives 3.25 0.78 3 Moderate 
Importance Reducing Environmental 

Impacts 3.09 0.82 4 

Becoming an 
Environmental Leader 2.56 1.10 5 

Least 
Importance Expected Regulations & 

License to Operate in 
Destination 

2.06 0.72 6 

Used Scale:  
1 = not important at all 
5 = very important  
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Although the results show that "Responding to Customer Demand" is 
the most important motivator, Wijk and Persoon (2006) argue that a clear 
market demand for more sustainable tourism is still absent. They give 
example of the Dutch tour operators in Holland International (part of 
TUI) which has stopped offering sustainable tourism packages because of 
lack of demand. On the other hand, the results confirm the study of Gilgs 
and Ford (2005) who have found that customers are more likely to 
purchase responsibly if they perceive that their act of purchase made a 
difference in the environment of the destination. 

The result of the interviews shows that most participants agree that 
"Building Positive Public Image" and "Industry Initiatives" are the most 
important factors.       The respondents explain that the willingness of 
stakeholders in a destination to change their management practices into 
sustainability practices aims at building a positive public image and to be 
able to join special organizations. 

On the other hand, by applying the chi-square test, the results indicate 
that there is no significant relation between the motivators of tour 
operators to adopt sustainability practices and the main service provided 
(chi-square value = 35.77, Sig = 0.008). However, there is a significant 
relation between the main activity offered by tour operators and their 
motivators to apply sustainability practices (chi-square value = 41.28, Sig 
= 0.001). 

These results confirm the previous studies by (Wijk & Persoon, 
2006) and (Hunt et al, 1999) since they have found that the management 
attitude is influenced by management intention, business performance and 
business type. 

 
Benefits & Barriers 

 
Although the results confirm – to a great extent – the findings 

obtained from the literature and secondary data, the research reveals some 
specific aspects related to the benefits and outcomes of integrating 
sustainability practices into the tour operator business as well as the 
obstacles and barriers that face tour operators through the implementation 
stages. The following table outlines the results of the questionnaire and 
the interviews concerning the benefits and barriers from the tour 
operator’s point of view and the destination experts and suppliers’ point 
of view: 
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Table 3 Benefits & Obstacles of Integrating Sustainability 
Practices into Business 

 
 Destination Tour Operator 
 
 
 
 
 

Benefits & 
Outcomes 

 
 
 
 
 
 
 
 
 
 
 
 

Obstacles 
& 

Barriers 

- Increasing long-term 
competitiveness 
- Increasing tourists demand 
of those  who seek high-
quality experience  
- Increasing customer loyalty  
- Safeguarding the 
destination resources  
- Encouraging investors 
interested in long-term 
sustainability  
- Increasing benefits for local 
communities  
- Providing source of income 
for conservation 

- Customer satisfaction (N=12)  
- Cost saving and financial situation 
improvement (N=3) 
- Enhanced product quality (N=8) 
- Increased operational efficiency & 
business opportunities (design 
innovation) (N=18) 
- Cooperation advantage (N=7) 
- Improved image of company in 
general (N=10) 
- Competitive advantage (N=16) 
- Strengthening staff skills and creating 
new competencies (N=9) 

- Level of stakeholders’ 
confidence - as a whole - in 
the importance of sustainable 
policies for their work.   
- Having little regulatory 
pressure in the tour operators 
operation 
- Lack of agreed metrics for 
application or measurement 
of performance 
- Fragmented structure of 
tourism sectors  
- Beliefs that sustainable 
policies reduce the company 
profit  
- Discouraged by 
competitive market condition 
- Tendency of tour operators 
to put responsibility on host 
destinations 

- Lack of demand for sustainable 
tourism packages (N=12) 
- Cost of staff development (N=5) 
- Complexity due to numerous parties 
and partners (N=19) 
- Difficulty in co-operation with 
suppliers to apply their sustainable 
policies (N=20) 
- Weakness of shareholders’ support 
(N=22)  
- Difficulty to gather and report 
necessary   information (N=11) 
- Long time for making performance 
evaluation (N=13) 
- Lack of reliable ways to measure 
performance (N=14)  
- Facing different regulatory systems in 
the destinations’ countries (N=8) 
- Bad effect on product quality (in some 
cases) (N=15) 
- Setting aside funds for environmental 
or social  activities (N=17)  

- Costs involved with obtaining 
certificates such as ISO 14001 (N=2) 

N = Frequency Response 
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The findings in the above table may explain why, despite responsible 
tourism policies and sustainable practices implementation, the tour 
operator business does not have a satisfactory level as a result of facing 
many constraints. 
 
Performance Measurement 

 
According to UNEP (2002) and WTO (2004), using the indicator 

measurement of performance has become important for setting 
evaluation, reviewing and modifying policies. 

The results of the interviews clearly ensure the need for measuring 
performance in order to know the issues confronted in destinations so that 
these destinations can co-operate with tour operators. However, several 
participants strongly feels that the lack of examples for sustainability 
reports in the sector means that performance indicators could not be based 
on existing practices. 

Most participants have commented that there is general tendency for 
large tour operators to be more socially responsive than the small ones 
because they can develop their qualitative and quantitative performance 
measurements. However, as far as the destination is concerned, there is no 
standardized data; there is poor technological integration, difference in 
organizational policies and poor understanding of the need for inter-
organizational performance measurements. 

Font and Cochrane (2005b) recommend that you cannot manage what 
you cannot measure. Thus, sustainability performance should be regularly 
monitored and documented to assess whether targets and objectives are 
being met and to identify necessary action. 

As for the means of measuring performance, most participants of tour 
operators use annual surveys, analyze environmental performance, set 
environmental check lists, revise the used standard metrics, analyze 
samples of guest information by environmental management to posses 
strategic functions and environmental coordinators in the affiliated 
companies, write reports to check environmental quality in the holiday 
regions and hold communications and exchange information with 
suppliers, sometimes accompanied by brief suggestions for improving the 
suppliers’ performance. 

According to the field study and secondary data, there are two main 
types of performance reports and management practices: 

i) A review report that provides clear and appropriate 
recommendation for following the annual management cycle. 
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ii) A sustainable report that may include a description of 
changes in the holiday package design, measures to maximize 
economic benefits for the destination and other actions to 
address key environmental issues. The most common method of 
publishing and disseminating sustainability reports is through the 
internet, to help both staff and external stockholders to get 
feedback. 

 
CONCLUSION 
 

Integrating sustainability nowadays has become an indispensable 
requirement of demand, and tourism is not an exception. Although large 
tour operators are already undertaking steps towards this context, they 
have little real motivation to behave in more sustainable ways. 

To achieve the aim of this study, thirty two tour operators have been 
investigated to reflect their experiences with implementing sustainable 
policies in their business. Moreover, a sample of tour operator destination 
stakeholders has been invited to illustrate their experiences with tour 
operator cooperation. 

The results conclude that "Supply Chain Management" has the main 
priority for tour operators during the implementation of sustainable 
practices. "Building Positive Public Image" is the main reason that 
encourages tour operators to integrate sustainability in business. 

The main benefits reported by the majority of tour operators are 
"Increased Operational Efficiency & Business Opportunities (design 
innovation)", "Competitive Advantage" and "Improved Image of 
Company in General". While for destinations, the main outcomes are 
"Increasing Long-term Competitiveness", "Increasing Tourist Demand 
Seeking High-quality Experience" and "Increasing Customer Loyalty". 

The research concludes that although the principles of sustainable 
tourism are beneficial, their implementation in tour operator business is a 
difficult task to achieve since there is still a major gap between strategy 
and implementation. Also, the results indicate that the main obstacles that 
face tour operators are "Weakness of Stakeholders’ Support", 
"Complexity due to Numerous Parties & Partners" and "Obligation of 
Setting aside Funds for Environmental or Social Activities". As for 
destinations, the main barrier is the level of stakeholders’ confidence - as 
a whole - in the importance of sustainable policies for their work. Finally, 
the study discovers considerable differences in reporting behavior with 
respect to nationality and main services provided by tour operators. 
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This study proposes that future research should be done to get more 
insight into the critical successful factors for implementing sustainability 
in the tour operator business while focusing on how to overcome the 
obstacles which face them during adaptation. 
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THE USA’S INTERNATIONAL TRAVEL DEMAND 
AND ECONOMIC GROWTH IN TURKEY: 

A CAUSALITY ANALYSIS: (1990 – 2008) 
 
 

 Cem IŞIK1 
Atatürk University 

 
 
This paper investigates the relationship between the USA international travel 
demand and Turkey’s economic growth over the period 1990-2008. A vector error 
correction model is employed to test for Granger causality in the presence of co 
integration between variables. In this study, the impact of the USA international 
traveler in the Turkish tourism sector is investigated and evaluated by using ADF 
test, Co-integration approach, and Granger Causality test. The empirical findings 
indicate a long-run equilibrium relationship and a further uni-directional 
causality between the two variables. 
 
Keywords: International Travel Demand; Economic Growth; ADF; Co-

integration; Causality. 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

International travel and tourism are among the most dynamic sectors 
in the modern economy. Many developing countries have thus started to 
consider tourism as an important and integral part of their economic 
growth and development strategies as it serves as a source of scarce 
financial resources, job creation, foreign exchange earnings, and technical 
assistance (Sinclair, 1998; Dieke, 2004; Fayissa et al. 2007). The changes 
in aircraft technology, economic prosperity and international air service 
liberalization in the 1970s, have contributed to the growth of the 
international travel demand of visitors. Especially, after 1990, the 
importance and form of tourism have mostly changed by the effect of 
globalization. 
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According to the estimates of the World Tourism Organization 
(WTO, 2000), the number of international people movements around the 
world will surge to 1602 million by 2020, while tourism receipts will 
reach some US$200 billion. Furthermore, the World Tourism Travel 
Council (WTTC, 2005) expects that the scale of the world tourism 
industry, which made up roughly 10.4% of the world's GDP in 2004, will 
increase to 10.9% in 2014. When all components of the tourism industry 
are taken into account, tourism consumption, investment, government 
spending and exports, the industry grew 5.9% in 2004 alone, reaching 
US$5.5 trillion. The 10-year growth forecast is for US$9.5 trillion in 
2014. For these very reasons, thoroughly investigating all aspects of 
tourism development and economic growth is extremely important for 
governments (Lee and Chang, 2008).  

American tourists have a reputation for being big spenders, and this 
has made American tourists attractive visitors for many destinations. 
Turkey is one of the dominant outbound market in international tourism 
in terms of tourist arrivals and expenditures. Turkey is led by a strong 
political leadership in the last 5 years, which is not typical for the country. 
As a result of this political stability, Turkey has been ranked 20th in 2006 
by its 378.4 billion dollars of Gross Domestic Product based on IMF’s 
world's economic outlook. Turkey has an important geopolitical status in 
the world. Indeed, it has been estimated that a great part of the world 
tourism destination, which is expected to increase by 60% in the next 25 
years, will be met from the region, which also includes Turkey.  

The purpose of this paper is to use the Error Correction Model 
(ECM) model to investigate the dynamic relationship between tourism 
demand and economic growth of Turkey over time. We analyze the 
USA’s international travel demand for Turkey. The focus of econometric 
studies is to determine the extent to which the data support a particular 
theory. More specifically, the ECM model, which embodies both 
econometric and time series analyses, will be used to test the economic 
theory that the demand for international travel is positively related to 
growth in the origin market. 

 
 
 
 
 
 
 

http://www.sciencedirect.com/science?_ob=ArticleURL&_udi=B6V9R-4NDDSTC-1&_user=610102&_rdoc=1&_fmt=&_orig=search&_sort=d&view=c&_acct=C000031788&_version=1&_urlVersion=0&_userid=610102&md5=3bc3b90068561abdb46d400370551501#bib46#bib46
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Figure 1 Turkish Economic Growth and The USA’s 
International Travel Demand for Turkey (in percentages) 

 
 
LITERATURE REVIEW 

 
In a recent study of the economic growth performance of Turkey, 

Akan et al., (2007) conducted a standard Granger (1969) causality test. 
The authors found that tourism and economic growth affected each other; 
thereby study supports both tourism-led economic development and 
economic-driven tourism growth.  

Earlier studies about the relationships between tourism development 
and economic growth are currently “unfortunately blurry” due to there 
being different results for different countries in the same subject or 
region, different time periods within the same country and different 
methodologies in different regions (see Appendix). 

Uysal and Crompton (1985) used a developing model to explain and 
predict international tourist flows to Turkey. The weights used were 
derived in 2 phases and were adjusted to incorporate the relative 
competitiveness of other tourist destination countries with Turkey. Ongan 
and Demiroz (2005) also investigated the impact of international tourism 
receipts on the long-term economic growth of Turkey by using the 
Johansen technique and vector error correction modeling. They found that 
there was bidirectional causality between international tourism and 
economic growth in this country. Akan et al., (2008) examined the 
dynamics of tourism when changes occurred in the sectoral structure. 
They further investigated the causal relations between Tourism and 
Economic Growth for the economy of Turkey during the time period of 
1985-2007. In the Tourism sector which closely related to lodging, 
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demand forecasting is also an important area. Uysal and Crompton (1985) 
used three qualitative techniques: simple survey techniques, Delphi 
models and judgment-aided models. 

Gunduz and Hatemi (2005) empirically confirmed the tourism led 
growth hypothesis for Turkey by making use of the leveraged bootstrap 
causality tests. They found unidirectional causality running from 
international tourist arrivals to economic growth of Turkey. Katircioglu 
(2009) investigated long-term equilibrium relationship between 
international tourism and real GDP by the bounds test and Johansen 
technique for co integration in the case of Turkey. 

Using Spain’s economic data, Balaguer and Cantavella-Jorda (2002) 
confirmed the validity of tourism-led growth hypothesis for long-run 
economic performance. Using Greece data, Dritsakis (2004) discovered a 
stable long-run relationship between tourism and economic growth. On 
the other hand, Oh (2005) disagreed with the tourism-led growth theory. 
After Balaguer and Cantavella-Jorda's (2002) work, Oh (2005) counter-
argued that the existence of the tourism-led growth hypothesis in Spain 
may be attributed to the fact that Spain is one of the world's top recipients 
of international tourist revenues.  

Dritsakis (2004) examined the impact of tourism on the long-run 
economic growth of Greece using a similar method. One co-integrated 
vector was found among GDP, real effective exchange rate and 
international tourism earnings from 1960 to 2000. Granger (1969) 
causality tests based on Error Correction Models indicated that there is a 
strong Granger causal relationship between international tourism earnings 
and economic growth, a strong causal relationship between real exchange 
rate and economic growth, and simply causal relationships between 
economic growth and international tourism earnings and between real 
exchange rate and international tourism earnings. In sum, his study 
supports both tourism-led economic development and economic-driven 
tourism growth.   

Does economic growth cause tourism development or does tourism 
development lead to economic growth? Based on previous research, three 
different empirical results can be found: bidirectional causality between 
tourism and economic growth and unidirectional causality with either the 
tourism-led growth or economic-driven tourism growth hypotheses. As 
for policy implications, if there is clear-cut unidirectional causality from 
tourism development to economic development, then making strides in 
tourism growth (tourism-led economic growth) is the most practical 
approach. If the outcome shows the opposite direction of causality, then 
every effort should be made for overall economic growth as this, in turn, 
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will result in the expansion of the tourism industry. If there is no causal 
relationship between tourism growth and economic development, then 
there is no feedback effect between each other. Finally, if the relationship 
is bidirectional, and tourism and economic growth have a reciprocal 
causal relationship, then a push in both areas would benefit both (Lee and 
Chang, 2008). 

The appendix presents previously reported empirical results for the 
relation between tourism and economic growth. 

 
METHODOLOGY AND DATA 

 
Engle and Granger (1987) were the first to point out that a linear 

combination of two or more non-stationary series (with the same order of 
integration) may be stationary, or I (O), and the non-stationary time series 
are said to be co integrated. If such a stationary linear combination exists, 
the series are co integrated and long run equilibrium relationships exist. In 
other words, once the order of integration is determined by the 
Augmented Dickey Fuller (ADF, Dickey and Fuller, 1979), the next step 
is to examine whether the series are co integrated or not, and if they are, 
to identify the co-integrating (long-run equilibrium) relationships. 
Incorporating these co integrated properties, an error-correction model 
(ECM) could be constructed to test for Granger causation of the series in 
at least one direction. In this paper, the ECM is specially adopted to 
examine the Granger causality between economic growth and the USA’s 
International Travel Demand for Turkey. When both series are integrated 
to the same order, the Johansen maximum likelihood procedure 
(Johansen, 1988; Johansen and Juselius, 1990) is used for the presence of 
co integration. Any long-run co integrating relationship found between 
the series will contribute an additional error correction term to the ECM. 
The Johansen procedure is a vector autoregressive (VAR) based test on 
restrictions imposed by co integration in the unrestricted VAR. The 
procedure suggested by Johansen (1988) basically depends on direct 
investigation of co integration in the vector autoregressive (VAR) 
representation. This analysis yields maximum likelihood estimators of the 
unconstrained co integration vectors, but it allows one to explicitly test 
for the number of co integration vectors. 

 
Error-correction Model 

 
Correlation, even in the long run among co integrated variables, does 

not necessarily imply causality. If several series are co integrated, then a 
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Granger causality test can be constructed by augmenting the earlier 
construction with an appropriate error correction term (ECT) derived 
from the co integrating equation. For example, if the two series are l (l), 
the Granger causality test for a bivariate regression would be applied after 
taking their first differences and equations (1) and (2) would take the 
following forms: 

 
After the test of stationarity, this study uses Engle and Granger 

(1987) co integration test to identify the existence of any co integrating 
relationship between economic growth and the USA’s International 
Travel Demand for Turkey. That means, two variables are co integrated if 
they have a long term equilibrium relationship between them in at least 
one direction. Engle and Granger (1987) is used for correcting 
disequilibrium and testing for long and short-run causality among co 
integrated variables.  

LY represents the annual economic growth rate in natural logarithms; 
LTOUSA expresses the USA’s international tourism demand for Turkey 
and in natural logarithms. Δ denotes the first difference of variable. The 
optimal lags are selected for the truncation lag for the PP test based on the 
Akaike information criterion (AIC, Judge, Griffiths, Hill, Lutkepohl, & 
Lee, 1985). The error-correction term (ECT) is derived from the long-run 
co integration relationship and measures the magnitude of the past 
disequilibrium. In each equation, change in the endogenous variable is 
caused not only by the lags, but also by the previous period. Given such a 
specification, the presence of causality could be tested.  Considering 
equation (2), if the estimated coefficients on the lagged values of the 
USA’s international tourism demand are statistically significant, then the 
implication is that the USA’s international tourism demand Granger 
causes economic growth in the short-run. 

For this study, we obtain estimates of the relationship between 
economic growth and the USA’s international tourism demand for Turkey 
on main macroeconomic variables. In the study the data of the USA’s 
international tourism demand for Turkey and economic growth rates are 
used for the period of 1990–2008. These data is compiled from Central 

http://www.sciencedirect.com/science?_ob=ArticleURL&_udi=B6V9R-4GX1HVS-1&_user=610102&_rdoc=1&_fmt=&_orig=search&_sort=d&view=c&_acct=C000031788&_version=1&_urlVersion=0&_userid=610102&md5=736e7bf819d21dae54dc0af6a542b50d#bib27#bib27
http://www.sciencedirect.com/science?_ob=ArticleURL&_udi=B6V9R-4GX1HVS-1&_user=610102&_rdoc=1&_fmt=&_orig=search&_sort=d&view=c&_acct=C000031788&_version=1&_urlVersion=0&_userid=610102&md5=736e7bf819d21dae54dc0af6a542b50d#bib27#bib27
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Bank (CBRT) Electronic Data Delivery System and Tourism Ministry for 
the 1990–2008 periods. 

 
Empirical Results 

 
Table 1 reports the results of the ADF test on the integration 

properties of economic growth and the USA’s international travel demand 
for Turkey.  
 

Table 1 Augmented Dickey–Fuller Test Results 
 

Variable Test Statistic     Critical Value %1 
LY -1, 327605 -2, 699769 
LTOUSA -1, 134738 -2, 699769 
∆ LY      -8, 865830** -2, 708094 
∆ LTOUSA     -2, 860101** -2, 708094 

The symbol,*, denotes significance at 5% respectively. 
The symbol, **, denotes significance at 1% respectively. 
LY represents the annual economic growth rate in natural logarithms; LTOUSA expresses 
the USA’s international tourism demand for Turkey and in natural logarithms. Δ denotes the 
first difference of variable. The optimal lags selected for the truncation lag for the PP test 
based on the Akaike information criterion 
 

Results of the ADF test indicate that the two series are found to be 
non-stationary. However, first differences of these series lead to 
stationarity.  These indicate that the integration of economic growth and 
the USA’s international travel demand for Turkey is of order one (1). 
Given that integration of the two series is of the same order, we continued 
to test whether the two series are co integrated over the sample period. 
Table 2 shows the results of the Johansen test. The likelihood ratio (LR) 
and trace statistic test reject the hypothesis of no co integration, and 
indicate that there is one co integrating equation at the 5% significance 
level (i.e. there is a long-run relationship between the USA’s international 
tourism demand for Turkey and Turkey economic growth). The 
normalized co integrating coefficients are shown in the last row of Table 
2, and the signs of the variables conform to the theory in the literature (i.e. 
there is positive relationship between the USA’s international tourism 
demand for Turkey and Turkey economic growth). Following the 
detection of the co integrating relationship between the USA’s 
international tourism demand for Turkey and economic growth, an ECM 
was set up to investigate short and long-run causality. In the ECM, the 
first difference of each endogenous variable (the USA’s international 
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tourism demand for Turkey or economic growth) was regressed on a one 
period lag of the co integrating equation and lagged first differences of all 
the endogenous variables in the system. Causality can be identified by 
testing for significance of the coefficients on the dependent variables in 
equations (1) and (2). First, by testing H0: δyi = 0 for all i in equation (1) 
or H0: γei= 0 for all i equation (2), we evaluate Granger weak causality.  
This can be implemented using a standard Wald test. Asafu-Adjaye 
(2000) interpreted the weak Granger causality as ‘short run’ causality in 
the sense that the dependent variable responds only to short-term shocks 
to the stochastic environment.   

 
Table 2 Johansen and Juselius Co-integration Test Results 

 
r Trace 

Statistic  
    %95  Likelihood 

Statistic 
     %95 

r=0 28, 78747 15, 49471                28, 77224 14, 26460 
r=1   0,015226   3.841466                  0,015226   3.841466 

Normalized Co-integration Equation: LY = 5, 175581+0,56115LTOUSA 
The symbol,*, denotes significance at 5% respectively. 
The symbol, **, denotes significance at 1% respectively. 
 

Table 3 Granger Causality Tests 
 

Dependent Variable Independent Variable 
                     Short-term Causality                             Long-term Causality 
 ∆ LY

  
∆ LTOUSA ECT

  
ECT/∆LY ECT/∆ LTOUSA 

∆ LY
  

--------
  

0, 36128* 0, 2158** --------- 0, 59736* 

∆ LTOUSA 3, 11462 --------- 0,001 4, 5240 ---------- 
The optimal lags selected for the truncation lag based on the Akaike information criterion 
(AIC)  
The symbol,*, denotes significance at 5% respectively. 
The symbol, **, denotes significance at 1% respectively. 
 

The causality is the ECT in equations (1) and (2). The coefficient on 
the ECT’s represents how fast deviations from the long run equilibrium 
are eliminated following changes in each variable.  If, for example, β2 is 
zero, then the USA’s international tourism demand does not respond to a 
deviation from the long run equilibrium in the previous period.  This can 
be tested using a simple t-test. In order to check whether the two types of 
causality are jointly significant, we test the joint hypotheses H0: β1=0and 
δei=0 for all i in equation (1) or H0: β2=0 and γyi=0 for all i in equation 
(2). This is referred to as a strong Granger causality test.  
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The joint test indicates which variable(s) bear the burden of short run 
adjustment to re-establish long run equilibrium, following a shock to the 
system (Asafu-Adjaye, 2000). A test of these restrictions can be done 
using F-tests. If there is no causality in either direction, the ‘neutrality 
hypothesis’ holds. Table 3 shows the result of a Granger causality test 
between economic growth and the USA’s international travel demand for 
Turkey. As we find the coefficients on lagged the USA’s international 
travel demand for Turkey in the economic growth equation are 
significant, we conclude that there is a unidirectional short run causal 
relationship running from the USA’s international travel demand for 
Turkey to economic growth.  Using a Wald test, we find unidirectional 
long run causality running from the USA’s international travel demand to 
economic growth because we cannot reject the null hypotheses that 
coefficients on the ECT and the interaction terms are jointly zero in the 
growth equation. 

The results provide evidence supporting a long-run steady-state 
relationship between economic growth and tourism. This means that the 
two variables are causally related at least in one direction (Engle and 
Granger, 1987). 
 
CONCLUDING REMARKS 

 
In this study, tourism and economic growth are conceptualized as an 

econometric model and an analysis is made to relate tourism to Turkey's 
economic growth. Time series techniques that closely follow the 
empirical economic growth literature are employed to test the influence of 
tourism variables on economic growth in a time serie data. The main goal 
of this study is to investigate the effect of international tourism on the 
economic growth and development of Turkey both in the short run and in 
the long run. The results show that the spending of international tourists 
positively impacts the economic growth of Turkey. The strong impact of 
tourist activity, according to the magnitude of the estimated parameter 
would reveal the existence of important long-run multiplier effect.  

The study has applied the ECM model to investigate the causality 
relationship between economic growth and the USA’s international travel 
demand for Turkey during the period of 1990–2008. In this study, two 
variables are conceptualized as an econometric model and an analysis is 
made to relate the USA’s international travel demand to Turkey's 
economic growth. The estimation results indicate that there is a 
unidirectional relationship running from the USA’s international travel 
demand to economic growth.  
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Before testing for causality, the ADF test and Johansen maximum 
likelihood and trace statistics tests were used to investigate the series of 
unit roots and co integration. The co integration analysis of a multivariate 
system of equations showed that there is a long run relationship between 
economic growth and the USA’s international travel demand for Turkey. 
Granger causality test was used to examine the causal relationship 
between economic growth and the USA’s international travel demand for 
Turkey. Prior to testing for causality, the ADF unit root test and Johansen 
& Juselius co integration rank test were used to examine unit roots and co 
integration. As co integrated variables are expected to have causal 
relationships, according to the results, long-run unidirectional causality 
exists between economic growth and the USA’s international travel 
demand for Turkey, and short-run unidirectional causality exists from the 
USA’s international travel demand to economic growth.  

Test results indicate that Economic Growth in Turkey is positively 
affected by the USA’s international traveler in the long run. Causality 
testing confirms the existence of that relationship in Granger sense and, 
moreover, it provides necessary arguments to support the tourism-led 
growth hypothesis. As expected, the earnings from international tourism 
affect the Turkey economic growth positively.   
 

Figure 2 Impulse Responses 
 

 
The impulse response functions indicated that there exists a positive correlation between 
economic growth and the USA’s international travel demand for Turkey.  
 

Figure 2 reports the impulse response functions, which are the 
simulated responses of the USA’s international travel demand for Turkey 
that results from shocks to each of the other series analysis. The time 
period of the impulse response functions is spread over 29 years, while 
the response is measured in terms of standard deviations. This impulse 
response function indicates the existence of the long run co integration 
analysis, which has indicated that there exists a positive correlation 
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between economic growth and the USA’s international travel demand for 
Turkey.  Moreover, the impulse response function traces the effects on a 
variable of an exogenous shock to another variable over time. 

Numerous empirical tourism studies have used the Granger Causality 
and ECM for inter-effect of the variables. There have been a number of 
successful empirical studies that support tourism and thereby led growth 
hypothesis like Balaguer and Cantavella-Jordá (2002), Narayan (2004), 
Oh (2005), Vanegas et al., (2007), Eugenio-Martín and Morales (2004), 
Lanza et al., (2003), Lee et al., (2002). They found a unidirectional causal 
relationship from tourism to economic growth. In this study, the ECM and 
the Johansen and Juselius tests also confirm long-term equilibrium 
relationship between tourism and growth. The results show that the 
tourism led growth hypothesis for Turkey is valid in the long term. In 
other words, this paper empirically tests the validity of the tourism led 
growth hypothesis for Turkey by using the ECM and the Johansen and 
Juselius technique for cointegration. An additional insight that has been 
gained from this research is the ECM models capture the dynamic 
relationships between time series variables and permit testing of 
economic theoretical concepts as related to travel demand. In other words, 
the ECM model approach is particularly useful in revealing the effect of 
tourism. It can also incorporate the future influence of changes in related 
variables on travel demand. However, the findings in this paper does not 
confirm the previous studies by Akan et al., (2008), Durbarry (2004), 
Dritsakis (2004), Kim et al., (2006) and Lee et al., (2002). This study 
rejects the validity of the tourism led growth hypothesis for Turkey. 

American tourists have a reputation for being big spenders, and this 
has made them attractive visitors for many destinations. As Turkey has 
been one of the dominant outbound market in international tourism in 
terms of tourist arrivals and expenditures. Moving from this point, the 
main reason why American tourists are chosen for this particular study is 
to reveal, with an econometric model, whether the economic growth 
between the years 1990 and 2008 in Turkey is influenced by American 
tourists. In addition, when the literature studies are taken into 
consideration, in comparison to the previous studies where while the 
interaction between the tourism of a country and growth variables of the 
same country is handled, this study investigated the effect of the tourism 
variable of one country on the economy of another country as an 
econometric model. Thus, this study includes consequences that can lead 
new tourism strategies in respect to the quality of the tourists visiting 
Turkey. In another words, it can be possible to develop new tourism 
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policies for American tourists after displaying how they influence Turkish 
tourism.    

A policy implication which may be drawn from this study is that 
Turkey can improve its economic growth performance, not only by 
investing on the traditional sources of growth but also by strategically 
contributing to the tourism industry and improving their governance 
performance. Like many developing countries, Turkey has been 
contributing to the growth of international tourism demand.  The number 
of American people traveling to Turkey for holidays will increase in near 
future if the current average growth rate for the tourism demand holds.  

New strategies are required in order to attract more tourists from the 
USA. These are; 

• to ensure the development of indicative infrastructure investment 
projects, which would provide an example and encourage local 
industrial and commercial business entities to take a similar path. 

• to ensure the modernization process at local level by educating 
youth and the local community about the USA. 

• to provide special recreational and touristic opportunities for the 
USA travelers.  

• to develop an understanding and raise awareness on improving the 
image of the Turkey in the USA. 

Within the framework, for the implementation of the strategy, 
organizational actors in Turkey will play important role in order to 
implement tourism strategies better. These organizations are National 
Tourism Council, State Planning Organization (State Planning 
Organization), Ministry of Culture and Tourism, National Tourism 
Certification Service, Domestic Tourism Research and Steering 
Department. The tourism strategies are required in order to achieve its 
objectives and it is important that public institutions and organizations as 
well as the whole public adopt the strategy and act harmoniously 
according to the common objectives.   

In conclusion, based on the results in this study, tourism strategies are 
required in order to encourage international visitors and tourism growth. 
It is under this perspective that private entrepreneurs and the government 
should increase the level of resources allocated to tourism.  Moreover, the 
scientifically verified information is crucial for the private, public and 
governmental sectors to manage the tourism operations and planning in 
order to maximize the tourism earnings. 
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APPENDIX 
 

Appex 1 International Tourist Arrivals and Market Share by Region 
Region 2000 2001 2002 2003 2004 2005 Share 

(%) 
2000 

Share 
(%) 
2005 

World 689 688 709 697 766 808 100 100 

Europe 362.2 395.8 407.7 408.6 425.6 443.9 57.5 54.9 

Mid/East 140.8 143.7 147.6 147.7 149.5 158.8 20.4 19.8 

Asia/Pacific 111.4 116.6 126.1 114.2 145.4 156.2 16.2 19.3 

Americas 128.4 122.2 116.7 113.1 125.8 133.1 18.6 16.5 

Africa 28.2 28.9 29.5 30.7 33.3 36.7 4.1 4.5 

Source: World Tourism Organization, January 2006. 
 

Appex 2 International Tourism Receipts by Region of the World 
Region 2003 

(US$bill.) 
2004 
(US$bill.) 

Share (%) Receipts/ 
Arrival 2004 

World 524 626 100% 820 
Europe 282.7 626.7 52.5 780 
Mid/East 114.1 131.7 21.1 1050 
Asia/Pacific 94.9 125 20.1 820 
Americas 16.8 21 3.4 590 
Africa 15.5 18.3 2.9 550 

Source: World Tourism Organization, January 2006. 
 

Appex 3 Previously Reported Empirical Results for the Relation 
between Tourism and Economic Growth 

Samples Authors Empirical 
method Period Countries Causal 

relationship 

One 
country 

Akan et al. 
(2008) 

Granger 
causality test 1985-2007 Turkey 

Tourism 
 

Growth 

 
Balaguer & 
Cantavella-
Jorda (2002) 

Error 
correction 
model 

1975–
1997 Spain 

Tourism 
 

Growth 

 Durbarry 
(2004) 

Error 
correction 
model 

1952–
1999 Mauritius 

Tourism 
 

Growth 
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Samples Authors Empirical 
method Period Countries Causal 

relationship 

 Dritsakis 
(2004) 

Error 
correction 
model 

1960–
2000 Greece 

Tourism 
 

Growth 

 Ghali (1976) OLS 1953–
1970 Hawaii 

Tourism 
 

Growth 

 
Gunduz & 
Hatemi 
(2005) 

Causality test 1963-2002 Turkey Tourism  
Growth 

 Katircioglu 
(2009) Bounds test 1960-2006 Turkey Reject 

 Kim et al. 
(2006) 

Granger 
causality test 

1971–
2003 Taiwan 

Tourism 
 

Growth 

 Narayan 
(2004) 

Error 
correction 
model 

1970–
2000 Fiji 

Growth 
 

Tourism 

 Oh (2005) Granger 
causality test 

1975–
2001 Korea Growth  

Tourism 

 

 
Ongan 
(2005) 
 

Granger 
causality test 1980-2004 

 
Turkey 
 

Tourism 
 

Growth 

 Vanegas et 
al. (2007) 

Granger 
causality test 1980-2005 Nicaragua 

Tourism 
 

Growth 
 

Cross-
section 

Eugenio-
Martin and 
Morales 
(2004) 

Panel GLS 1980–
1997 

Latin 
American 
countries 

Tourism 
 

Growth (in 
low- and 
medium-
income 
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Samples Authors Empirical 
method Period Countries Causal 

relationship 

countries but 
not in high-

income 
countries) 

 Lanza et al. 
(2003) 

Almost ideal 
demand 
system 
(AIDS) 

1977–
1992 

13 OECD 
countries 

Tourism 
 

Growth 

 Lee et al. 
(2002) 

Error 
correction 
model 

1990–
2002 

for OECD  
and non 
OECD 
countries 

Tourism 
 

Growth 
Tourism 

 
Growth 

Note: “Tourism growth” denotes causality running from tourism development to 
economic growth. “Growth tourism” denotes causality running from economic growth 
to tourism development. “Tourism growth” denotes bidirectional causality between 
tourism development and economic growth. 
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FARE TALE ORIENTEERING: DEVELOPING ART 
WORD BY LETTERBOXING EVENT 

 
 

 Pirita Ihamäki1 
University of Turku 

 
 
Special events have grown in the tourism industry as indispensable product 
alternatives to many urban destinations. This case study describes a unique Art 
Word by Letterboxing – event, which was organized in Pori, Finland. The event 
was fruitful in terms of adventure tourist products and introduces opportunities 
art word workshops and is an example special tourist event. This study presents a 
concrete letterboxing application and describes comprehensively the contents and 
goals of Art Word by letterboxing -event. The study is empirical case study, which 
passed on 12 participators evaluation. Most outstanding result is the social 
interaction with word of art amateur in group conversation bring up ideas for 
create this kind of events for new places example inside of school or middle of 
forest. Users find the event refreshing, motivating and highly suitable as a 
concluding event for their art word workshops. Experiences and feelings inspire 
to embark on future adventures. 
 
Keywords: Special Events, Adventure tourism, Art Word, Letterboxing, 

Treasure hunt games 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

How can we develop a creative art word by letterboxing event for 
children to instil a spirit of innovation, inquiry, entrepreneurship and a 
sense of power to change things in them? Art word by letterboxing event 
is a new way of developing treasure hunt game and art word support 
written and orally communication. Event was new, small pilot of children 
outdoor event, which organize for couple of years working children art 
word group (12 children), impulse group called Mutant and Winges, by 
spring 2006 glory for last get together time. Central of Pori situated 
natural beauty park called Kirjurinluoto. The idea is to create a repertoire 
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of enrichment opportunities and services that challenge all children’s. Art 
word can be understood as a certain form of linguistic expression that can 
be observed also in connection to the system of language. Art word and 
its theory are part and shape of societal practices. Practice is then 
understood as the kind of action that is directed toward the natures of 
phenomena, that controls and chances them and also people and their 
needs. Art word reflects the free work of a human and their self-
fulfillment. In different eras, art word should be seen as a part of living 
cultural heritage. (Karkama, 1979: 33, 17, 22, 38.) Art word accentuates 
personal freedom of expression and playing with words. Art word comes 
from inside of a person, and thus is also about getting to know oneself 
(Ihamäki, Turtiainen, 2006). Letterboxing is puzzle solving, treasure 
hunting, orienteering, and finding new places and also art, if need be 
(Niku, 2005). Outdoor adventure activities have increased as free time, a 
greater awareness of health and wellness, advances in technology, media 
exposure, the search for unspoiled nature and authentic experiences are 
often coupled with a higher level of environmental awareness. (Courdell 
et al., 1999.) Creative and innovative designs, and portable events, will 
continue to be developed, along with entry into new program niches. In 
addition, reliable research and evaluation models, techniques, and 
methods need to be established to empirically measure the benefits and 
outcomes of the challenge course experience. (Attarian, 2002.)  

Special events are always planned, always arouse expectations, and 
always motivate by proving a reason for celebration. According to Getz 
(1997), a special event can be defined as a one-time or infrequently 
occurring event outside the normal program or activities. To the customer 
or here leisure, social or cultural experiences outside the normal everyday 
experience. Types of events can have varied widely; they include 
festivals, fairs, exhibitions and shows, meetings and other business and 
educational events, sports events or art events. To summarize, events can 
be anything that is planned by destination to attract and satisfy customers, 
and that is out of the ordinary. One of the greatest benefits of special 
events is that they are, by definition, flexible. They can change over time 
to reflect changing consumer needs; they can be adapted to specific target 
markets, and to reflect today’s needs, fashions, and trends. (Dimance, 
2002: 73-74.). This approach allows art word by letterboxing event to 
develop a school and adventure tourist services game culture that takes 
advantage of resources and appropriate decision-making opportunities to 
create meaningful, high-level and potentially creative opportunities for 
children to develop their talents. The central idea of the event was to use 
treasure hunt game in outdoor adventure education and teach children 
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how to use their creativity through the cache assignments. Adventure 
education entails both media education and environmental education. 
Media education content was used in the exercises found inside the 
caches. Environmental education was emphasized when the participants 
compared the clue poem for letterboxing with their perceptions of the 
surrounding environment. The children had to observe and compare the 
real environment when solving the clue in the poem; this brought up 
environment education themes. Main research questions are:  

 
• What is Art word by letterboxing -even all about?  
• And how did the Art word course participants, experience the 

event?  
• How to create enjoyable outdoor adventure tourist events for 

children? 
 

 This paper is organized as follows. First we start introduction, which 
describe study purpose and research questions. Second section present 
briefly related work. Third sections go through methodology. Forth 
section present art word by letterboxing event. Section 4.1 go through for 
event media educational part and 4.2 section present art word event in 
environmental education perspective. Fifth section present empirical 
findings art word by letterboxing event. Sixth section present discussion 
part. Seventh section will draw picture of conclusions and future work. 
 
LITERATURE REVIEW 
 
       Special events are a unique form of tourism activity, but they should 
not be views narrowly as attractions for exploitation in tourism 
development schema. (Getz, 2002.) Jago and Shaw (1998) address 
definitional framework term ‘special events’ based upon an extensive 
review of the published literature on special events. Most of the research 
that examined special events has focused on the economic impact 
(Thrane, 2002). Also reasons and motivations for people to attend special 
events has been studied (Nicholson, Pearce, 2001.) In addition, sociology 
literature suggests that the main purpose collective celebrations in special 
events is to build social cohesion by reinforcing ties within the 
community  (Rao, 2001.) Special events play important role in 
communities’ lives, such as in art word community because they provide 
important activities. They usually have unique travel attractions because 
they do not rely upon expensive physical development. The success of a 
special event is more dependent upon the (art word) enthusiasts of the 
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local community and event organizers than upon natural or built 
attractions (Getz, 1993). Numerous communities have developed new 
events as leisure and cultural pursuits for residents, as well as for 
community (art word amateur) development benefits. (Getz, 1993) The 
benefits attached to events have created a platform for communities to 
develop events to attract visitors and create cultural images in the host 
destinations. Events provide an opportunity for local communities to 
create a sense of value and belief (by individuals) in the community; it 
also provides opportunities to exchange experiences and information. 
(Esu, et al., 2011: 336) Perception of tourism is based on the evaluation of 
the local community’s attitude (including the environment, infrastructure 
and events); the participation model of people in the local community 
exerts a powerful influence on the tourists experience and tourism 
planning effects the community as a whole. (López-Guzmán, et al., 2011: 
72-73.) This research introduces a series of research questions regarding 
event Art Word by Letterboxing and special events, and the dynamics of 
locally organized art word amateur community events. New competing 
destinations are emerging and there is the growth of alternative forms of 
tourism. Prosser (1994) compare for tourism industry in for fashion 
industry, which have new types of tourism the decentralization and 
removal of tourist activities. (Papanis, Kitrinou, 2011: 320) The specific 
destination product does not necessarily motivate tourist, but the 
experience they will derive from it does. (Dimance, 2002: 75.) Ritchie 
and Ritchie (1998) suggested that there is an overall trend away from 
product attributes towards lifestyle or value system. In addition, the 
consumer of today makes choices based on whether or not a product fits 
into his or her lifestyle; whether it represents on exciting new concept 
desirable experience. This study extend for special event studies by 
present empirical findings of children art word by letterboxing special 
events. This study brings pedagogical especial environmental and media 
educational point of in special events.   
 
METHODOLOGY 
 
       This case study is a qualitative study, carried out as an enquiry for art 
word hobbyists. This event was a small pilot case, demonstrating how 
treasure hunt game such as letterboxing could be used in special events in 
the future. The purpose of the study is to evaluate how letterboxing could 
be methodologically used in teaching adventure education in outdoor 
events. In adventure education, comprehensive individual growth is 
supported by target-oriented and challenging group activities. According 
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to Clarke (1994), adventure education is about individuals finding new 
areas both in themselves and in the environment. As a consequence, it 
leads to feelings of success, many experiences and surprises. According to 
Vainikainen (1994), adventure education is a method, which enables to be 
in contact with young persons. Adventure education gives an opportunity 
to achieve feelings of success, unforgettable experiences and safe risks. 
First of all, it is a method of teamwork. In adventure education, 
individuals and groups are challenged with concrete aims. These aims 
emphasize the commitment of each member of the group to the common 
goal. The exercises require problem-solving skills, which, in turn, require 
skills of decision-making, evaluation, cooperation and communication 
and in the involved group. (Fossi, Jokinen, 1997) Kurt Hanh has 
introduced the concept of experience pedagogy, defining it as 
“comprehensive education, which combines nature, surrounding 
community and potentiality of physical education. It is also pedagogy of 
arts, music, cultural experiences and technical skills.” The aim of 
experience pedagogy is to create circumstances for creative and 
experiential activities, whereby young people could find new resources in 
them and learn to know their own skills. Experience pedagogy 
emphasizes strategies, with which, skills and knowledge are increased by 
doing concrete things and learning from those experiences. In adventure 
education and experience pedagogy, different kinds of experiences, taking 
chances, working in groups and learning to recognize the limits of one’s 
own resources are emphasised. Like experience pedagogy, the educational 
ideas of “Learning by doing” by John Dewey (1963) are also based on 
recognition of children’s experiences of life as a resource for individual 
growth. (Fossi, Jokinen, 1997) This art word by letterboxing event used 
learning by doing method in teaching media education and environment 
education in the special event. Art word amateurs group was 12 children 
in event, them age be between 6 and 13 years old. There were tree boys 
and nine girls participate in event. Event has also two primary art word 
guidance’s and one researcher. Participators field out for questionnaire 
with help of art word guidance’s after the happening. This case study 
analyses a part of the two-page survey material and includes a small 
number of the 12 total participants. 
 
ART WORD BY LETTEBOXING EVENT  

 
The goal of Art Word by Letterboxing Event was to connect art word 

with media education and environmental education by the help of a 
treasure hunting game, letterboxing. The event was also an experience for 
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word art hobbyists. In this article, experience means an emotional 
experience that has a positive impact. Experience is unavoidably 
connected to a person, an individual. We’re talking about human 
experience, where stimuli from the environment are processed in the 
consciousness and translated into suitable action. (Borg, et al., 2002: 25.) 
The event itself gave tools for learning art word with a different method. 
Art word can be used to strengthen the esthetical sides of the hobbyists’ 
mental systems. In the event, letterboxing e.g. treasure hunt was a tool to 
get the art word hobbyists excited about art word classes in a new way. 
The beautiful Kirjurinluoto nature park is a great location to set up a 
letterboxing route with art word assignments. The event begun with a get-
together, where we divided the participants in three groups. We explained 
the hobbyists their assignments. They would have to find four letterboxes 
with the help of clue poem, within each letterbox there was an exercise of 
media education. Clue poem was as follows: Starting point at the cafeteria 
of Kirjurinluoto:  

 
 

1. Letterbox  
 
We go across the bridge and 

little more to the left. Continue 
walking for a while, but don’t 
hurry a mile. In front of you is a 
stage. For a letterbox you gaze. 
 
 

PICTURE 1. Art Word hobbiest find  
the first cache. 
 
2. Letterbox 
 
       With a brisk step proceed to the next 
box indeed. Follow the edge of the line, 
keep your eyes open wide. With a care 
cross the road, to make it to the map 
board. 

   
PICTURE 2. Art word 
hobbiest find the second 
cache. 
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3. Letterbox 
 
Aim for the bridge of wood, 
turn to the left, that’s good. 
From the third birch to the 
right You have to climb the 
hills’ height. After 50 stop your 
steps at the small memento 
woods. 
 
 
 
 
 

PICTURE 3. Art word amateurs looking  
for the third cache. 
 
4. Letterbox 

 
Return towards the same track, it will take 
you back. Continue towards the sign post, it 
is next to you, almost. Head for the 
playground. Find there Viksu’s home. Now 
the reward for your toil to the pirate ship, 
ahoy!  

 
         
 
 

PICTURE 4. Viksu’s 
home. 

     
     At each letterbox, the participants had 15 minutes to do the 

assignment. At the end of the route, they arrive at the starting point, where 
they had a questionnaire to fill in. We had three guides and 12 children. 
When the first group left for the route, the others wrote a poem titled 
“Don’t litter the nature”. Thus 8 year old Enni Nevala’s poem “Don’t 
litter the environment” came into being:  

“There’s rubbish on the ground, I picked up because I found, 
Garbage makes the    ground ugly, garbage makes people edgy. Flatten 
out rubbish and put it in a dust bin”. 
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      Letterboxing event is an outdoor activity, which generally takes 
place in an unusual, exotic, remote or wilderness setting and tends to be 
associated with low or high levels of physical activity. Adventure tourism 
is growing around the world. Tourists are seeking new and more 
enriching experiences related to adventure, nature and culture. These 
travelers are becoming more demanding, looking for highly specialized 
guiding services as well as personalized service. Most often, adventure 
involves an element of doing or experiencing something new. That means 
most travellers are seeking an element of adventure in their travel 
experience. The term adventure travel is often used both in the literature 
and in the industry as an alternative to adventure tourism. Addison (1999) 
defines adventure tourism as “any activity trip, which is close to nature 
with unfamiliar place and people, with the purpose of exploration, study, 
communication, recreation, sport or sightseeing and tourism”. That means 
adventure tourism includes goals, which are related to professional 
activity. (Swarbrook, et al., 2003: 12, 6.)  

 
EVENT MEDIA EDUCATIONAL PART 
 
       Media education was our point of departure when building the 

Art Word by Letterboxing event, because art word generally is about 
making stories. Media is strongly present in the everyday life of modern 
children and we wanted art word hobbyists to learn to look for stories in 
media texts. Important to them is know about narrative structures, which 
could be transferred to numbers of media types and to all kinds of media 
texts. On the other hand, many differences in media forms can be 
extensively explained with different narrative structures, that is why the 
group for art word has to process problematic of stories to understand the 
important basic differences between media forms. Most important is to 
bring up the basic idea of media education, the quality of natural 
experiential process. In other words, paying attention to the texts as 
stories, emphasizing who is telling the story, used technique, value 
choices and the target audience. (Masterman, 1989: 134-135.) For the first 
letterbox exercise we used a strip, which can be seen as a basic technique 
in narrative research. The exercise is based on sequencing the story. The 
group’s assignment was to write a story based on the comic strip. They 
learned to complement a ready-made comic strip through their own 
expression. The idea was to observe the skill of the hobbyists in making a 
new story from a ready made comic strip. The hobbyists had a chance to 
show their capabilities, of which they often did not know themselves. The 
group had to discuss with the comic strip, reflect their own thoughts and 
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how the text fits the picture. Result we get many kinds of story about 
comic strip. The second letterbox exercise was to make up a news story, 
which happened somewhere in the areas shown on the Kirjurinluoto map. 
(The second letterbox was located next to the map) Ilmo Setälä’s (12 
years) news story “Lokki-Stage fell apart”  

“Yesterday afternoon certain boy kicked the Lokki-stage, which was 
deeply rotten and it fell apart. The boy was not hurt at all and is not held 
responsible for the stage’s falling apart, because the stage was already 
very rotten. A new stage is going to be built in the near future.”  

 The news story topic was defined by the location names of the places 
on the map, which also limited choosing subject. For example Ilmo’s 
story, which could analyse from the perspective of media education. 
Newspaper news should not be considered as traditional stories. They do 
not proceed in a linear manner, but they are snatches. News do not help to 
interpret the world as a whole, in this case they are the opposite of many 
narrative types. (Masterman, 1989: 139-140) Ilmo’s story can be seen as a 
news story belonging to free time event accident category. The person in 
the news story is an interesting choice, because makes clear that the target 
group has been considered, who would be interested in this story, such as, 
young people, families, mothers and fathers. 

The third letterbox exercise was to tell what kind of imaginary 
creature lives in the memento woods. The exercise was to describe the 
creature’s appearance, characteristics or qualities. In addition, they should 
make up an explanation why the imaginary creature was living in the 
memento woods and what he/she usually does. Karoliina Iivonen has 
made up a story about her creature:  

“In this wood lives a fairy, who is pondering if she is going to be 
good or bad and the result is that she is good. Her statement about her 
appearance is that she has long eyelashes and smiling mouth. Her smile 
reaches from ear to ear. I live in this forest here, because I love Finland’s 
nature.” 

 The exercise was to use imagination freely. In addition, the exercise 
was situated near a memorial plaque close to the memento woods. Central 
in teaching of media education is to show how ideas and not-ideas 
connect, and the ways by which they penetrate with other. In this 
exercise, the aim was to see the impact of media to the texts of the group 
via using imagination and ideation. The goal was to observe ideological 
analysis of texts through media education. We wanted the students to see 
through their own texts, in what way ideologies are inscribed in certain 
everyday forms of expression (Masterman, 1989: 149, 147). As one can 
observe from Karoliina Iivonen’s text, her imaginary creature, fairy, is 
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girl-like, as well the creature’s qualities, such as long eyelashes. The 
influence of media can be seen as very gender-specific, especially in 
advertising and programs aimed for children. They offer information 
about the world, also ways to see and understand it (Masterman, 1989: 3-
4.). 

The last exercise was made by also thinking of letterboxing place 
itself. The participants were meant to write a letter to Viksu the crow, and 
to tell a story about the event wildly exaggerating. This was a group 
exercise. Each group did this in a slightly different way, in my group one 
begun the story, other one continued it and the last one writes the 
concluding sentence. This worked very well. This way, the whole group 
was in dialogue with the text. In out letterboxing exercise the meaning of 
group work was emphasized. The exercise teaches communality, 
underlining the importance of joint action and the social character of 
learning. The group of hobbyists learned to work in a group and dialogue 
between texts and the group. Art word by letterboxing event was fruitful 
from the media education perspective and event gives ideas for 
developing media education in art word workshops, schools and for 
example in tourist products. 

   
ART WORD BY LETTERBOXING EVENT IN ENVIRONMETAL 
EDUCATION PERSPECTIVE 

 
Environmental education has been an emphasis on citizenship, 

problem-solving and issues identification. Environmental education has 
mainly been established in the formal education, however, its importance 
has been recognized in the forms of non-formal and informal education as 
this study represent. (Skanavis, Sakellari, 2011: 240-241.) This study the 
art word hobbyists had to observe their environments while reading 
treasure hunt poems and pictures. Letterbox poem gave hints about nature 
and the cache places. Poem was a kind of an adventure-like prelude to the 
environment. Letterboxing as treasure hunting actions gave an 
opportunity for the art word hobbyists make their own observations and 
analysing experiences, which is related to thinking and thus constructing 
and modifying their own understanding and knowledge. While making 
observations of the environment the hobbyists described the qualities and 
functions of the target and tried to relate them to the poem (Aho, Havu-
Nuutinen, Järvinen, 2003: 22, 46).  

The first letterbox or cache was situated on the verge of the Lokki-
Stage. The stage reflects the constructed landscape in the beautiful nature 
park; the stage is the identification mark of Kirjurinluoto area. They had 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 7, Number 1, Spring-Summer 2012, pp. 253-268 

UDC: 338.48+640(050) 

263 
 

to observe and finding letterboxes, so this environmental experience 
brought a new perspective into their everyday experience in Kirjurinluoto. 

The environmental experiences of this art word group support 
inquiring, problem-centred method, in which our point of departure was 
the art word group themselves and their environment, phenomena and 
happenings related to them as well their earlier know-how and 
experiences (Aho, et al. 2003: 30). (Opetushallitus, 2003.) A good 
example of this was the “Don’t litter the environment” -poem, where they 
reflected their own relationship to the nature. 

One of the letterbox locations was a big map board; the letterbox was 
hidden on the side of small bridge. Naivistic map board was an essential 
part of the first letterbox exercise, the same time the art word hobbyists 
learned practise with environment and natural science describe and 
explain for word a way, which are harmony for natural science imagine 
with news exercise. (Aho, et al., 2003: 32.) 

The Memento woods exercise was to make up an imaginary creature, 
which lived in the woods and describe the creature. The hobbyists paused 
to reflect while writing stories, why was this kind of memorial plaque 
brought into the Kirjurinluoto Park. On the other hand, a large number of 
trees were felled there. In addition to the exercise, the participants were 
thinking about changes in landscape, especially from the perspective of 
people’s wishes. The art word group discussed amongst themselves and 
got a chance to present and give reasons for their own understanding and 
ideas.  This made them re-think and take a different angle on the subject, 
compare ideas and consider their relevance in relation to their own 
understanding. In this way, their story about the imaginary creature in the 
woods interacted with evaluation of the environment. Furthermore, also 
social interaction helped the group to see their own understanding in a 
new light. (Aho, et al., 2003: 41-42.) 

At the last letterbox the whole group together wrote a letter to Viksu 
the crow. The art word groups’ descriptions of their adventures illustrated 
their understanding of the subject matters. The art word hobbyists’ 
thinking and action is based on concrete sensory perception of their 
treasure hunt adventure, categorization is a strategy that enhances 
inductive reasoning while learning new concepts, which helps to 
conceptualize concrete perceptions of the event and forms a base for 
abstract thinking simultaneously. (Aho, et al., 2003: 48.) In the event, the 
children were able to modify their real adventure into an exaggerated one 
using their real observations. Environmental education was brought forth 
when comparing their own perceptions to the concrete environment. 
During the exercises they also questioned their own environmental values. 
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Social interaction in groups stimulated ideas of new places, where Art 
Word by Letterboxing event might take place. These children have begun 
to engage in structured team play. In child development literature, it is 
well accepted that social interaction plays a crucial role in child 
development. In Verhaegh et al. (2006) research result was that most 
favourite games are rich in physical activity e.g running and chasing in 
tag. Hide and seek is an exciting game that children love. (Verhaegh et al. 
2006.) That is one reason to use treasure hunt games in adventure 
education and as adventure tourist service for children. 

 
EMPIRICAL FINDINGS ART WORD BY LETTERBOXING EVENT 

 
Children that attend the Art Word by Letterboxing event commented 

that art word by letterboxing happening is a so-called “a kind of 
orienteering event” (Henrik Kurittu). “Finding assignments by 
letterboxing cues, assignments that are related to art word” (Ilmo Setälä). 
Eva Marin suggested a new name for Art Word by Letterboxing -event; 
“Fairy Tale Orienteering”. As a new idea Eva Marin also suggested that 
there should be a clue that should be solved and the answer written in a 
crossword. The word that results from a completed crossword would be 
the pre-requisite for getting to the last letterbox. The children thought the 
route was long enough, as for the smaller ones any longer would be too 
much. The most interesting part of the adventure was finding letterboxes, 
which the children found pleasurable. They also thought the clue poem 
was clear and good. The older children would maybe have liked the 
letterboxes situated at more challenging locations in the environments. In 
the experience of the participants, the assignments found in the 
letterboxes were good and their completion timed suitably. The 
assignments were similar to those that the children in our group had done 
on their art word classes. The participants of art word group were truly 
excited about Word Art by Letterboxing -event and were ready to 
participate again, like Eva Marin answered, “You don’t have to ask!” Nea 
Kulola proposed that this kind of activity would also be good in schools, 
for example at classes of physical education. 

The art word group suggested, that a similar event could be organized 
in woods resembling Kirjurinluoto park or challenging would be to 
organize happening in middle of the city (Neea Kulola). Sonja 
Helppolainen recommends that this kind of event could be organized 
inside school premises. These word art hobbyists’ suggestions led to the 
development of the event and taking new perspectives into account and 
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developing the ideas even further, into new kinds of outdoors events for 
children and into tourism products. 

 
DISCUSSION 

 
When reflecting Art Word by Letterboxing –event, this study bring 

up with different application instances. One opportunity to utilise 
letterboxing is within tourism products. In travel and tourism, adventure 
has always appealed to people, especially this has gotten young people 
back to the nature adventuring, and at the same time it has expanded 
environmental awareness. Tourism, activities and hobbies have come 
closer to each other, and because of that the product array has become 
multi-faceted. One tourism application for letterboxing could be to 
represent the past, for example at archaeological excavation sites. Also 
letterboxes could contain historical information about excavations and 
discoveries. Furthermore, some letterboxes could contain some kind of 
exercises, at some excavation sites one could really try out or practise 
archaeology. This might get the young people interested in archaeology 
and to understand its value. 

In addition, letterboxing would be suitable in presenting local cultural 
history for the whole family, such as creating a letterboxing route for 
different culture historic sites. Adventure games have always been an 
interesting new game application area. The intention is to present 
utilisation of woods and environment also in tourism, through a treasure 
hunt game, letterboxing. Despite the critical role played by the quality of 
the destination experience in determining whether tourist are satisfied and 
whether their expectations have been met, most nature-based studies 
focus on tourist demand rather than on destinations. As this form of 
tourism continues to grow, areas such as national parks will be placed 
under increasing pressure. The development of a formal evaluation and 
rating system for protected and natural areas is worthwhile for several 
reasons. (Marzuki et al., 2011: 282-283.) This study offer for nature-based 
event, which art word amateurs expectations met for satisfaction by their 
have creative role of the make them experience for pleasurable. Art word 
amateurs have evaluated for event itself and bring new ideas to develop 
event itself. 

 
CONCLUSSIONS AND FUTURE WORK 

 
Art word by letterboxing event was an outdoor event for children, 

where art word was joined with letterboxing. The event gave an 
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opportunity to do art word with letterboxing, while accentuating media 
and environmental education. The event itself was a small pioneering 
experiment, which produced many developable ideas how to design art 
word by letterboxing -events for both adults and children, while 
emphasizing different focuses. The art word hobbyists saw the event as a 
kind of orienteering event. Eva Marin suggested a new name for the 
event, “Fairytale orienteering”. Event was a unique, where we utilised the 
local Kirjurinluoto Park at Pori and especially those features that attracted 
children there. This model of making Art word by letterboxing event 
provides additional important learning path for creative students who 
achieve academic success in more traditional learning environments but 
long for opportunities for innovation in art word education. The absence 
of opportunities to develop creativity in children and especially in talented 
them. As children pursue enrichment opportunities, they learn to acquire 
communication skills and to enjoy creative challenges.  

Social interaction with art word amateur in-group conversation bring 
up ideas for create this kind of events for new places example inside of 
school or middle of forest.  This case study result presents that word art 
amateur get good experiences for this pilot event and they recommend 
happening for also art word workshops. Children showed real interested 
in developing the art word by letterboxing event. They found the event 
refreshing, motivating and highly suitable as a concluding event for their 
art of word workshops.  

The main outcomes of this study shows of this type of special events 
is assessed the local art word enthusiasts positive way, because it is 
perceived as a way generating media and environmental education 
benefits and same time, creating new event style for children. In this 
sense, it is important to highlight the role of art word enthusiasm that 
children had in developing an event to please them and their friends. They 
came up excellent suggestions how to carry out Art word by letterboxing 
event. This led to the idea of developing similar events and carry out 
future research. Similarity, the development of special events would mean 
the creation of resources (such education, game culture and health 
services) for the community itself.  

Finally, one major conclusion can be drawn from this case study: Art 
Word by Letterboxing Event (for children) was pilot model, which tested 
for usability. This adventure brought new experiences for participator, 
some of which will remain as a resource in the good memories and part of 
lived life. Experiences and feelings inspire to embark on future 
adventures. 
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Demand for tourist activities related to natural spaces and wildlife has increased 
over recent years. This paper analyses the influence of socio-demographic and 
travel indicators on international demand for such tourism in Costa Rica. Using 
discrete choice models, a range of principal activities is studied: hiking, visits to 
volcanoes, observation of flora and fauna, bird-watching and canoeing. The 
results show the favourable influence on demand of variables such as family, 
travel with partners and country of origin, providing orientation for policies and 
strategies of the nature-based tourism in Costa Rica, as well as indicators for 
other countries interested in developing this sector. 
 
Keywords: nature-based tourism; international demand; activity; discrete 

choice model; Costa Rica 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

In Costa Rica, nature-based tourism gained strength during the 1990s, 
and at present it maintains its relative position in the tourism sector 
(Instituto Costarricense de Turismo, ICT, 2009). Recently nature-based 
tourism has received greater attention in studies on the Costa Rican 
economy (Miller, 2008), although it has not been dealt with in detail. 
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In the international context, over recent years increasing academic 
interest has been shown in tourism related to natural resources and 
wilderness areas (Kline, 2001). Several studies have focused on the 
tourist demand related to local nature parks and reserves (Lee et al., 
2009). 

Costa Rica has a significant tourist industry based on its public and 
private natural parks and reserves, and it is the most outstanding example 
within Latin America (Honey, 2003). Over 40% of international tourists 
to the country carry out activities related to nature-based tourism (ICT, 
2009). The ICT surveys to international tourists point to the common 
practices of hiking, bird-watching, observation of flora and fauna, visits to 
volcanoes, canoeing and fishing. For the specific case of Costa Rica, a 
review of the literature on nature-based tourism shows that these activities 
have received scant attention regarding international tourist demand. 

Based on 2008 ICT surveys, the present study aims to determine the 
influence of socio-demographic (gender, age, educational level, marital 
status, country of origin) and travel factors (previous visits to the country, 
travelling companions, main reason, visits to nature parks and reserves) 
on the international demand for nature-based tourism activities. The 
methodology consists of applying a discrete choice logit model based on 
the approximation of random utility. 

The present analysis intends to contribute knowledge on tourist 
services which should be promoted in Costa Rica, and to recommend 
strategies that can help to meet demand and take full advantage of market 
opportunities.  

The work is structured as follows: we present a review of the 
literature and the aims of the study; we then establish the method and 
analysis technique; subsequently we present the estimations and the main 
results; finally, we outline the conclusions and policy implications.  
 
OVERVIEW AND OBJECTIVES OF THE STUDY 
 

Work activity and other routines associated with the lifestyle of 
modern society, especially in the western world, have given rise to 
increasing demand for different forms of international tourism which in 
many cases are outside the scope of traditional tourist circuits (Kline, 
2001). Over recent decades, public concern for nature, ecology and the 
environment in general has created growing interest in those forms of 
tourism in which there is greater interaction with natural spaces 
(Karmakar, 2011). The nature-based tourism industry has accordingly 
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shown greater interest in studies on this sector (Curtin, 2010; Marzuki et 
al., 2011).  

Nature-based tourism implies different concepts such as adventure 
tourism, eco-tourism or adventure travel (Sung, 2004). As far as 
adventure tourism is concerned, these activities can be said to involve 
physical and social risks (Cater, 2006), the search for intense, new 
experiences (Bentley & Page, 2008; Sung, 2004) and social interaction, 
thoughts and feelings, an escape from personal situations and routines 
(Galloway et al., 2008). From the ecological perspective, it responds more 
to the conservation of flora and fauna (Stem et al., 2003) or forest (Allam 
et al., 2010).  

Nature-based tourism can be conceptualised as an industry of guided 
tours in natural surroundings, some of which require specialised 
equipment (Buckley, 2007). It can be understood as a link between nature 
and the tourist, who wishes to take advantage of the particularities of the 
natural surroundings (Buckley, 2007). Some recent studies have focused 
specifically on tourist demand for natural local reserves and parks (Lee et 
al., 2009), which offer a variety of activities. 

The sector of the Costa Rican tourist industry based on public and 
private parks and nature reserves is the most significant one in Latin 
America (Place, 2001; Honey, 2003). The country is divided into 12 
ecological zones which are home to almost 5% of world biodiversity. 
Over a quarter of the country’s surface area is dedicated to 25 national 
parks (12.23% of national territory), 58 wildlife sanctuaries (3.53% of 
national territory), 32 protected areas (3.06% of national territory), 15 
swamplands (1.53% of national territory), 11 forestry reserves (4.47% of 
national territory), 8 biological reserves (0.42% of national territory) and 
11 areas of natural conservation which include rainforests, cloud forests 
and dry forests. 

As indicated above, data from the ICT surveys to international 
tourists highlights these six nature-based activities: 1) hiking/trekking, 2) 
bird-watching, 3) observation of flora and fauna, 4) visits to volcanoes, 5) 
canoeing and 6) fishing. Average empirical probabilities of these 
activities indicate the international tourist’s order of preference. The 
average values for each activity over the period 2000-2008 denote the 
following levels of preference: 1 = 45%, 2 = 35%, 3 = 46%, 4 = 46%, 5 = 
27% and 6 = 7%. 

Some studies on nature-based tourism in Costa Rica have focused on 
observation of flora and fauna (Laarman & Perdue, 1989) or on the 
general attraction of certain rural spaces (Jackiewicz, 2005). There is a 
clear lack of specific studies on this topic in Costa Rica. The prime goal 
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for the present work is to provide an analysis of demand for nature-based 
tourism, since this sector is increasing importance in the Costa Rican 
tourism sector.  

On the whole, studies on tourist demand have represented one of the 
main issues of research in the area (Sung, 2004). In recent years there has 
been greater interest in the use of microeconomic data from surveys 
(Collins & Tisdell, 2002; Alegre & Pou, 2004) with empirical 
applications which are therefore closer to theoretical models of 
consumption (Heckman, 2001). Concerning micro-data, carrying out 
surveys in the holiday destination is a common practice when the aim is 
to analyse tourist satisfaction levels, expenditure, repetition rates (Sayed, 
2010) or the reasons for choosing a particular destination. 

Tourist demand is frequently analysed from the perspective of ability 
to pay and of the attributes of tourist products and destinations (Yoon & 
Uysal, 2005). Nevertheless, the tastes and preferences of international 
tourists with the ability to pay are modelled by factors such as age 
(Glover & Prideaux, 2009; Lehto et al., 2008; Opperman, 1995; 
Woodside & Pitts, 1976), educational level (Meric & Hunt,1998), gender 
(Kattiyapornpong & Miller, 2008; Khan, 2011), health, marital status, 
family (McGehee et al., 1996; Nickerson & Jurowski, 2001) and region of 
origin and socialization, among others (Pouta et al., 2009). Demand 
capacity, ceteris paribus, works as a necessary mechanism, but in itself is 
not sufficient, to make these factors work (Markides et al., 1990).  

Truong and King (2009) analyse a range of socio-demographic 
factors and travel factors in relation to the attributes of Vietnam and the 
visits of Chinese tourists, finding that these factors go a long way to 
explaining the tourists’ perception, their satisfaction and intention to 
return. Sung (2004) carries out a cluster analysis, finding that women, 
especially professional and married women, prefer moderate or light 
nature-based tourism. Moreover, this segment is found to be willing to 
travel with family and/or friends and favours novelty. Families show a 
high preference for this type of nature-based tourism and Central America 
is among their favourite destinations. 

Age, educational level and the other factors mentioned previously 
can have a positive, negative or neutral influence on tourist demand 
(Curtin, 2010; Pouta et al., 2009). Teaf and Turpin (1996) determine that 
age, as well as physical condition, is a limiting factor in the tourist’s 
decision on holiday choices. These variables help to explain and predict 
tourists’ preferences, given a set of restrictions on demand (Lee et al., 
2001; Cordell, 2004; Kattiyapornpong & Miller, 2008). Lee et al. (2001) 
suggest that age, the female gender and socio-economic conditions imply 
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disadvantages which behave as a source of inequality. Nevertheless, Khan 
(2011) found that women are not more constrained in travel for leisure 
than men.  Lehto et al. (2008) determine that the observation of flora and 
fauna and bird-watching are not of preference for ‘Baby Boomers’ (40-60 
age group) or the ‘Silent Generation’ (over 60 age group). 

In terms of tourist management, these factors constitute a reason to 
create incentives for each market segment (Glover & Prideaux, 2009). 
However, the literature review reveals that these dimensions have 
received scant attention as regards demand when considering a range of 
services or activities in this sector. Consequently the second goal of the 
present study is to detect the socio-demographic and the travel factors 
which influence the demand behaviour for individual activities of nature-
based tourism, as this may prove useful not only in the context of Costa 
Rica, but also for other areas where this type of tourism can be relevant. 
 
METHODS 

 
Discrete choice models 
 

From the point of view of consumer theory, the decision to purchase 
a certain type of good or service depends mainly on the consumer’s 
preferences. From among the different combinations of goods or services 
available, the consumer (tourist in this case) will choose the combination 
that provides the greatest utility (McFadden, 1974; Manski, 1977). If 
there are only two alternatives to choose from, this is a binary choice 
model. The tourist can choose between combination of goods i or 
combination of goods j. The probability of a tourist choosing option i is 
P(i) = P (Ui ≥ Uj) and the probability of option j is P(j) = 1 - P (i). If it is 
assumed that the tourist’s indirect utility functions are random and can be 
expressed as the sum of one deterministic part and one random part, the 
probability of option i can be written as: 
 

P(i) = P (Ui ≥ Uj) P(i) = P (Vi + ε i ≥ Vj + ε j) = P (Vi - Vj + ε i - ε j ≥ 0)                 
(1) 
 

And, expressing the deterministic part as a linear function of a group 
of variables: 
 

P(i) = P (β’i x - β’j x + ε i - ε j ≥ 0 | x) = P (β’ x + ε i - ε j ≥ 0 | x)                            
(2) 
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The probability of choosing option i therefore depends on the value of 
variables x, which define the deterministic part of the indirect utility 
function, and on the specification of the random term. Choosing a logistic 
distribution for the random term leads to the specification of a discrete 
choice logit model: 
 

P(i) = eβ’x / (1 + eβ’x)                                                                               (3) 
 

In the tourist choice model, the consumer chooses whether or not to 
consume tourism services. It is assumed that the tourist considers a 
service or activity to be more useful if he/she chooses it and vice versa, 
i.e. the decision not to choose a certain activity implies that it is more 
useful not to do so.  

The basic hypothesis behind the model presented is that the decision 
to demand a touristic activity (nature-based activity) depends partly on 
the socio-demographic and travel factors of visitors. The non-random 
component that determines the decision is composed of the variables that 
reflect these characteristics of the international tourist (age, educational 
level, marital status, travelling alone, visits to nature parks and reserves, 
etc.). 

Given the non-linear specification of the probability in terms of the 
explanatory variables, to analyse the results of the estimation, the effects 
on the odds probability are discussed when one of the explanatory 
variables is modified. The odds are defined as the ratio of the probability 
of the occurrence of an event when compared with the probability of the 
opposite occurring: 

 
oddsI =P(i)/ [1 – P(i)]                                                                               (4) 

 
Logarithms are used to obtain the logits or log-odds, which are 

specified as a linear function of the predictors:  
 

log-oddsI = log (P(i)/ [1 – P(i)]) = β 0 + β’k xk                                                
(5) 

 
Given the specification of the logit, the equation can also be re-written 

in terms of the odds: 
 
P(i)/ [1 – P(i)] = eβ0

 
+ β’k

 
x

k

                                                                         
(6) 
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For the explanatory variable k, term eβk
 is the factor by which the odds 

are increased when independent variable k goes up by one unit. If β k is 
positive, factor eβk

 

 
will be above the unit, implying an increase in the 

oddsI  (i.e. a positive effect for choosing an activity i). If βk is negative, the 
factor will be below the unit, implying a decrease in the oddsI (i.e. a 
negative effect for choosing an activity i).   

 
Empirical application 
 

For the purposes of this research the ICT database is used, based on 
the results of the survey for 2008. This was conducted to a sample of n = 
1,550 international tourists over the age of 18, who departed from Juan 
Santamaría Airport. Sixty-two of the questionnaires were disregarded as 
incomplete, leaving a final sample of 1,488. The sampling shows a 
confidence level of 95% and a margin of error of 2.8% (ICT, 2009).  

The sample identified 1,735 cases for reasons of 1) holidays, leisure, 
sport and pleasure, including weddings and honeymoons and 2) visits to 
friends and relatives. Table 1 shows the percentage of those tourists who 
undertook at least one of the activities described in the previous section. 
The last row of this table indicates the percentage of those tourists who 
demanded at least one of these activities.  

 
Table 1 Percentage of interviewees choosing nature tourism 

activities 
 

Tourism activities % 
Hiking 61.0 
Visits to volcanoes 50.1 
Observation of flora and fauna 49.7 
Bird-watching 44.4 
Canoeing 36.0 
Nature tourism (total) 81.5 

 
Each tourist activity has a particular likelihood of demand, and so 

they constitute the dependent variables of this study. In this way, the 
dependant variable used in the econometric estimation is a dichotomous 
variable with a value of one if the activity has been done and zero if not.  

Each demand of activity is determined by a series of explanatory 
variables which can be either socio-demographic or travel factors (Table 
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2), according to the structure of the survey, which follows the guidelines 
of the Organization of International Tourism (OIT).  
 
 
 

Table 2 Description of explanatory variables 
 

Socio-demographic 
Gender  Male or female 
   
Age  Four ranges: under 30, 30-39, 40-49, 50 or over, 

as well as those who do not know or do not 
wish to respond.  

   
Level of 
education 

 Three levels: secondary education or a lower 
level, university degree and postgraduate 
degree. 

   
Marital status  Single, married, divorced or widowed.  
   
Origin  Country, continent or geographical region from 

which the international tourist comes. 5 
categories included: USA, Europe, Canada, 
Central America and the Caribbean, and others.  

   
Travel conditions  

First visit to Costa 
Rica 

 Dichotomous variable. Percentage. 

   
Travelling 
companions  

 Four groups: with a partner, with family, with 
friends or travelling alone. 

   
Reason for 
travelling  

 Two blocks: a) holiday, leisure, sport and 
pleasure, and b) visiting family and friends.  

   
Visits to parks or 
nature reserves  

 Percentage of tourists interested in the nature of 
Costa Rica (i.e. ecologists, naturalists, 
scientists, etc.). 

 
Table 3 shows the percentage of interviewees in the sample 

according to these variables.  
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Table 3 Percentage of tourists according to the type of explanatory 

variables 
 

Socio-demographic variables (%) 
Gender   Civil status   
Male 62.3 Single 29.5 
Female 37.7 Married 63.0 
Age   Divorced or widowed 4.8 
Under 30 18.2 Don't know / Don't answer 2.7 
30-39 17.0 Region of origin   
40-49 19.7 US 59.8 
50 and over 43.9 Europe 19.0 
Don't know / Don't answer 1.3 Canada 11.1 
Educational level   Latin America and Caribbean 7.6 
Secondary or less 17.7 Other countries 2.5 
University 56.3   
Postgraduate 24.4   
Don't know / Don't answer 1.5   

Travel indicators (%) 
First visit to Costa Rica   Reason for travel    

Yes  65.5 
Holidays, leisure, sports, plea-
sure  88.2 

No 34.5 Visit to relatives and friends 11.8 

Travelling companions   
Visits to natural parks and 
reserves   

With a partner 32.7 Yes 67.0 
With family 31.6 No 33.0 
Alone 19.0   
With friends 16.7   

 
ESTIMATIONS AND RESULTS 
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In order to simplify the explanation of results, only those log-odds 

with a value of p ≤ 0.05 are considered (Table 4).  
Nature tourism: Five variables were determined as having the ability 

to influence significantly the decision to carry out at least one of nature 
tourism activities. Four of these variables come under the travel 
conditions heading and one under the socio-demographic heading.  

 
Table 4 Determinants of nature tourism activitiesa 

 

Socio-demographic 
Log-
odds Travel  

Log-
odds 

Nature tourism 
Postgraduate studies 1.96 Travelled in family 3.14 
  Travelled with partner 1.70 
  Previous visits to Costa Rica 0.40 

  
Did not visit nature parks and 
reserves 0.05 

Hiking 
Postgraduate studies 1.65 Travelled in family 1.49 
Europe 1.58 Previous visits to Costa Rica 0.52 

University 1.47 
Did not visit nature parks and 
reserves 0.20 

Married 1.40   
Divorced or widowed 0.55   

(Table 4 continuation) 

Visits to volcanoes 
Latin America and 
Caribbean 3.21 Travelled with friends 1.99 
Gender (female) 1.64 Travelled in family 1.81 
Europe 1.61 Travelled with partner 1.70 
Age  (10 years) 1.24 Previous visits to Costa Rica 0.67 

Canada 0.69 
Did not visit nature parks and 
reserves 0.05 

Observation of flora and fauna 
Europe 2.53 Travelled in family 1.61 
Other countries 2.31 Previous visits to Costa Rica 0.54 
University 1.63 Did not visit nature parks and 0.24 
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reserves 
Canada 1.40   
Gender (female) 1.37   
Age  (10 years) 1.13   
Divorced or widowed 0.55   

Bird-watching 
Europe 2.27 Travelled with partner 2.07 
Canada 1.69 Travelled in family 2.07 
Postgraduate studies 1.63 Previous visits to Costa Rica 0.62 

Age  (10 years) 1.12 
Did not visit nature parks and 
reserves 0.28 

Canoeing 
Age  (10 years) 0.83 Travelled in family 2.59 
Canada 0.64 Travelled with partner 1.56 

Europe 0.48 
Did not visit nature parks and 
reserves 0.42 

Latin America and 
Caribbean 0.16 Visits to relatives and friends 0.41 
    Previous visits to Costa Rica 0.26 

a The results are based on log-odds estimations (data available upon request) 
 

The tourist travelling in family would be 3.14 times more likely to 
demand at least one of the nature-based activities than when travelling 
“alone”. This result is hardly surprising, since it has already been 
contrasted in several studies on tourism (Curtin, 2010). It may be 
influenced by the presence of minors (Nickerson & Jurowski, 2001). It 
can also be seen that when tourists “travel with a partner” the demand for 
nature-based activities is 70% more likely than when travelling “alone”.    

The variables “previous visits to Costa Rica” and “did not visit 
nature parks and reserves” reflect that tourists had no intention of 
demanding nature-based tourism. When tourists have been to the country 
before, their inclination to try nature-based activities is 60% less than for 
tourists visiting for the first time. Consequently, tourists visiting for the 
first time are more likely to demand this type of tourism during their stay 
than those coming for the second time.  

If tourists did not visit natural parks and reserves on their first trip to 
the country, they are also less likely to demand nature-based tourism in 
subsequent visits, compared to those who did visit such places. The log-
odds = 0.05 indicates that tourists who did not visit such places are 95% 
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less likely to practice nature-based activities than those who did. Thus, 
nature tourism is preferred by tourists who have already visited natural 
parks and reserves in the country.  

Tourists with “postgraduate studies” are 1.96 times more likely to 
practice at least one of the nature-based activities than those with 
“secondary studies or less”.  

Hiking. Tourists with “postgraduate studies” are 65% more likely to 
practice hiking than those with “secondary studies or less”. In the case of 
tourists “travelling in family”, they are 49% more likely to demand 
walking activities than those travelling alone. Regarding the area of origin 
of tourists, their marital status and university education, the model 
predicts that the variables “Europe”, “married” and “University” have the 
greatest influence on tourists’ intention to demand this activity. A 
European tourist is 58% more likely to practice hiking activities than one 
from the US. 

There is 40% more likelihood that married tourists will demand 
hiking activities than single ones, and tourists with university education 
are 47% more likely to demand them than those with secondary education 
or less. “Divorced” or “widowed” tourists show scant interest in this type 
of activity. Indeed, they are 55% less likely to go hiking than single 
tourists.  

Those tourists returning to the country were 48% less likely to 
demand hiking activities than those visiting for the first time. Tourists 
who did not visit nature reserves were 80% less likely to demand hiking 
activities than those who did.  

Visits to volcanoes. Among the variables which favoured this 
demand, four are of socio-demographic type and three are linked to travel 
factors. Although the origin of the tourist is not a factor of influence on 
the whole, the variable “Latin America and the Caribbean” has a 
significant positive influence on this demand (log-odds = 3.21). Tourists 
from this region are much more likely to visit volcanoes than those from 
the US. They are also 1.6 times more likely to do so than European 
tourists. It should be highlighted that tourists from Latin America and the 
Caribbean only account for 7.6% of interviewees, compared to 13% in the 
case of US tourists and 40% European. European tourists show a similar 
level of interest for this activity and for walking, which may imply that 
they combine these activities when practising nature-based tourism.  

 Tourists travelling in family or with a partner are 81% and 70% 
more likely, respectively, to carry out this activity than those travelling 
alone. “Gender” does influence visits to volcanoes. Women are 64% more 
likely to carry out these visits than men. The “Age” factor is not very 
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favourable for the demand for this activity, particularly for groups of over 
30 years of age. 

Tourists coming from Canada, those who have visited the country 
previously and those who did not visit nature parks and reserves, have the 
most negative influence on the likelihood of this activity. 

Observation of flora and fauna. Nine variables are seen to be 
significant in the analysis, and among the favourable ones those of socio-
demographic type predominate. “Europe” and “other countries” show the 
highest favourable influence, followed by “University” and “travelling in 
family”. Although the tourist’s country of origin was not significant in the 
overall analysis of nature tourism, it is interesting that this factor has a 
high influence on the observation of flora and fauna.  

The indicator shows that in comparison to tourists from the US, 
those from Europe and “other countries” are 2.53 and 2.31 times more 
likely, respectively, to demand this activity. European tourists are the 
most likely to demand observation of flora and fauna, with 92% more 
likelihood than visits to volcanoes and 95% more likelihood than walking 
activities. Canadian tourists also show a high level of interest in this 
activity, and there is 40% more likelihood that they demand this activity 
than US tourists. 

Tourists from the “University” segment are 63% more likely to 
choose this activity than those with only “secondary education or less”. 

The “Gender” variable shows that women are 37% more likely to 
carry out activities of observation of flora/fauna than men. The “Age” 
variable shows that as age increases it does not induce a significant 
favourable change on this activity, and the same is true for the variables 
of travel factors. 

Bird-watching. The variables of travel factors are not seen to have a 
significant positive impact on bird-watching in the case of tourists who 
“have visited the country previously” (log-odds = 0.62) or who “do not 
visit nature parks and reserves” (log-odds = 0.28). Nevertheless, 
“travelling with a partner” and “travelling in family” show a high 
likelihood (log-odds = 2.07) that tourists will demand this activity. Both 
variables denote greater preference for this activity than “travelling 
alone”.  

The socio-demographic variables, with the exception of “Age”, are 
favourable for the demand for this activity. European tourists stand out in 
their demand for nature-based tourism when compared to US tourists. 
Bird-watching is the second most popular activity for European tourists. 
Nevertheless, they would be 26% more likely to observe flora and fauna 
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than to observe birds in particular. It can also be seen that bird-watching 
is 40% more popular among Canadian than US tourists. 

“Postgraduate studies” indicates a preference for bird-watching 
similar to that for hiking (which may also indicate a relative degree of 
complementarity). As “Age” increases, on the other hand, it has less and 
less favourable influence on demand for this activity. 

Canoeing. Of the nine variables which have a favourable influence 
on this activity, only two are among the travel indicators. Tourists 
“travelling in family” are 2.59 times more likely to practice canoeing than 
those “travelling alone”.  

Also, canoeing was 56% more popular among tourists “travelling 
with a partner” than among those travelling alone. Regarding the 
influence of socio-demographic variables, the results indicate that “Age” 
is a key factor for practising canoeing, since as age increases by 10 years, 
demand falls by 10%. 

The negative impact of the tourists’ region of origin is also relevant. 
Tourists from Canada, Europe and Latin America and the Caribbean show 
considerably less interest in this activity than US tourists, who are the 
ones who demand this activity most. 

 
CONCLUSIONS AND POLICY IMPLICATIONS 
 

This study has focused on the specific case of Costa Rica, where 
nature-based tourism is of particular economic relevance due to the 
system of natural parks and the wide range of activities on offer. There is 
also a general lack of research literature on tourism in this country.  

Among the most relevant results of the present study we should 
highlight the finding that nature-based tourism is of great interest to 
international tourists who travel accompanied. For instance, when 
travelling in family, canoe, bird-watching and visits to volcanoes are 
among the activities with most likelihood of demand. When travelling 
with a partner, tourists are more likely to demand bird-watching and visits 
to volcanoes. Educational level is another important factor. Tourists with 
university and postgraduate studies show a significant interest in activities 
such as hiking and bird-watching.  

In this context it is also interesting to highlight the tourists’ area of 
origin as a determining factor in demand for certain activities. While 
tourists from Latin America and the Caribbean show a high preference for 
visits to volcanoes, those from Europe wish to observe flora and fauna, 
and birds in particular. Tourists from “other countries” also show a high 
degree of interest in flora and fauna. Nevertheless, this group represents a 
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low percentage of the tourists interviewed, indicating the need for a 
promotional campaign for tourism to Costa Rica in those countries. 

In addition, the weak policy of investment and promotion of nature 
tourism to Costa Rica is patently clear from the results obtained on the 
segment of tourists who have practised one of the activities studied 
(34.5%). To this factor we should add the 33% of tourists who had not 
visited nature parks or reserves, and who would be unlikely to demand 
any type of nature-based tourism. This suggests the need for policies and 
actions that promote the many attributes of Costa Rica’s biodiversity 
among these two significant groups of tourists. This could be achieved, 
for instance, by developing programmes on the diversification of supply 
and improving the general conditions in areas where nature-based 
activities can take place.  

The tourists’ age is another variable which should be paid close 
attention in a strategy focusing on nature-based tourism. For example, 
almost 44% of the interviewees were over 50 years of age and these 
tourists show little inclination towards visits to volcanoes, observation of 
flora/fauna, bird-watching and canoeing. Given this scenario, it may be 
necessary to organize other activities which may prove more popular 
among this age group.  

From the point of view of a competitive, sustainable strategy for 
nature-based tourism, female tourists constitute an interesting market 
segment. Together with the segments of tourists that travel in the 
company of family, partners, spouses and friends, they show preference 
for visits to volcanoes and the observation of flora/fauna. 

On the whole, the results obtained may be useful to orientate 
management and policies in the sector under study. While this research 
work is limited to the context of nature-based tourism in the specific 
country of Costa Rica, given the diversity of activities under study and the 
characteristics of this tourist sector as a reference in Central America and 
on a wider international scale, we consider that the findings are of interest 
for those regions or countries that offer similar tourism possibilities. For 
instance, the evidence of interest in biodiversity and natural spaces on the 
part of certain sections of the population and of tourists from different 
areas may be an indicator for the development of tourist management in 
countries that tend to protect and promote their nature reserves and 
resources. 

The particular characteristics of natural spaces in Latin America and 
in other parts of the world, may present common elements which allow 
the adoption of similar policies to those which have proved successful in 
Costa Rica. However, it is not enough to base a tourism strategy on the 
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natural resources of the country alone. As the present study shows, 
additional actions are required to exploit the favourable factors, both of 
social nature and of travel factors of international tourists, in order to 
boost demand for nature-based tourism activities.  
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Hospitality operations depend greatly on measuring the quality of services and 
products delivered to their customers, several methods are used, but mystery 
shopping is the most preferred.Mystery shopping is a process that uses industry 
professionals to evaluate the products and services offered by hospitality 
operations through living the actual guest experience and engaging in normal 
guest - staff encounters and interactions, leading to final evaluations to be 
reported to concerned management in order to improve the overall performance. 
The aim of the study was to practically show how mystery shopping is carried out, 
documented, and used as basis for continuous improvement, in order to achieve 
this aim the following objectives were acknowledged: a) to show how customers 
experience and evaluate hotel services and products; b) to propose a mystery 
shopper interactive scoring observations checklist model.Conclusions regarding 
mystery shopping practicalities, preparation and applications were reached and 
shown.  
 
Keywords: Mystery shopping, service quality, satisfaction, quality 

measurement, hospitality industry. 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Mystery shopping is used frequently by organizations in the fields of 
financial services, leisure services, retailing, motoring, hotels and 
catering, and government departments (Wilson, 1998). The main benefit 
for these entities is that it gives them a very clear insight into what is 
happening when their customers meet their staff (Hudson et al., 2001). 
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Despite the popularity of mystery shopping for performance 
evaluation in various important areas of business little discussion of the 
technique has appeared in the academic literature (Finn and Kayande, 
1999). 

The aim of the study was to practically show how mystery shopping 
is carried out, documented, and used as basis for continuous 
improvement, in order to achieve this aim the following objectives were 
acknowledged: 

1. To show how customers experience and evaluate hotel services 
and products. 

2. To propose a mystery shopper interactive scoring observations 
checklist model. 

 
REVIEW OF LITERATURE  
 
Service quality and customer satisfaction 

 
The demand for quality services and the severe competition within 

service industries make it necessary that service organizations focus on 
providing service quality and at the same time customer satisfaction 
(Bateson, 1989; Wang, 2006). It is suggested that consumers evaluate a 
service based on its degree of quality and level of satisfaction (Oliver, 
1997).  

Service satisfaction is a function of consumers’ experience and 
reactions to a provider’s behaviour during the service encounter; it is a 
function of the service setting (Nicholls, 1998). Service quality is an 
attitude or global judgment about the superiority of a service (Robinson, 
1999). A wide variety of approaches to defining quality are evident, for 
example, quality has been defined as being about value (Feigenbaum, 
1991); conformance to standards, specifications or requirements (Levitt, 
1972; Crosby, 1988; Luthans and Davis, 1990; Tellis and Gaeth, 1990); 
the consistent delivery of services and products based on standards 
established by individual properties or chains (Rey and Wieland, 1987); 
meeting or exceeding customers expectations (Gronroos, 1983; 
Parasuraman et al., 1985; Rabbitt and Bergh, 1994) and more prosaically 
as delighting customers (Peters, 1989).  

 
Hospitality experiences 

 
A business can give any of three economic offerings: commodity, 

good, or service. Experiences are a fourth economic offering. When a 
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person buys a service, he purchases a set of intangible activities carried 
out on his behalf, but when he buys an experience, he pays to spend time 
enjoying a series of memorable events that a company stages - as in a 
theatrical play - to engage him in a personal way (Pine and Gilmore, 
1999; Boopen, 2006). Experiences are internal in nature and, therefore, 
individualized (Knutson et al., 2009). 

Customers endure burdens to experience the benefits. Burdens have 
both a monetary component (economic cost) and a nonmonetary 
component, for example, inconvenience or incompetent service (Berry, 
2009). The foundation of the growing service economy is the service 
encounter, the time when the consumer interacts directly with the service 
(Shostack, 1985; Abdel Azim, 2010). 

The hotel is a system whose vital aim is to satisfy (and hopefully 
delight) the customer (Erto and Vanacore, 2002). Those who seek to go 
beyond mere service excellence and work to stage new experiences will 
take the lead in creating new value in the hospitality industry (Pine and 
Gilmore, 2002). 

 
The measurement of service quality in the hospitality industry 

 
Determining the quality of the service encounter has provided 

management with a challenge they have yet to consistently overcome 
(Douglas and Douglas, 2006). Service quality is measured to be sure the 
customer is delivered the product or service requested or needed, where 
numerous techniques are available including: customer surveys, 
questionnaires, focus groups, telephone interviews, visits to customers, 
customer comment cards, and mystery shoppers. Selecting the best 
method requires balancing the organization’s strategic goals and the cost 
of achieving them (Wilson, 1993; Dale and Boaden, 1994; Ford and 
Bach, 1997; Wilson, 2000).  

 
Mystery shopping 

 
The customer is both the recipient and the judge of the service. 

Therefore, to design the hotel service, customers’ needs and expectations 
should be identified and translated into hotel quality elements. Vice versa, 
to assess the hotel service quality, the specific impact of each quality 
element on customer’s satisfaction should be taken into account (Erto and 
Vanacore, 2002). 
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Customer opinion can be used to benchmark areas of weaknesses 
against competitors in order to develop and improve the quality of 
services (Feigenbaum, 1991; Barsky, 1996).  

If an organisation is communicating the expectations of management 
and customers through setting service standards, there is thought to be a 
need for measurement of performance relative to these standards. Mystery 
shopping can provide this measurement as it aims to collect facts rather 
than perceptions (Wilson, 1998). 

Mystery shopping can be defined as the use of individuals trained to 
experience and measure any customer service process, and the processes 
and procedures used in the delivery of the service by acting as potential 
customers and in some way reporting back on their experiences in a 
detailed and objective way. Ideally results from this technique should be 
used more for directing training and for rewards schemes rather than for 
disciplinary purposes (Hair et al., 2003; Market Research Society, 2008).  

Mystery shopping surveys can evaluate service quality, and should 
provide useful information when the shoppers are representative of the 
customer population (Finn and Kayande, 1999). 

Data collected by mystery shoppers can be reported in the form of 
rating scales, checklists, and open-ended responses. The results are then 
used to compare the performance of particular outlets and their 
employees, to monitor outlet performance over time, and to identify areas 
where outlets are in most need of improvement (Finn and Kayande, 
1999). 

Training mystery shoppers is important, especially with regard to the 
briefing of shoppers on their circumstances and needs, also in terms of 
data collection skills (Wilson, 1998). 

In selecting the mystery shopper, there are two options whether to 
use in-house personnel or external shoppers (Erstad, 1998). Companies 
that use in-house mystery shopping programs usually conduct all mystery 
shopping duties with internal personnel. Shoppers are generally regional 
managers or corporate personnel who are generally unknown at the 
property level, the main advantages are cost minimization and the 
possession of extensive knowledge of the company’s objectives and 
products (Erstad, 1998; Stefanelli, 1994). The use of external mystery 
shoppers may have certain drawbacks, high costs on one hand, and on the 
other hand there may be problems with consistency and accuracy of 
evaluations (Beck et al., 2004). Selection is also important with regard to 
the personality of the shopper; most situations require the shopper to 
adopt a neutral rather than an aggressive or defensive approach in the 
service encounter (Wilson, 1998). 
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METHODOLOGY 
 
A case study approach was adopted as it is an ideal methodology 

when a holistic, in-depth investigation is needed (Feagin et al., 1991). 
Case studies tend to be selective, focusing on one or two issues that are 
fundamental to understanding the system being examined. 

Case studies are attributed with the ability to enhance understanding 
and to establish cause and effect (Cohen et al., 2000). It is suggested that 
this methodology is eminently suitable for hospitality research because of 
the inherent strength in accessing data (Gibson, 2003). Yin (1994) 
presented at least four applications for a case study model: 

1. To explain complex causal links in real-life interventions.  
2. To describe the real-life context in which the intervention has 

occurred.  
3. To describe the intervention itself.  
4. To explore those situations in which the intervention being 

evaluated has no clear set of outcomes. 
The hotel property chosen for the case study is a five star 

international chain affiliated property that is supposed to adopt and follow 
the highest quality standards and procedures. The hotel is located in Cairo 
suburbs. It features 360 rooms and suites including 43 deluxe rooms, four 
executive suites and one presidential suite, 286 superior rooms, 23 junior 
suites, one diplomatic suite in addition to one luxurious villa and one 
royal suite. For food and beverage facilities there are 6 outlets that feature 
a wide selection of dining and entertainment options. It is worth noting 
that the hotel includes three outdoor swimming pools and conference 
rooms with a capacity for up to 2250 persons. 

The inspection went through two important stages; the first was a 
preparatory stage were the inspector had to study the standards, policies, 
and procedures of the hotel chain, get familiar with the particular outlets 
of the property to be inspected. In addition some staff - inspector 
encounters scenarios were prepared to help build up a complete hotel 
experience. The second stage was the actual inspection experience, which 
followed a sequence that starts with: 

1. Consumption of products and services. 
2. Developing experience. 
3. Analyzing the experience into components. 
4. Building up a feeling of satisfaction or dissatisfaction of each 

experience component.  
5. Writing a diary like report to explain the reason behind the 

scores to be given on interactive scoring observations checklists. 

http://www.nova.edu/ssss/QR/QR3-3/tellis2.html#yin94
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6. Assigning scores to satisfactory or dissatisfactory experience 
components on interactive scoring observations checklists. 

This sequence was applied to all sections inspected. The following 
evaluation criteria were the basis for the checklists items formation: 

• Standards and procedures (Policy).  
• Intuition (Guest recognition).  
• Interaction (Positive answers, politeness, and smiles).  
• Initiative (Problem solving, offering more).  
All four categories were regarded as having the same importance and 

consequently the individual items on the interactive scoring observations 
checklists were valued through three scores: zero for dissatisfactory, one 
for fair, and two for satisfactory. 
 
ANALYSIS AND DISCUSSION 

 
The inspection was executed on the rooms division operations of the 

property visited, and so eight areas were considered which were:  
1. Reservations.  
2. Bell Service.  
3. Check-in.  
4. Check-out.  
5. Telephone operator.  
6. Hotel room.  
7. Housekeeping. 
8. Laundry service.  

Based on the hospitality experience a report was compiled to avoid 
any data loss, afterwards the interactive observations checklists were 
filled up, then the scores of each area inspected were calculated leading to 
a holistic evaluation of the inspected areas both qualitatively and 
quantitatively. The following sections show a practical hotel rooms 
division inspection and how the experienced events were reported and 
graded on specially prepared checklists. 
 
Reservations 
 
27.11.2008 - 16:30 

Inspector intended to reserve for two nights (4-5 12 2008), and for 
two persons (Mr and Mrs Inspector). Hotel operator was phoned; operator 
1 answered after two rings properly, and placed the call to the 
reservations department. 
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Reservationist 1 answered the phone after one ring, was fully 
attentive to every reservation need. No call hold all through the phone 
conversation. Offered two room categories (ground – upper) giving room 
rates and benefits. At first there was no availability for the required dates, 
reservationist 1 did not give alternative dates for the reservation, instead 
offered to reserve for one night as there was no availability for the second 
night. This reservation was transferred to the waiting list and was not 
confirmed. Inspector was not addressed by name at all. Reservationist 1 
mentioned that there was a shuttle bus to nearby attractions but Inspector 
found later on from receptionist 1 that such service was not available. 
Reservationist 1 ended the call using a positive clause. 

 
28.11.2008 - 12:10 

Operator 2 answered after one ring and advised the Inspector to call 
for reservation after one hour as the reservationist on duty went to pray 
(Friday prayer), which was an unexpected surprise; worldwide there is no 
such thing.   

 
28.11.2008 - 13:10  

Operator 2 answered after two rings properly, and placed the call to 
the reservations department. Reservationist 2 answered the phone 
professionally; the Inspector was put once on hold for 20 seconds but did 
not know why. Reservationist 2 was not attentive to the Inspector’s needs 
as the reservation details had to be repeated more than once by the 
Inspector. Reservationist 2 found that there was no trace of the reservation 
previously done. Inspector had to reschedule and made a reservation for 
two nights (3-4 12 2008). Reservationist 2 did not give any room 
categories alternatives, and asked the Inspector to give a credit card 
number, till the Inspector got his credit card, reservationist 2 engaged in a 
conversation with one of his colleagues about a complimentary room and 
needed the advice of Mr. X (manager). Reservationist 2 got the credit card 
number but stated nothing about the cancellation policy. Reservationist 2 
only repeated the reservation details upon Inspector request, but did a 
good job in writing an important note related to a medical request. There 
was no mentioning of hotel facilities or Inspector name, but the call was 
ended positively. 

 
Proposed check points for reservations (First contact) 
 
• Standards and procedures 

1. Phone answered promptly.  
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2. Calls were not put on hold for longer than 30 seconds. 
3. Asked for caller’s personal information. 
4. Room category and room type booked. 
5. Room rate informed. 
6. Arrival and departure date identified. 
7. Repetition of agreed upon arrangements. 

• Intuition  
8. Ask for alternative dates in case rooms are not available. 

• Interaction 
9. Caller was greeted with friendly tone. 
10. Callers name is mentioned during phone call. 
11. A word of thanks for calling and booking. 

• Initiative 
12. Help with room choices. 
13. Special requests quoted. 
14. Method of reservation confirmation offered. 

 
Bell service 
 
03.12.2008 - 14:00 

Upon entering the hotel no bellman approached to help. After check 
in bellman 1, was called by receptionist 1 and greeted the Inspector in a 
friendly manner. 

Mr and Mrs Inspector were helped with their luggage to their room 
but no means of transportation was offered e.g. mini-car (taftaf). Hotel 
facilities and recreational services were explained. Bellman 1 did not turn 
on all room lights, did not show the bathroom, did not show or explain 
how to use safe or mini-bar, and did not explain the heating/air-
conditioning system. There was no indication of the nearest emergency 
exit to room. 

Bellman 1 explained hotel’s services and facilities available in the 
surrounding area, the breakfast location and service hours. 

Inspector was asked if anything else was needed before leaving the 
room. Bellman 1 left the room with a friendly goodbye and wished a 
pleasant stay.  

Inspector had to change rooms to be closer to the main building; this 
was done with the help of bellman 2 who was very friendly and 
professional. 

At 22:10 on the way back to room Mr and Mrs Inspector were 
approached by an English speaking senior lady (who was part of a group 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 7, Number 1, Spring-Summer 2012, pp. 289-308 

UDC: 338.48+640(050) 

297 
 

checking-in) asking for directions to her room (11002), the rest of the 
group came after her looking for their rooms with no bellman escort. 

Upon check out, bellman 1 came to help with luggage after 5 minutes 
of calling for luggage down, he brought a luggage trolley as well. 
Bellman 1 escorted Mr and Mrs Inspector to their car and bid them 
farewell.  

 
Proposed check points for bell service 
 
• Standards and procedures 

1. Guests were helped with their luggage to their rooms. 
2. At room, lights are turned on and room showed. 
3. Staff know all about hotel's services and facilities. 
4. Hotel facilities and services were explained. 
5. Staff  know the hotel outlets operating hours. 

• Intuition 
6. Guests were acknowledged immediately, with friendly greeting. 

• Interaction 
7. Room was left with friendly goodbye and wish pleasant stay. 
8. Guest was greeted in a friendly manner.  
9. Guest was asked if anything else is needed before leaving room.  

 
• Initiative 

10. Offer extra services according to situation (morning newspapers 
or child care service if available). 

 
Front desk check-in  
 
03.12.2008 - 13:50 

 
Inspector approached one of the two reception islands. Receptionist 1 

greeted Mr and Mrs Inspector but with no friendly smile, he immediately 
found the reservation, and handed the printed R.C. (registration card) to 
the Inspector, which needed signature only. 

Receptionist 1 was asked if arrangements for the remark left upon 
reservation was done or not, receptionist 1 replied that he had no idea, but 
would check, within seconds he found the remark on the detailed room 
screen bottom remark, it seems that when asked he was looking at the 
arrivals today list. 

Inspector requested a non smoking room, very close to the main 
building as the Mrs. is carrying, and required a nurse visit at 16.30 daily 
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during the stay (remark already left upon reservation). Receptionist 1 
phoned the clinic and handed the phone to Mrs. Inspector to arrange the 
matter with the nurse. Receptionist 1 did not give any information on how 
much such service would cost. Receptionist 1 confirmed room type, rate, 
departure date but not the time of check out, the key card envelope had no 
information other than the room number. 

When Receptionist 1 was asked about the shuttle bus service to 
nearby attractions, he confirmed that such service was not available, and 
in his own words “The distance is not far you could go there by your own 
car….” 

Inspector was escorted to room on foot although there was a clear 
confirmation during the reservation phase that mini-car (taftaf) service 
was available on the premises. Inspector was escorted to room 15003, 
which is located so far from the main building and was not suitable due to 
the Mrs medical condition already stated to reservation clerks (1 and 2) 
and receptionist 1.   

At 14:05 Inspector phoned receptionist 1 and asked for a room 
change as room 15003 was not suitable, receptionist 1 was so tense and 
replied that Inspector did not ask for a nearby room; this argument by 
receptionist 1 was surprising as receptionist 1 was the one who phoned 
for the nurse daily appointment confirmation. The Inspector then asked to 
speak to the shift supervisor; receptionist 1 said that he was the 
supervisor, so the Inspector asked to speak to the other receptionist. 
Receptionist 2 was up to the expected standard and said that within 10 
minutes room will be changed. The actual change was done after 35 
minutes. 

Mr and Mrs Inspector moved to room 12003 which was a smoking 
room. It is worth noting that receptionist 1 asked the Inspector before 
check in procedures completion for a deposit equivalent to two nights rate 
(although the credit card number was given during reservation process), 
Inspector gave receptionist 1 (-------- EGP) in cash but was never given a 
receipt or a printed folio. 

 
Proposed check points for front desk check-in 
 
• Standards and procedures 

1. Complete check-in in 5 minutes. 
2. Offer guest choice of smoking or non-smoking room. 
3.  Confirm room type, departure date and check-out time.  
4.  Inform guests about hotel facilities and services.  
5. Key card envelope details completed. 
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• Intuition 
6. Protect and respect guests’ privacy. 
7. Acknowledge returning guests with their name. 

• Interaction 
8. Acknowledge guests immediately, smile, and greet courteously. 
9. Mention guest name.  
10. Ask return guests if details are still correct. 

• Initiative 
11. Registration forms are pre-completed as far as possible. 
12. Ask guests whether they require a wake-up call.  
13. Offer assistance with luggage.  

Front desk check-out  
 
05.12.2008 - 10:45 

Receptionist 2 kindly greeted the Inspector and asked if someone 
helped with luggage. The whole time taken for check out was only 5 
minutes, a printed invoice was given. Afterwards, the Inspector was asked 
about the mini bar, and as there was a bottle of water consumed and 
mentioned by the Inspector, receptionist 2 phoned room service to check, 
the water bottle was posted, a new folio showing the newly charged 
amount was presented. Inspector was never asked to complete a guest 
comment card nor guest satisfaction card. No mentioning of the 
possibility to help with any future reservations was made. Inspector was 
never asked about transportation arrangement and was not thanked for 
patronizing the hotel. 

 
Proposed check points for front desk check-out 
 
• Standards and procedures 

1. Complete check-out within 5 minutes.  
2. Ask guests to complete customer satisfaction questionnaire. 

• Intuition 
3. Discreetly present the invoice. 

• Interaction 
4. Acknowledge guests immediately and greet courteously. 
5. Thank guest for staying at the hotel and give appropriate 

farewell. 
6. During check-out procedures mention guest name.  
7. Ask if the stay has been satisfactory. 

• Initiative 
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8. Ask guests if arrangements for luggage pick-up are made. 
9. Ask after payment if further reservation can be made. 
10. Ask if transport has been arranged or assistance needed. 

 
Telephone operator 
 
27.11.2008 - 16:30 

During the first reservation attempt, hotel operator was phoned; 
operator 1 answered after 2 rings properly and placed the call to the 
reservations department. 

 
28.11.2008 - 12:10 

During second reservation attempt, operator 2 answered after one 
ring and advised the caller to phone again after one hour as there was no 
one on duty in the reservations office, reservationist 2 was on duty alone 
and he went to pray Al Gomaa (Friday prayer).   

 
03.12.2008 - 17:00 

When Inspector wanted to call the laundry, this was done through the 
operator, operator 1 placed the call immediately. 

 
04.12.2008 - 09:00 

Inspector phoned the operator, operator 2 answered after 2 rings, he 
was asked to connect the Inspector to housekeeping, operator 2 answered 
that he himself would take the order. The Inspector asked for shower gel, 
shampoo, and 2 slippers. At 09 30 operator 2 was phoned again as the 
order was not delivered. Operator 2 apologised, and the order was 
delivered at 10 00. At 10:05 guest relations were phoned, guest relations 
officer answered, she was told that the housekeeping order took a long 
time to be delivered, and that the room was so smelly and needed 
ventilation and full linen change.  

 
03.12.2008 - 22:00  

Inspector phoned hotel from his mobile phone and asked to leave 
message to room 12003 as no one was answering in the room and showed 
concern, message was taken by operator 1 properly, and was found later 
on by Inspector. 

 
03.12.2008 - 22:15 

Inspector phoned for a wakeup call, phone was answered after 12 
rings, operator 1 answered, registered the wakeup call time and said ok, 
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never repeated time and room number for confirmation, with no positive 
note at the end. As a general note no one of the operator staff addressed 
Inspector by name. No call hold was done at all.  

 
Proposed check points for telephone operator 
 
• Standards and procedures 

1. Phone is answered promptly and within 5 rings. 
2. Calls are not put on hold for longer than 30 seconds. 
3. If call must be returned, it does not exceed 20 minutes. 
4. For wake-up calls, operator must confirm time and room 

number. 
5. Operator provides messages within 10 minutes of receiving.  
6. Operator must be able to provide information about hotel 

services. 
• Intuition 

7. Operator must ask guest's permission before placing on hold.  
8. Protect, secure, and respect guests’ privacy. 

• Interaction 
9. Greeting includes hotel and employee name and offer of 

assistance. 
10. Caller is addressed by name. 
11. Operator listens carefully and finally confirms main points of 

call. 
12. Operator must have a friendly voice tone. 

• Initiative  
13. Operator must apologise for any delays or interruptions.  
14. If needed, messages are taken. 

 
Hotel room 
 
03.12.2008 - 14:05 
ROOM 15003 

Room was fully furnished but needed thorough cleaning, sofa was 
full of stains, carpet needed stain remover, and room corners were 
occupied by spiders. Room phone face plate was not there, no available 
information about hotel departments or outlets extensions, emergency 
extensions were consequently unavailable. Inspector needed to phone 
reception for a room change but could not (did not know what number to 
dial), had to phone operator (assumed that the number to dial was zero) 
for call placement. 
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03.12.2008 - 14:40 
ROOM 12003 

Was a smoking room, which was not the Inspector’s request, it was 
smelly as if it had not been ventilated for a month or so, this had been 
confirmed when Inspector found a completed guest questionnaire in the 
room instead of finding a new one, it had the date of 4 11 2008 on it. 

In room safe deposit box instructions form was partially torn out, and 
the inside of the safe deposit box needed changing as the paper board 
inside was badly stained.  

 Room phone face plate was not there, no information about hotel 
departments or outlets extensions were available, no emergency 
extensions were there as well. All in room printed material had lots of 
finger prints and food stains. Room curtains especially black-outs were 
too short to block early morning light. 

Traces of sediments and rust were all over the metal items in the 
bathroom. Holes in bathroom walls were evident, that could be a rich 
environment for insects and fungi. Hair dryer seemed never been cleaned 
before, it even had a yellowish tinge. Basin could not be filled up with 
water as it lacked the rubber blocker. Curtains hangers were missing.   

Air conditioner was perfect, and water flow and temperature were 
excellent. Balcony had a great view with easily used sliding doors. The 
room door-eye needed to be changed. The Room door frame was 
corroded and the lock frame is half broken. There was no remote control 
batteries cover; even the batteries were twisted. There was no internet 
usage instructions booklet, even there was no pricelist. 

 
Proposed check points for hotel room 
 
• Standards and procedures  

1.  Room must contain information about available safe deposit 
boxes. 

2.  Fire safety plan available. 
3.  Emergency procedure booklet available in room.  
4.  Emergency extension stated on face plate of room phone. 
5.  Room number must be written on phone plate. 
6.  Must be able to adjust and achieve comfortable room 

temperature. 
7.  Must be able to adjust and achieve comfortable water 

temperature. 
8.  Curtains must be unstained, fit well, close well. 
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9.  TV/radio's must receive all channels clearly. 
10.  Bathroom sink drains must flow well. 

 
Housekeeping  
 
04.12.2008 - 09:00 

Mr and Mrs Inspector went to have breakfast at 10:10. At 10:45. Mr 
and Mrs Inspector returned to their room and found houseman 1 cleaning, 
he kindly asked Mr and Mrs Inspector to enter the room as he was nearly 
finished, but Mr and Mrs Inspector waited outside in front of the room. 
After 2 minutes, a housekeeping supervisor 1 came and apologised 
sincerely. 

Inspector asked for duvet change and explained that the room was so 
smelly, and that the curtains blackouts were not blocking light, 
housekeeping supervisor 1 ordered houseman 1 to bring a new duvet from 
the store, houseman 1 had an argument with housekeeping supervisor 1, 
they both verbally quarrelled, and finally housekeeping supervisor 1 won 
and ordered houseman 1 to use air freshener before leaving, both worked 
on cleaning the room. 

Inspector asked for bed cover change, housekeeping supervisor 1 
agreed that it would be done at once, this was never done till Inspector 
left the hotel the following afternoon. 

After they both finished cleaning (houseman 1, supervisor 1), room 
was still in a non hygienic state, traces of makeup powder (from previous 
room occupant) was still on the dresser, finished mineral water band was 
still there on the dresser. It is worth noting that no toilet hygienic ribbon 
was used or noticed in the two rooms occupied. 

Entrance and leaving of room was done in the proper way, and do not 
disturb sign was respected all the time. 

 
Proposed check points for housekeeping 
 
• Standards and procedures 

1. All areas of the hotel clean and tidy. 
2. Do not move trolleys in corridors before 8 am and not after 

midnight. 
3. Respect "Do not disturb" signs. 
4.  Provide full room cleaning within 20 minutes. 
5.  Handling phone calls including requests according to standards. 

• Intuition 
6. Housekeeping trolleys must not interfere with hallway traffic. 
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7. Housekeeper must keep room doors closed; or must keep room 
doors blocked by trolleys. 

• Interaction 
8. Immediately acknowledge guests, greet in friendly manner. 
9. Entering and leaving guest's room procedures respected. 

• Initiative 
10. Pick up trays in corridors promptly out of visibility of the guests. 

 
Laundry service 
 
03.12.2008 - 17:00 

Inspector called operator 1 who in turn placed the call to laundry, 
laundry order taker 1 answered after the first ring in a friendly manner 
and offered his services; normal laundry service, semi express laundry 
service, and express laundry service. He informed the Inspector about 
laundry return time. Inspector asked for his laundry to be picked up, 
which was done after 5 minutes. Inspector name was always mentioned 
by laundry order taker 1.  

Some belongings were intentionally left in the pockets, which were 
immediately returned.  

Laundry items were returned at the exact time mentioned, and all the 
standards were followed during delivery. The total of all items laundered 
cost was clearly written on the delivery voucher.  

 
Proposed check points for laundry / dry cleaning 
 
• Standards and procedures  

1. Laundry is picked up within quoted time. 
2. Laundry is returned within quoted time. 
3.  Laundry must follow all of guest special instructions. 
4.  Personal belongings left in items are returned immediately. 
5.  Upon laundry return cost must be clearly written on the delivery 

voucher. 
• Intuition 

6. All items sent out together must be returned together. 
• Interaction  

7. Laundry order taker handled call courteously and professionally. 
8. Entering and leaving guest room according to standards. 

• Initiative 
9. Used laundry lists and bags are replaced upon pick-up. 
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10. Information about laundry services, pick-up time offered. 
 
CONCLUSIONS 
 
Hotel Experience 
 

The inspected property is in great need of rooms’ furnishings and 
maintenance improvements. Minimum quality standards adherence was 
felt by Inspector while being served all over the hotel, as if staff is 
performing their duties unwillingly or lack proper training. Quality 
education for all staff members according to the level and needs of each is 
a must to achieve guests’ satisfaction. 
 
Mystery Shopper practicalities 
 

Mystery shopping is a critical artistic process, the inspector has to get 
familiar with the chain’s policies, procedures, and standards, has to live a 
hotel experience as a guest, has to try every product and service within the 
range of areas inspected, has to create situations to test and evaluate staff 
attitude and performance under normal circumstances and under pressure 
and during difficult situations, important points to keep in mind:  

• Get enough information regarding policies, procedures, and 
standards of the property to be inspected.  

• It is necessary for an inspector to go through and live the hotel 
experience like any guest. 

• Decide upon a scenario through which to experience various 
hotel products and services and in a way to measure staff 
attitudes and behaviours. 

• Never to uncover identity.  
• Record all observations as soon as possible, never depend on 

memory. 
• Always adhere to objectivity. 
• Use a standardised tool (an interactive scoring observations 

checklist) that could be easily compared with other inspections 
done or to be done.   
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ANALYSIS OF “ALL-INCLUSIVE” TOURISM MODE 
IN THE BALEARIC ISLANDS 

 
 Wineaster Anderson1 

University of Dar es Salaam 
 
 
Tourism market forces in most tourism driven economies and mature tourism 
destinations shift from the ‘conventional independent’ to ‘all-inclusive’ (AI) tour 
mode. Using Majorca as a case study, this paper analyses the AI mode: its supply 
and demand sides. Through specific tourist and desk surveys conducted in 2006, it 
was revealed that until May 2006,the population of AI accommodation suppliers  
in Majorca was around 195; 36% of which offer ‘exclusively AI’ product. 
Moreover, above 85% of tourists visiting Majorca were package tour customers; 
with at least 15 percent travelling through the AI tours.  Noticeably, an AI tourist 
spends less than overall average tourist’s expenditure per day at the destination, 
but spends more at the country of origin. Challenges are identified and 
recommendations given to improve the welfare of the economy.  
 
Keywords: All-inclusive demand and supply, Balearic Islands, Majorca 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

All-inclusive (AI) demand and supply in most tourism driven 
economies and mature destinations, like Balearic Islands, are growing 
extensively. In the Balearics, the AI mode appeared for the first time in 
1950 when the French company ‘Club Mediterranee or Club Med’ 
established their tented village in Alcúdia on the island of Majorca (Issa 
and Jayawardena, 2003). However, the mode has received a significant 
attention in recent years. Among the reasons are, first, it has been 
increasingly seen as one of the main incentives when tourists choose a 
destination (Tourism Intelligence International, 2005). Second, giant tour 
operators in Britain and Germany; which are the main tourist markets for 
the Balearics (Hoti et. al, 2005; Diari de Balears, 2006), prefer AI deals as 
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they persuade mass tours which provide them with economies of scale on 
tours organized (Alegre and Pou, 2006; Anderson et al., 2009). 

As a response to the mass inflows of the AI customers, numerous 
establishments in Balearics have been scrapped and rebuilt in the form of 
integrated tourist complexes (Cladera, 2006; Comissió Experts “tot 
inclos”, 2005). Many are still moving away from offering ‘traditional 
independent’ to ‘partially’ or ‘exclusively’ AI package (Ultima, 2006; El 
Mundo, 2006; Conselleria de Turisme, 2006a, b; Anderson, 2008) 

This paper is well-timed when various stakeholders seek to know the 
status of the AI mode at the islands, considering that tourism is the 
lifeline of the Balearics, which contributes at least 80% of archipelago’s 
GDP (Hoti, et.al, 2005; Parrilla, et. al, 2006). For revenue purposes, 
tourism authority would like to know the AI distribution channels 
available at the destination and the currency injected to the economy from 
the AI tourist. Tourisiers like tour operators on the other hand, would like 
to know the size of the AI demand, supply categories, and places 
available at the destination in order to design appropriate marketing 
strategies. This paper therefore provides answers to the sought 
information through analysing the AI supply and demand in Majorca.  

Majorca represents not only tourism driven economies and mature 
tourism destinations, but also is considered as one of the most visited 
destinations in the Balearics and the Mediterranean basin (Anderson, 
2009). Concretely, the paper establishes the AI supply size and estimates 
its demand and expenditure at Majorca. The rest of the paper is organized 
as follows. The theoretical part comes before the research methods, then 
followed by the findings and finally the conclusion.  

 
LITERATURE REVIEW  

All-inclusive Concept 
 
The concept of AI in tourism has received a scant attention in 

academic arena. However, there are a number of definitions from various 
scholars (Sheldon and Mak, 1987; Morrison, 1989; Middleton, 1994; 
Holloway, 1998; Issa and Jayawardena, 2003). AI package tour according 
to Sheldon and Mak (1987) and Morrison (1989), is a trip planned and 
paid for a single price in advance, which covers a broad range of items 
from commercial transportation and accommodation to meals and 
sightseeing, sometimes accompanied by an escort or a guide.  

Middleton (1994) describes it as an inclusive form of travel, 
organized by intermediaries or middlemen; in which the tour represents a 
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bundle of tourism goods and services, marketed as one particular product 
or brand and sold at an inclusive price. According to Holloway (1998), 
the AI mode is integrated travel services, which are bought in bulk by the 
tour operator, assembled, and resold to customers as a package including 
different services. Holloway (2000) goes further and describe the AIs as 
itineraries put together by a tour operator or other supplier, usually 
incorporating at least three elements, transportation, accommodation and 
transfers, although some packages may include additional services such as 
excursions.  

However, stakeholders view the AI mode differently. Using the case 
of Caribbean, for example, Issa and Jayawardena (2003) terms it as a 
‘necessary evil’, because, movements are extremely constrained, whereas 
tourists can find themselves quite literally ‘imprisoned’ on buses and 
boats, and in enclave resorts. The AI resorts trap all the visitors in their 
compounds and practically offer them everything. Issa and Jayawardena, 
however, commend the AI mode as an important product innovation in 
the international tourism market place, as it packages various elements of 
tourism product. But still, there are no acceptable common elements, as 
the tour packages range from the very basic to the most complete.  

 

 
Source: Anderson et. al. (2009) 
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The basic package includes transport and accommodation (Botti, et 
al., 2007). The most complete product adds services like luxury private 
transfers, spa treatments, accommodation at a five-star resort, sporting 
activities, sightseeing tours and excursions (Wong and Lau, 2001; Abdool 
and Carey, 2004). As it can be realized from Figure 1, Anderson et al 
(2009) categorise the packages into five: basic package; bed and 
breakfast; half board; full board; and AI.  

 
All-inclusive Demand and Supply 
 

To conceptualize the demand and supply terms, also known as 
market forces in Claveria and Datzira (2009), is important in order to deal 
with the issues revolving around the AI mode. Explicitly, Anderson 
(2008:3) describes the AI demand as a desire to travel through the AI 
package tour, combined with the ability to purchase it or the readiness of 
tourists to acquire the AI product in exchange of a certain amount of 
money.  In the same manner, the author gives the operational definition of 
the AI supply as that quantity of AI product that AI suppliers are willing 
to sell at a given price level.  

AI suppliers according to Paris and Zona-Paris (1999) include the 
enterprises that may have AI boarding basis for all its guests or only a 
segment of the guests as an AI resort. Also Millington et. al (2001) 
considers AI supplier as any holiday complex offering AI holidays which 
apart from accommodation, also include several swimming pools, bars, 
and restaurants, a stretch of private beach, landscape gardens and a 
variety of sporting facilities. Extraordinarily, clothes are now added to a 
package by giant European tour companies like Touristik Union 
International (Tourism Intelligent International, 2005). 

 
RESEARCH METHODS 
 

The Balearic Archipelago is made up of the islands of Majorca, 
Minorca, Ibiza and Formentera. This study has involved Majorca where 
the first AI village by “Club Med”, was launched in the 1950s (Issa and 
Jayawardena, 2003). Majorca receives at least 75% of the archipelago’s 
annual tourist arrivals (Conselleria de Turisme, 2005). Moreover, almost 
80% of the AI accommodation capacity in the Balearics is in Majorca 
(Anderson, 2008).  

To carry out the objective of the study, an extensive desk research 
was done to identify cases in Majorca which offer AI boarding basis. As 
described in the previous section, our definition, and thus an identification 
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of the AI suppliers follows that of Paris and Zona-Paris (1999) and 
Millington et. al (2001). Thereafter, the descriptive analysis was done 
based on each identified case and eventually the aggregate of the studied 
population, using mainly tabulation and chart techniques. Moreover, a 
visitor-exit-survey (n=843, α=.05, e=±3%) was conducted at the Airport 
of Palma de Mallorca during the summer of 2006. The reasons for 
choosing exit-survey and in the summer were to capture the actual 
expenditure and it is estimated that at least 50% of tourism in the 
Balearics concentrates in summer (Conselleria de Turisme, 2005).  
 
FINDINGS  
 
All-inclusive Supply in Majorca 
 

Accommodation sector is the core of tourism supply at the 
destination, which in Majorca is categorized into hotels, apartments, agro-
tourism establishments, guest houses, camps, holiday villages, Fonda, 
hotel apartment, hotel residence, rural hotel, hostels, hostel residents, 
boarding house, apartment residence, and interior tourism establishment 
(Conselleria de Turisme, 2005:71).  The distinguishing characteristics of 
these facilities are given in Conselleria de Turisme (2005).   Hotel is an 
establishment that provides tourist bed and dining room services, with or 
without complementary services that, due to configuration, does not have 
the appropriate installations for the preparation and the consumption of 
foodstuffs within accommodation unit. Hotel apartment, in addition to 
provide tourist accommodation and dining room services with or without 
complementary services, offers, due to configuration and services, the 
appropriate installations for the conservation, preparation and the 
consumption of foodstuffs within all or some of the accommodation unit.  

Apartments provide bed without dining room services, and that has, 
due to configuration and services, the appropriate installations for the 
conservation, preparation and the consumption of foodstuffs within all or 
some of the accommodation unit. Holiday villages are establishments 
whose location, installations and services allow clients, under 
predetermined schemes, to enjoy their holidays in direct contact with 
nature, providing them, for a fixed price, bed with full-board, with the 
possibility of practicing sport and participation in group leisure activities. 
However, holidays villages built with a social aid orientation and on a 
non-profit making basis by public corporation or bodies are not included 
in the given definition. Hostels offer both bed and meals, conforming or 
not to full board at the choice of the client and excluding hostel 
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residencies. In 2005 there were 153 AI accommodation establishments in 
Majorca but that figure increased to 195 in 2006; which is an increment of 
27%. The enterprises are located in Llevant (27%),  Calvià (19%) and 
Northern (14.4%) zones (Conselleria de Turisme, 2006a, Table 1).   

 
Table 1 Overall AI Establishments in Majorca in 2005 

 
Zone Town Establ. Subtotal  Places 

 
NORD 
  

 Alcúdia 15 22 11, 014 
Platja Muro 2 
Can Picafort 5 

 
BADIA DE 
PALMA 
   
  

Arenal 9 21 9,253 
Platja de Palma 7 
Can Pastilla 2 
Cala Blava 2 
Cala Major 1 

CALA d’Or Cala d’Or 13 14 4,089 
Cala Ferrera 1 

LLEVANT Portocristo 1 41 16,916 
Cala Millor 16 
Sa Coma 7 
S'Illot 2 
Cala Bona 2 
Cala Mandia 2 
Calas de Mallorca 10 
Cala Estany 1 

CAPDEPERA Cala Ratjada 11 15 5,391 
Cala Mesquida 2 
Canyamel 2 

CALVIÀ Portals Nous 1 29 11,156 
Palmanova 7 
Magaluf 3 
Santa Ponsa 10 
Paguera 8 

SUREST -  
CALAS 

Colònia St. Jordi 1 6 2,420 
Portocolom 2 
Cala Mondragó 2 
Cala Figuera 1 

POLLENÇA 
  

Port de Pollença 4 5 153 
Cala Sant Viçens 1 

TOTAL 153 62,555 
Source: Govern Balear. Conselleria de Turisme, 2006a 
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Hotels and hotel-apartments dominated the AI accommodation 
supply, representing at least 80% of the total.  Of which 61% and 20.3% 
were respectively hotels and hotel-apartments. See Table 2. 

 
Table 2 The typology of AI establishments in Mallorca as in 2005 

 
Type  Establi. % Places % Establ 
Hotels 93 61 37,885 60.70 
Hotel - Apartments 31 20.3 15,026 20.30 
Apartments 24 16 6,087 16.00 
Holiday villages  4 2.6 3,001 3.00 
Hostels 1 0.1 556 - 
TOTAL 153 100 62,555 100.00 

Source: Govern Balear. Conselleria de Turisme, 2006a 

Majority of the AI suppliers are 3 stars; representing 62% of the total. 
The five stars so far do not offer AI packages. Figure II shows the 
distribution of the AI firms on the basis of official ratings. 

 
Figure 2 Categorical Distribution of the AI Establishments in 2004-

2006 
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Moreover, at least 14.4% of AI establishments are each equipped 
with places between 101 and 1000. Precisely, the establishments with 
places between 301 and 500 and from 501 to 1000 dominate the AI 
supply. Following are those with places between 201 and 300, and from 
101 to 200 as shown in Figure III.  
 

Figure 3 AI Accommodation Places Available in 2004-2006 

 

Moreover, apart from the establishments that offer AIs 
simultaneously with other boarding basis such as half board, the 
significant part of the supply offers the AIs exclusively. Exclusive AI 
establishments specialize on offering AI package only, whereby until May 
2006, more than 30% of the AI suppliers in Majorca offered exclusive 
AIs (Ultima, 2006; El Mundo, 2006, Conselleria de Turisme, 2006b) as it 
is summarized in Table 3.  
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Table 3 Exclusively “AI” Establishments in Mallorca as in May 
2006 

 
Zone Town Establ. Total  

NORTH Alcúdia  5 9 
Playa de Muro 1 
Ca’n Picafort 3 

BADIA DE 
PALMA 

Arenal 5 10 
Playa de Palma 2 
Cala Blava 1 
Sant Agusti 1 
Maioris 1 

CALA D’OR Cala d’Or 4 4 
LLEVANT Cala Millor 8 20 

Sa Coma 4 
S’Illot 2* 
Cala Mandia 1 
Calas de Mallorca 3 
Cala Domingos 2 

CAPDEPERA Cala Ratjada 5 5 
CALVIA Palmanova 3 9 

Magaluf 2 
Santa Ponsa 1 
Peguera 3 

SUDEST CALES Portocolom 1 2 
Cala Mondragó  1 

TOTAL 59 59 
Source: Ultima (May 23, 2006), pp. 18 

 
Of the exclusively AI establishments, three stars represent majority 

(66%). Table 4 shows the distribution of the exclusively AI firms on the 
basis of official ratings. 

 
Table 4 Categories of   Exclusively “AI” Establishments (May 2006) 

 
Rating No. of 

Establish. 
% of Establish. Places % of Places 

1 Star 4 6.7% 1,065 4.0% 
2 Stars 4 6.7% 1,487 5.5% 
3 Stars 39 66.1% 18,277 68.1% 
4 Stars 12 20.5% 5,999 22.4% 
Total 59 100.00% 26,828 100.00% 

Source: Govern Balear. Conselleria de Turisme, 2006b 
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Moreover, establishments that offer places between 201 and 400 and 
from 501 to 1000 are majority; each category represents 27.1% as shown 
in Table 5.  

 
Table 5 Distribution According to Capacity (May 2006) 

 
Places Establishments Percentages 
At most 100 4 6.8% 
101-200 8 13.5% 
201-400 16 27.1% 
401-500 12 20.4% 
501-1000 16 27.1% 
At least 1000 3 5.1% 
Total  59 100.0% 

Source: Govern Balear. Conselleria de Turisme, 2006b 

 
Of the exclusively AI establishments, hotels and hotel-apartments 

dominate, representing respectively 49.1% and 28.9% of the total. Table 6 
displays the typology clearly. 

 
Table 6 The Typology of Exclusive AI Establishments (May 2006) 

 
Type Establish % of Establ. Places % of Places 

Hotels 29 49.1% 13,431 50.1% 
Hotel-Apartments 17 28.9% 9,850 36.7% 
Apartments 10 17.0% 2,236 8.4% 
Holiday villages 1 1.7% 660 2.4% 
Hostels 2 3.3% 561 2.4% 
Total 59 100.00% 26,828 100.00% 

Source: Govern Balear. Conselleria de Turisme, 2006b 

 
Analysis of All-inclusive Demand 

 
At least 85% of tourists visiting the Balearics, and Majorca in 

particular, use package tourism. For example, from 2002 to 2004, of the 
tourists to the Balearics, respectively 88.3%, 90.2% and 88.3% travelled 
on package tours; whereas ‘AI’ tourists were accountable for at least 10% 
(Anderson 2008; Anderson et al., 2009). Table 7 gives the different types 
of tours during the three years 2002/04 consecutively. 
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Table 7 Services Bought at the Country of Origin from 2002-04 

 
The Pre-Paid Service at the Country of Origin 
Include (%) 

Year  
2002 2003 2004 

 Transport Only 11.66 9.78 11.68 
Transport 
plus 

Accommodation  29.28 23.13 21.13 
Bed and Breakfast 6.01 5.66 6.01 
Half Board 38.29 44.50 39.33 
Full Board 5.17 3.69 5.52 
All-Inclusive 9.58 13.25 16.32 

Total  100.00 100.00 100.00 
Source: Alegre and Pou, 2006 

 
The point to note from Table 7 is that AI niche is extensively 

growing at a rate of 70.4% between 2002 and 2004 alone. German and 
British tourists are the main markets of this type of holiday; with in 2003 
and 2004, respectively 17% and 21.5% of German and 9% and 15% of 
British tourists to Balearics traveled on AI tours. Also in 2005, 61.6% and 
58.0% of respectively German and British tourists to Balearics, traveled 
on package tour, while Spanish package tourists represented 36.8% 
(Conselleria de Turisme, 2005:61-63).  

 
Table 8 Average Expenditure per Tourist per day1 (in Euros) in 

2004 
 

The Pre- Paid Service at the 
Origin Include  

% 
 

Daytot Daycor Daymal 

 Transport Only 11.68 80.06 27.02 53.03 
Transport 
plus 

Accommodation  21.13 96.81 55.66 41.13 
Bed and Breakfast 6.01 123.54 71.22 52.31 
Half Board 39.33 106.24 69.83 36.41 
Full Board 5.52 112.02 75.40 36.41 
All-Inclusive 16.32 90.70 67.50 23.20 

 Total  100.00 100.01 61.85 38.16 
 
Nevertheless, AI mode has lot of economic implications, the main 

being the distribution of the tourist’s euro between the main three 
stakeholders: country of origin, country of destination and the tourist. 
However, in most cases, the countries of origin and AI tourists gain more 
from AI deal than the destination economies.  In 2004 for instance, the 
average expenditure per tourist per day overall at Majorca, was € 100.1; 
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but an AI tourist spent 9.3% less.  On the other hand, the average 
expenditure per AI tourist per day at the country of origin was 9.13% 
more than its overall average expenditure; but at the Balearics, AI tourists 
spent 39.2% less than island’s overall. Table 8 shows the average 
expenditure per tourist per day for the year 2004 (Alegre and Pou, 2006). 

However, there is no common price charged for the AI packages; 
rather prices are mostly determined by the country of origin.   As Table 9 
presents, from our 2006 tourist survey estimates, the German AI tourist 
has spent 8.01% less than overall average expenditure per tourist in 
totally, also has spent 9.8% and 3% less in the origin and Majorca 
respectively. The same tourist has spent 21.7%, 23.7% and 19.4% less 
than the average daily expenditure per tourist in totality, in the origin and 
at Majorca respectively. The British tourist has spent 12.5%, 13%, and 
12.4% less than average expenditure per tourist in overall, country of 
origin and in Majorca respectively. Also has spent 14.8%, 13.5% and 
15.8% less than the average daily expenditure per tourist in totally, 
country of origin and in Majorca. The Spaniard spent 14.5%, 19.7% and 
10.6% less than the average expenditure per tourist in totally, place of 
origin and in Majorca respectively; the same tourist spent 10.3% and 
15.5% less than average daily expenditure per tourist in totally and in the 
place of origin; but has spent 13.7% more than the average daily 
expenditure per tourist in Majorca. French and Italian tourists have spent 
above the overall average and daily average on the origin and in total, but 
at Majorca, French tourist has spent 7.3% less on overall average. 

 
Table 9 Average Expenditure per AI tourist & per day in Euro (€)  

 
Nationality Avetot   Avecor Avemal Daytot Daycor Daymal 
German 873.30 696.45 173.87 91.63 72.93 18.23 
British  830.83 672.04 157.08 99.71 82.67 19.03 
Spanish 812.05 620.02 198.18 104.96 80.83 25.71 
French  1059.23 893.03 166.20 136.39 113.30 23.09 
Italian  1139.16 930.57 209.63 146.14 118.32 27.54 
Other  981.68 823.54 170.61 123.45 103.27 22.07 
TOTAL  949.38 772.61 179.26 117.05 95.22 22.61 
Source: Anderson, 2008 

 
Lastly, the tourist from other nationalities has spent above the 

average in totally and in the origin, but in Majorca, such tourist has spent 
4.8% below the average overall average per tourist and 2.4% less than the 
average daily expenditure per tourist in Majorca. 
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CONCLUSION  
 
This paper analyses the AI mode in Majorca, specifically its supply 

and demand. Generally, economic benefits of the AIs at the destinations 
are still questionable. This is contributed by the fact that, the all-inclusive 
tourists spend less at the destinations compared to the tourists who buy 
the least- inclusive tour product.  

From that perspective, several implications have been drawn. If at the 
destination an AI tourist spends lesser than the overall average tourist and 
the AI supply is growing extensively, it is undoubtedly that the AI mode 
poses a threat on the traditional tourism; which will pull down the tourism 
expenditure.  This is a challenge for the growth of the economy, and even 
worse for tourism-specialized economies. Moreover, the boom in the 
marketing of AI in Majorca is a big challenge that endangers the future of 
complementary services.  

As a tourism-specialized economy, majority of businesses depend on 
tourism: restaurants, cafeterias, bars, hand crafts, taxi, buses, banks, etc. 
In an ideal situation, complementary services generate wealth in 
destinations and provide many opportunities. If AI resorts enclave tourists 
and offer them with almost everything they need, then it is a challenge for 
the survival of complementary businesses; and threat to the employment 
opportunities, tax revenues and incomes they generate to the economy. 
Hence, future studies should focus on the value chain analysis involving 
the all-inclusive tourism at the destination to estimate the economic 
benefits of the AI from supply side point of view. 
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This study aims to determine how the airline companies perceive the competition 
environment they are in, which competitive strategies they implement and to find 
out how and by which factors they are affected while forming these strategies. 
Qualitative research method was used in the study. The population of the study 
consists of the airline companies which have mainly local capital, the 
management centres of which are in Turkey and which have the licence of 
scheduled and non-scheduled domestic and international flights. A descriptive 
analysis was made for the data. The result of the study reveals that the 
competitive strategies implemented especially focus on obtaining the cost 
leadership. In addition, costs, customer satisfaction and service quality, 
employees, innovation and technological changes appear to be the most important 
elements among the factors which affect the competitive strategies. 
 
Keywords: Competitive strategies, Airlines, Turkey.  
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Competition, known as a mutual struggle with its most common 
definition, is described as mutual tactical struggles of the companies in a 
sector which they make to get a competition advantage and to fulfil their 
aims (Grant, 2005; Coutler, 2005: 206-207). Strategy which is a multi 
dimensional concept that consists of the dynamics such as planning, 
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manoeuvres, behavioural styles, point of views, determining a position 
against the competitor (Mintzberg, 1996) and which is defined as a 
rational decision-making period related with adjusting the opportunities to 
the supplies of the organizations by appearing in a competitive 
environment (Andrews, 1971), carries the concept of competition beyond 
the tactical dimension. In this context, Harrison and John (2004) define 
the competition strategy as the formulas which the company develops 
about gaining a position different from its competitors in order to form a 
value for the customers, whereas Morschetta and et al. (2006) explain it as 
strategic decisions on the actions that a company do so as to obtain a 
sustainable competitive advantage in the industry where it is. 

When the developments in the airline sector in Turkey are examined, 
it is seen that there are a lot of factors which make it necessary to develop 
effective competition strategies and implement them. These developments 
can be explained as increases in the quantity and quality of the 
organizations in the sector, the number of the passengers who prefer the 
airways, the income of the organizations, rapid changes in technology and 
their reflection to the organisations, increasing customer conscience and 
changing market structures (Kılınç and et al. 2009). In this case, the 
airline companies should make a good analysis of themselves, their 
competitors, the structure of the market they operate in and the 
competition environment so that they can operate effectively, preserve 
their market shares and achieve their aims and targets. Because of this, it 
is important what the airline companies in Turkey do and will do in the 
future. 
 
LITERATURE 
 

In the business world, competition strategies have gained importance 
depending on the intensity of the competition and some studies that can 
be taken as a basis such as Miles and Snow (1978), Porter (1980; 1985) 
have been included in the literature.  

While defining the competition strategy, Porter (1980; 1985) puts an 
emphasis on the strategic position that the organization will be able to 
obtain an income which is above the sector average. Later he connects the 
concept of competition strategy with five competition strengths – the 
introduction to the market, the risk of substitute product, the bargaining 
power of the purchasers, the bargaining power of suppliers and the level 
of the competition between present competitors- that affect the 
competition structure of the sectors which organizations are in. The 
author states that, at this stage, there are three general competition 
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strategies which will bring the success in coping with the five competition 
strengths and getting a long-term, sustainable strategic position. These are 
the total cost leadership strategy, the differentiation strategy and the 
focusing strategy. The total cost leadership strategy is to be able to 
present a standard product to the consumers by producing goods and 
service with the lowest cost in the market. The differentiation strategy 
means to present a product which is accepted unique in the sector by 
differentiating the product and the service the company has. The focusing 
strategy is the strategy which is developed to have a cost advantage and a 
product/service advantage by focusing on a narrower part of the market or 
geographic region. 

Apart from the approaches mentioned above, there are other 
approaches trying to explain the concept of competition strategy and to 
enrich its content. For instance, while Pralahad and Hamel (1990) connect 
the concept of competition strategy with the construction of a basic core 
perspective addressing to the future, Barney (1991) connects it with 
mental and financial supplies of the organization which are difficult to 
copy. Day (1995) explains the concept as getting a market-centred 
competitive position based on environmental analysis. Similarly, 
Mintzberg (1996) makes a multi dimensional evaluation by connecting it 
with variables such as price, image, product design, quality and 
differentiation and focuses it on the market. The explanations made in the 
2000s about the concept also include the concepts related to the business 
world today. For example, Evans and et al. (2003) evaluate the 
competition strategies with an integrated approach in the content of 
organization, sector, product and supply markets and relationships with 
the other sectors. Value setting approaches belonging to Hitt and et al. 
(2005) and based on basic cores which are focused on customer and 
shareholder seem to support the views of Evans and et al (2003). Fitzroy 
and Hulbert (2005) give importance to the innovation and growth, too.    

As a service sector, the airline sector is seen as a sector which is open 
to changes, which has a high flexibility of demand, dense uncertainty and 
competition (Taşgit, 2008). When the changes happening in the recent 
years and their effects on the structural and functional positions of the 
sector and organizations are examined, it is seen that the airline sector is 
in a restructuring period and there have been serious changes based on 
globalization and markets. Entering new international markets and 
strategic alliances are accepted as the most important ones of the changes 
(Glisson and et al. 1996). On the other hand, the developments affecting 
the structural characteristics of the organizations are affective in this 
change, too. These can be put into order as legal regulations, 
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developments related with the density and form of the competition, 
increasing usage of the technology and the introduction of the new 
transporting models such as regional transportation, the hub and spoke 
transportation model in the international arena, and point to point carriers 
in the domestic arena (Chan, 2000). In addition, because of the structural 
characteristics of the sector, the elements such as trust, customer-
satisfaction and loyalty, service quality, adjustment to technological 
changes and price gain importance and appear to be performance 
determiners (Driver, 2001). 

The secondary resources show that airline companies have 
determined three different playgrounds to continue their operations. These 
are basically scheduled and non-scheduled flights, network operations, 
low cost and charter operations. The strategy that  companies which have 
a network system usually implement is  to find new markets through 
differentiating products with intensive search and development studies in 
order to expand their flight networks (in domestic or international areas). 
These firms especially focus on differentiation and industrial trademark 
so that they can get more customers and form strong means of distribution 
(Kılınç and et al. 2009; 179). Basic characteristics of the firms which use 
the low-cost model are cheap and short-distance flights. Charter 
operations are considered as the operations of the firms which do not have 
a big fleet, generally prefer chartering in tourism seasons and whose 
competitive positions in the sector are not affected much (Taşgit, 2008). 

When the literature of airline sector is reviewed, it is seen that this 
sector holds a lot of interest in the U.S.A. and Europe and comprehensive 
studies based on sector-models are done, whereas the studies in this field 
have newly started in Turkey (Kılınç and et al., 2009). For instance, Chan 
(2000), in his sector-based study, evaluates the developments from 1978 
to1998 with a strategic point of view. The author states that the sector 
witnessed important players’ going in and out, different legal regulations 
were fulfilled, the structure and intensity of the competition became 
different,  trade making/differentiation became the most important 
element of the competition in that period. In his study on European airline 
sector, Huettinger (2006) discusses the changes and future trends in the 
sector with the appearance of low-cost carriers in the European market. 
According to him, the sector is changing into a more competitive 
structure. Glisson and et al. (1996), parallel to the changes in the 
American airline sector, note that the merging and strategic alliances 
changed the structures of the markets and the form of the competition.  

In their model-based studies, Alamdari and Fagon (2005) discuss the 
basic characteristics of the low-cost model and aim to determine the 
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elements that affect the profitability of the low-cost carriers. Anon (2005), 
in his model based study, discusses how low-cost carriers have changed 
the structure of the sector and the success conditions of low-cost carriers 
against the sector leaders. In another model-based study, Franke (2004) 
evaluates the factors of each model that affect the success in the 
competition between network carriers and low-cost carriers.  
 
METHOD 
 

The qualitative searching method was used in this study. The 
population of the study consists of Turkish Airlines Company, Pegasus 
Airline Company, Onur Air, Atlasjet Airlines and Sun Express Airlines. 
The population being determined, three main criteria were taken into 
consideration: The companies with mainly local capital, the companies 
being Turkey centred and the companies having a license for scheduled 
and non-scheduled flights in the domestic and international lines. Since 
few companies were included in the study and the population was 
reachable, no extra sampling was needed. 

In order to collect data, the interview method was used. As it was 
thought that it would be better to attain the goal of the study, the survey 
questions were prepared with the interview approach.  In the preparation 
of the questions, the studies taking place in the related literature were 
taken as a basis. The questions in the survey were scrutinized and 
evaluated by an academician who specialized in strategic management. 
The questions involve the expectations of the sector now and in the 
future, the competition strategies implemented by the companies and 
finding out the factors affecting the competition strategies of the 
companies respectively.  

Interviews were made in the times and dates which the interviewees 
asked for and in the offices of the participants. Interviews were recorded. 
Because of the answers given by the participants, some of the questions 
were asked in different ways again for confirmation. According to the 
answers the order of some questions was changed. Interviews took about 
an hour and took place on 01-25 February 2008. For the data obtained, a 
descriptive analysis was made. Determining the competition strategies of 
the companies, the descriptive basis was based on Porter’s (1980, 1985) 
generic competition strategies. 
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FINDINGS 
 

Although it was said that the population of the study consisted of five 
companies, one of the companies, Atlasjet Airlines, was not involved in 
the study because of the changes in the top management team. The 
opinion of the ex-management was positive for the study; however, the 
new management did not accept the demand of interview. Due to this, the 
data was collected through interview from the other companies-from a 
person working in the top management in each four companies. Since it 
was thought that it would not be ethical, the names of the companies were 
coded as company A, company B, company C and company D. 

The information belonging to the people participating in the study 
has been summarized in Table 1. 

 
Table 1 The Demographic Characteristics of the Participants 
 

 
Company 

 
Gender 

 
Specialization 

 
Title  

Experience in 
the top 
management 

 
Company A 

 
Male 

 
Strategic 
planning 

The manager of 
strategic 
planning and 
investments  

 
5 years 

 
Company B  

 
Female 

Sales-marketing The sales and 
marketing 
manager 

 
3 years 

 
Company C 

 
Male 

Strategy-sales-
marketing 

The domestic 
lines manager 

5 years 

 
Company D 

 
Male 

Income 
management-
marketing 

The manager of 
income 
management 

 
3 years 

 
The competitive position of the companies in the sector depending 

on the general view of the sector: The manager of Company A stated that 
the development in the civil airline sector in Turkey had become above 
the world average and the number of the companies in the market had 
increased in the last five years. The manager of Company B said that 
there were developments especially in the domestic lines. Company C and 
D managers noted that the main focus in the sector was the low cost 
strategies which were being implemented although some structural 
changes made contributions to the development of the sector. 
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The manager of Company A said that they were the market leader in 
the country, while the manager of Company B explained that they aimed 
at having a low cost position in the sector and they were working on that. 
Similarly, the manager of Company C made an emphasis on having a low 
cost position and stated that they were trying to preserve their position by 
making technological investments such as plane maintenance and repair 
and spare parts stocks. The manager from Company D said that they were 
trying to have a more specific position by focusing on being a trademark 
and customer satisfaction in the certain markets where their rivals had 
fewer flights.  In their statements, the managers from Company B and C 
emphasized that Turkish Airlines was a market leader and there was a 
competition about the prices and Turkish Airlines was not included in that 
competition.  

The future view of the sector:  The manager of Company A noted 
that the big airline companies would take over the small airline companies 
by merging and buying in three important aviation centres, the U.S.A., 
Europe and Asia-Pacific, in the 2010s. The manager of Company B said 
that the market would be larger and there would be bigger airline 
companies, while the number of the players in the market decreased 
through merging. The manager of Company C stated that the 
organizations would be open to merging in the extending market and 
added that the market would be more competitive and the strategies for 
extending would gain importance. The manager from Company D said 
that he thought that the market would get bigger and there would be new 
players.  

Core Competence: The manager of Company A said that although 
they were superior to the other companies in every aspect, their most 
distinctive feature was the quality of the service they had. The manager of 
Company B put their core competences into order as the cost control, the 
flexible and dynamic organization structure with quick decisions about 
commercial issues and their reputation in the market. The manager of 
Company C stated that their core competences were having flights in 
time, economical service and being able to make the human resources 
planning more efficiently. The manager of Company D explained that 
their core competences were customer satisfaction and applications in 
income and cost control. 

Competition strategies implemented by the companies: The manager 
from Company A defined their competition strategy as being an airline 
company which has the understanding of making difference in the period 
which starts when the customers buy their tickets and finishes when the 
flight or travel ends and which presents services that will make the 
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passengers prefer Company A again. Making bonus services perfect, 
renewing the configurations in the cabins (rearranging the seats, forming 
economy and business class cabins) and entertainment. The manager of 
Company B explained that their strategy was to increase the operational 
productivity through team work without making a concession and to get 
an advantage of competition by reducing the cost. The manager of 
Company C said that their strategy focused on the cost and carrying the 
passengers from a place to another safely and economically by cancelling 
all the extras. The manager of Company D mentioned that their 
competition strategy was based on determining the most reasonable price 
by analyzing the rivals and implementing it by taking the customer 
satisfaction into consideration. 

The factors which affect the competition in the sector: The subjects 
on which the participants of the study reached a consensus were customer 
satisfaction and service quality, employees, cost, innovation and 
technological changes. It was emphasized by all the participants that 
customer satisfaction and service quality were given importance by all the 
organizations, while determining the level of the satisfaction was effective 
depending on the customer profile. The participants explained that they 
carried out surveys regularly in their organizations. In addition to this, 
they stated that they thought the customer satisfaction and service quality 
among their basic cores.  

According to the explanations of the participants, the employees 
appear to be another factor effective in the competition. The manager of 
Company A noted that the record growth and profits in the last five years 
had realized thanks to the synergy created by the employees. The manager 
from Company B explained that the employees were one of the elements 
in gaining the power of the competition. The manager of Company C said 
that the qualifications and abilities of the employees affected the success 
directly since they were in the service sector. The manager of Company D 
said that the employees were seen as the most fundamental source in their 
organization in the period of forming strategies and added that they 
played the most important role in the success of the organization.  

The costs were emphasized by especially the managers of Company 
B, C and D about the competition strategy. While the manager of 
Company B saw the control of cost policy as one of the basic factors 
affecting the competition, the manager of Company D put an emphasis on 
forming a cost control system. In addition to this, the manager of 
Company C said that one of the basic success factors affecting the 
competition was having an advantage of cost among the competitors. The 
manager of Company A Airlines added that the costs were important for 
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them, too and they had to give importance to costs so as to provide a 
reasonable price and promotion in economy class flights. 

In addition, all participants agreed that successful products and 
services were copied immediately and the companies must have the 
ability of innovation to be different and the innovation had an important 
role in being successful. They added that following technological changes 
and implementing them in their organizations was another factor which 
was as important as the innovation and the organizations which did not 
follow the technological changes might not compete with the others. 
Finally, the participants agreed that the safety of flights and the 
punctuality were among the factors which affected the competition. 
 
DISCUSSION 
 

There has been a serious development numerically and qualitatively 
in the airline market especially in the last ten years. Now, the sector has a 
much more dynamic structure and it has not obtained a stable view yet. 
The expectations about the future suggest that the companies will meet 
fiercer competition conditions, international companies will take place in 
the market, the market will expand unexpectedly depending on the 
duration of membership to the European Community and the merging and 
takeovers will be inevitable.  

While the study is being planned, it has been assumed that these 
companies are operating in the same market in the sector. However, the 
results of the study have shown that the sector involves two basic 
markets. These markets are the ones where network and low-cost 
operations are fulfilled. In the markets where there are network 
operations, the companies are generally traditional airline companies and 
they gather their customers at an airport and then transfer to the other 
points. The companies which fulfil low-cost operations aim cheap and 
short-distance flights. As a result, it can be said that Company A is a 
network operation company. Contrary to this, Company B, C, and D are 
low cost operation companies.  

Company A describes itself in a position which it improves different 
products/services based on the customers and which has an effective cost 
control system. Their basic competition strategy is the strategy of 
differentiation. By increasing the in-cabin services and improving the 
quality level, it gives importance to finding new markets in order to 
expand its flight network and being a trademark so as to get more 
customers. On the other hand, Company B and C have focused on low 
cost and cheap ticket sales, and they have had competition strategies 
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based on the cost. They have been following all developments on 
reducing the cost closely and trying to apply in their organizations within 
the range of their abilities. The other company which implements 
strategies focused on costs is Company D.  Beside this, Company D has 
been implying focusing on strategies successfully, too. Especially by 
focusing on regional markets, they have been reaching the points where 
the other companies do not have any flights.  

The managers participating in the survey all agree that customer 
satisfaction and service quality, employees, costs, innovation and 
technological changes are the factors that affect the competition. 
Although the companies have and implement different competition 
strategies, they mention the same factors, and this shows the intensity of 
the competition. However, these factors appear differently while the 
companies form their competition strategies. For instance, Company A 
follows and uses the factor of technological changes to make differences 
in their product, whereas the others give it importance because they think 
that it may be a solution to reduce the cost. Innovation is important for 
Company A to create new products but this factor is used by the other 
organizations to make short-term changes and to attract attention to the 
prices of the products and return to their strategies focused on the costs. 
There have been differences among these companies in perceiving and 
using the service quality as an element of competition. For example, 
while Company A puts emphasis on both physical and non-physical sides 
of the product in service quality, the others put emphasis on the non-
physical side of the product and especially the customer satisfaction 
through their employees. All companies see their employees as an 
effective element in competition, and they give importance to them. 
Behind this lies the truth that an airline company exists in the service 
sector as well as the feeling that the trust of the customers to their 
companies may be provided with the help of employees. For instance, 
they think that take-offs in time and punctual flights increase the trust to 
the company and foresee that these can be done only with qualified 
employees. 

The results of the survey suggest that competitive strategies focused 
on the cost are the most preferred ones by the companies. All managers 
working for the companies involved in the survey say that it is impossible 
to fulfil their aims without having cost advantages. It is seen that 
especially the companies focusing on the low cost operations have been 
trying to improve their qualities in this way. Nevertheless, it is understood 
that while the companies improve this strategy, they have ignored 
Porter’s, the owner of this strategy, (1980; 1985) proposal suggesting to 
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develop scale economies to be able to implement it and have concentrated 
on the reduction in the costs. For example, the companies prefer 
cancelling the food they offer in the cabins, limiting the baggage weights 
instead of expanding their airplane fleets and increasing the number of the 
flights or the points they fly to. It has been understood that these 
implementations provide a decrease in the cost in a short term. However, 
it has been foreseen that these implementations will not be able to enable 
the companies to sustain their power to compete in the long term due to 
changing market conditions. In fact, the companies that are aware of this 
situation try to increase the number of their flight points; however, their 
finances are not enough to develop fast on this subject.  

On the other hand, it is understood that the companies have to be 
more competitive in the future. In order to this, they must go on 
developing their effective cost control systems and focus on improving 
basic cores based on the customers. In this case, especially companies 
which implement competition strategies focused on the costs and have 
low cost operations should primarily consider the merging or takeovers so 
as to be permanent in the sector. The samples of America and Europe 
show that the companies with low-cost operations cannot be permanent if 
they do not expand although they can snatch a share at a certain rate from 
the market of big companies. The immediate future should be a period 
when these companies give priority to the growing strategies. Thus, the 
growth should be added to the factors affecting competition strategies 
mentioned above.  

 
CONCLUSION 
 

When it is considered in general, the airline market is a big market 
and it is related to the tourism sector which has vital importance for the 
country economies directly (Nanthakumar and et al., 2008; Ige and 
Odularu, 2008; Akal, 2010). This subject which has been discussed in the 
international literature in the last ten years and the competition dimension 
of which appears to be important should be discussed in terms of Turkey. 
With this survey, an analysis of the competitive ability of the airline 
sector in Turkey, the factors which affect or will affect the competition 
has been done and it has been tried to determine both the case the 
discussion of which has just started in Turkey and the theatrical fragment 
which will contribute to the latter studies.  It is thought that it will make a 
contribution to the literature. Furthermore, explaining the contributions 
that the implementation methods of the competition strategies make to the 
companies will also   contribute to the professionals in that it shows the 
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possible problems that the companies may face with in the near future 
because of the methods implemented.  

The later surveys should focus on two subjects. The former is to find 
out the contributions of the factors which are effective in determining 
competition strategies to the performance of the organizations. At this 
level, it has been suggested that it should be determined to what extend 
these factors affect the performance. The latter is that a comparative 
analysis of the subject should be done in terms of the European Union and 
Turkey. 
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MECHANISM OF SOCIAL CAPITAL IN COMMUNITY 
TOURISM PARTICIPATORY PLANNING 

IN SAMUI ISLAND, THAILAND 
  
 

 Kannapa Pongponrat1 
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Naphawan Jane Chantradoan 
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Community participation as a strategy for local tourism development has become 
an important mechanism to promote sustainable tourism. This paper explores 
community participatory planning process in local tourism development on Samui 
Island, Thailand. Factors associated with participation of local people were 
examined in decision-making, implementation, and monitoring and evaluation 
phases. Result showed social capital as a driver in various stages can be 
considered as crucial mechanism for the success of the planning for local tourism 
activities. 
 
Keywords: Community participation, social capital, tourism planning 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Tourism significantly contributes to the economy. It is also said to 
create an opportunity for rejuvenation after enormous down fall from a 
crisis (Galdini, 2007). Moreover the study of tourism in relation to peace 
and harmony suggests that tourism generates a more understanding of 
cross-cultural issues among the locals and the tourists which therefore 
contributes towards overall peace (Chauhan & Khanna, 2009). But, many 
studies point negative and adverse consequences of mass tourism to the 
society specially the changes in values, systems, traditions and lifestyles 
(Aronsson, 2000; Guysoy, 2004).  Since the environmental issue is at the 
highest priority in tourism development aspects, some parts of the tourism 
system such as the resort and lodging business are always considered the 
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main climate change factors (Richins & Scarinci, 2009). Further tourism 
could promote drug addiction, crime and prostitution (Oppermann, 1993; 
Jamal, 1995; Pearce, 1996; Ashley, 2001). Local people also suffer from 
unattractive seasonal work and inflation. Such problems are apparently 
due to the booming tourism sector without proper development strategy.  

In Thailand, tourism plays a vital role in the socio-economic 
development of the country. The Tourism Authority of Thailand (2007) 
reported that earnings from tourism had risen steadily from USD 5.5 
billion in 1996 to USD 16 billion in 2007. Tourism sector contributed 
6.9% of the GDP by generating an estimated 1,946,000 jobs in Thailand 
representing 5.3% of country’s total employment.  

Samui Island is one of the best-known beach destinations in 
Thailand. After the tourism boom since 1970s most of the peasants of the 
islands changed their occupation to tourism-related businesses. But critics 
pointed that due to the seasonal fluctuations the tourism-related activities 
cannot guarantee stable growth or the self-reliance for the local 
communities (Singh, 1989; Voelker, 1998; ICLEI, 1999; Pongponrat, 
2006). In addition, Samui Island is facing many tourism related problems 
such as overcrowding of beaches, traffic congestion, pollution, and drug 
abuses. Despite such problems, the native Samui residents have also 
applied community participatory approaches for local tourism 
development responding the local needs and problems.  

In this background, this paper discusses the community participatory 
planning in local tourism development at various steps of planning 
process. It also highlights the importance of factors associated with 
community participation in tourism planning process The social capital 
that mobilize people to make significant contributions to community 
participation in local tourism development has been discussed. 

 
LITERATURE REVIEW 

 
Participation in planning and development program has become 

increasingly central to international development assistance since the 
1980s with the emphasis on facilitation and pre-eminence of local 
knowledge (Chambers, 1983; 1997). Although participation can occur at 
many levels, a key objective is the incorporation of local knowledge into 
project’s decision-making processes (Mansuri & Rao, 2004). Participation 
can also be considered as a process to improve decision-making (Parkins 
and Mitchell, 2005. 

Participatory approaches require the consideration of diverse 
perspectives and viewpoints of different stakeholders (Gibbons, 1999). 
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Participation denotes the involvement of all stakeholders and creation and 
sustenance of accountability of the state towards the people (Tandon, 
2002).  

Local tourism development requires that people affected by tourism 
get involved in planning and implementation of policies and action plans. 
Such bottom-up approach could ensure that development meets the 
perceived need of the local community (Simpson, 2001).  

Likewise, analysis of factors associated with participation is 
important to understand the reasons why people participate in certain 
activity or not. The knowledge and understanding of people, age and 
gender, length of membership, income, perceived benefits, self-interest, 
and culture and religion were the common factors associated with the 
intensity of participation (Sirisongkram et al., 1999; Garrod, 2003; 
Pattarnrakha, 2003).  

Putnam (1993) considers social capital as the main mechanism to 
influence people to participation for community development. Plummer 
and FitzGibbon (2006) provide empirical evidence that social capital has 
an important role in the development field. Social capital could be viewed 
as family and kinship, structuring of class in society, social networks and 
connections, shared norms and trust; and consists of both structural and 
cognitive components (Harris and De Renzio, 1997; Woolcock, 1998; 
Harpham et al., 2002; Jones, 2005).  

 
METHODOLOGY 

 
Samui Island was selected as the study area based on the criteria: the 

impact of tourism development on local people; existence of participatory 
tourism development implemented by government, private sector, and 
local community; and intensity of implementation of tourism activities 
promoted by local government, community-based groups, and the private 
sector. Samui Island has a total area of 252 km² and is located in Surat 
Thani Province in southern Thailand (Figure 1). The Island is home to a 
diversity of ethnic groups that settled on the island about 15 centuries ago, 
and these included Thais, Malays and Chinese. Once the island developed 
from a coconut plantation-based industry into a major tourist destination, 
many people migrated to the island seeking job opportunities. The 
number of registered residents increased from 42,047 in 2004 to more 
than 50,000 additional people in 2007 (Tambon Municipality of Samui 
Island, 2007). Likewise, tourist arrivals in Samui Island increased from 
937,763 visitors in 2004 to 1,030,623 in 2006 (TAT, 2007). In Samui 
Island, Na Thon community, the oldest community of Samui Island, was 
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selected for study considering the ongoing participatory tourism activities 
initiated by the Na Thon community-based group (NCBG).   

In-depth interviews were conducted with 20 key informants involved 
in tourism development in Samui Island including: officers of the 
Tourism Authority of Thailand, the district chief, local government 
officers, sub-district chief, village headman, representatives from business 
sectors, and the leader and committee members of NCBG.  

Focus group discussions were done with three different groups: the 
NCBG committee and members, local people not involved in NCBG, and 
Samui Island’s tourism related government officers. The focus groups 
comprised eight to ten participants. Questionnaire-based survey was done 
with 70 respondents selected using simple random sampling. 

 
RESULTS 
 
Na Thon Community-based group and tourism activities 

 
Na Thon Community-based Group (NCBG) is an informal group and 

consists of 15 Committee members. NCBG create activities that allow 
community members to interact amongst themselves, with adjacent 
communities, and with tourists. They also aim to preserve the traditional 
local customs, which is eroding due to the rapid tourism growth. Tourism 
planning process was simple and flexible, and allowed several 
stakeholders such as local committee, villagers, and business 
entrepreneurs to participate. About 64.3% of the respondents were 
engaged in trading with an average annual income of THB 160,696 (US$ 
1 = THB 33, 2011). Slightly more than half of the respondents (55.7%) 
were native Samui.  

NCBG has implemented various tourism development projects and 
activities such as community tourism calendar, a campaign to preserve 
buildings with old architecture and designs, and a walking-tour around the 
community to observe traditional architectures, and the weekend walking 
street initiated recently in 2009. One of the successful projects was “Pinto 
Dinner Fair”, locally known as “Kin Kao Haoh”. It is a one-day event 
where local people bring out their ‘pinto’ (tiffin carrier) to the front of 
their houses to share meals with their neighbours. Visitors also can taste 
the local food and learn about the traditional customary practices. NCBG 
made efforts to revive, preserve, and promote this tradition. Such Fair has 
served as the means of transferring knowledge and traditions to the 
youths. 
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Community Participatory Planning Process 
 
The planning process was participatory in nature and included 

decision-making, implementation, and monitoring and evaluation. Local 
people could actively involve in decision-making and implementation 
phases, and indirectly participate in monitoring and evaluation.  

The participation was induced participation with flexible process of 
planning whereby local people participate voluntarily. Initiating 
participatory planning process can be viewed as a tool to empower local 
people, providing them opportunities to make decisions and implement 
the activities based on their decisions.  

Factors associated with community participation in local tourism 
planning process are presented in Table 1. The factors were selected to 
explore correlation with four dependent variables in four phases: all 
phases of participatory planning process, decision-making phase, 
implementation phase, and monitoring and evaluation phase. The findings 
show that seven factors had association with varying intensity of people’s 
participation in NCBG.  

 
Table 1: Factors Associated with People’s Participation in NCBG 

 
Factors Correlation Coefficient (CC) 

All Phases of 
Participatory 

Planning 
Process 

Decision-
Making 
Phases 

Implementation 
Phase 

Monitoring 
and 

Evaluation 
Phase 

Level of  Total 
Income of 
Respondents 

0.330* 0.279* 0.310* 0.022 

Degree of Benefits 
Gained in Capacity 
Building 

0.296* 0.226* 0.300** 0.249* 

Degree of 
Satisfaction with 
Strengthening 
Group Ties 

0.266* 0.326** 0.311** 0.047 

Degree of Benefits 
Gained in Increased 
Resource 
Utilization 

0.232* 0.249* 0.229* 0.087 

Degree of 
Satisfaction with 
Improved Planning 

0.229* 0.222* 0.251* 0.014 
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Factors Correlation Coefficient (CC) 
All Phases of 
Participatory 

Planning 
Process 

Decision-
Making 
Phases 

Implementation 
Phase 

Monitoring 
and 

Evaluation 
Phase 

and Management 
Skills 
Degree of 
Satisfaction with 
Promoting Local 
Tradition and 
Culture 

0.032 0.028 0.263* 0.159 

Degree of 
Satisfaction with 
Increased 
Productivity 

0.192 0.061 0.151 0.252* 

Note: *= Significant at the 0.05 level confidence, **= Significant at the 0.01 level 
confidence. 
Criteria for Calculation: Correlation Coefficient (CC) less than 0.00-0.29 is a low-level 
correlation, 0.30-0.59 is a moderate level correlation, and more than 0.60-1.00 is a high 
level correlation 

 
The qualitative analysis to analyze social capital associated with 

people’s participation in local tourism development showed that level of 
education and position in the participatory group played important role in 
the intensity of people’s participation in all phases. Majority of committee 
members and group members in NCBG received higher level of 
education. The committee members were aware of the concept of 
community participation and had the capacity to carry out participatory 
activity on behalf of the local people. 

 
DISCUSSION 

 
The degree of benefits gained in capacity building was one indicator 

associated with people’s participation in participatory planning process. 
People participate actively if they received benefit in capacity building for 
themselves and for their community, and if there is an opportunity to 
create entrepreneurship from their participation in local tourism 
development. The case of NCBG showed that people were satisfied with 
their participation through community participatory planning as they were 
satisfied with the strength of group ties and better condition of living.  

The degree of benefits gained in increased resource utilization has a 
relationship both in decision-making and implementation phases. In case 
of NCBG, the participatory planning process increased resource 
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utilization through the mobilization of local people as a group, and 
organizing people to pursue participatory activities to promote their local 
community for tourism development.  

Results show that people participate actively if they were satisfied 
with the level of promotion of local traditions and culture through 
participatory activity. In case of NCBG, the participatory planning 
process also promoted the local traditions and culture to serve local 
tourism development. This factor was associated with the intensity of 
people’s participation especially in implementation phase of “Pinto 
Dinner Fair”. Degree of benefits gained in increased productivity also had 
a relationship with people’s participation in monitoring and evaluation 
phase.  

 Self-interest, encouragement by local leaders, knowledge and skills, 
availability of time, money and materials, benefits received from 
participation, gender and age, communication processes, influence of 
culture, and interest in contributing to society are components of social 
capital that support active community participation.  Result showed that 
level of education, one aspect of social capital, is important in 
encouraging people to participate in tourism development. In NCBG, 
most members of the group are native Samui with higher education 
(Pongponrat, 2006). Education and knowledge are perceived as 
supporting the thinking and broadening their vision, helping to increase 
their ability to plan and systematically manage activities.   

Leader and leadership style are vital issues to be considered in this 
context, which was significantly exhibited in the NCBG. As noted by 
Jones (2005) power structure is an element that underpins participation 
process. The group’s leader was former Director of Samui Hospital, well 
respected and trusted person by Samui residents. The leader advocated 
sustainable development with active involvement of local people. Thus, 
he persuades people to participate in NCBG activity. The power 
influencing participation occurred through respect and trust for the leader. 
It shows that social capital is embedded within structures of power and 
can be used to facilitate collective action for the common good (Mansuri 
& Rao, 2004).  

In NCBG, the relationships between family members and close 
friends enabled creation of effective local community networks leading to 
a strong community bond that fitted into the concept of social 
organization, networking, classification of social capital, and social 
relationship (Putnam, 1993; Harris & De Renzio, 1997; Parkins & 
Mitchell, 2005).   
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A strong bond within the community supplemented by a great respect 
for their leader provided the potential to mobilize the community towards 
participatory planning in local tourism development. There was a close 
relationship among people of the group. Given their close relationships, 
people were willing to get involved with the group without any coercion, 
which led to the creation of a network. The group also gained more 
support from outsiders and enjoyed an increase in their power to deal with 
other groups. NCBG used its significant traditional lifestyle and 
architecture as a mechanism to increase the community’s attraction to 
tourists.  

Despite the effectiveness of community planning in tourism 
development people reported the lack of sufficient time to involve in 
community participation activities. It resulted in limited participation in 
the decision-making and the monitoring and evaluation phase. As a result 
the committee faced an overload of work for the projects.  

 
CONCLUSION 

 
In Samui Island, people participated in tourism development through 

the process of decision-making, implementation and monitoring and 
evaluation facilitated by leader and committee of the group. The study 
found that social capital components led to ‘induced participation’ of 
local people who had a strong sense of belonging to their hometown, and 
with mutual respect for each other, thus enabling them to work for their 
local tourism development. Social capital appeared significantly as the 
main mechanism that push and pull people to participate in their local 
tourism development. Both quantitative and qualitative analysis 
confirmed that factors associated with community participation included 
knowledge and leadership of trusted local people, norms and social 
network among community.   

The case study showed potentials for a successful participatory 
tourism development, with strengths in the existence of local capacity to 
implement participatory approach with a vital role of social capital. The 
Na Thon case study has shown that the successful design and 
implementation of tourism activities depends very much on the capacities 
and capacity-building potentials of the local committee and their skills at 
leadership, organization and management of activities. Thus, co-
management approach could enhance a sense of ownership and 
commitment of the people in the execution of various tourism 
development activities in the long term. 
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THE OPTIMIZATION OF THE GREEK COASTAL 
SHIPPING TRANSPORTATION NETWORK 

 
 

Konstantinos Chainas1 
Athens University of Economics and Business 

 
 
This dissertation presents a heuristic algorithm that improves the coastal network 
in the Greek Aegean Sea. The Greek coastal shipping - except for its specific role 
for Greek tourism - becomes of utmost importance after the decision of the 
European Union to reinforce, for special reasons, the short-distance shipping. 
This dissertation suggests and describes a methodology for the re-planning of the 
coastal network of Greece and aims to develop a new model of the coastal 
shipping network in Greece. This model is documented by the heuristic algorithm 
for improvement, the NAUTILUS. This algorithm drastically improves the travel 
times for the Aegean destinations and poses the terms and conditions for the 
materialisation of a Complete Decision System, for the overall improvement of the 
Greek coastal shipping. 
 
Keywords: optimization, algorithm, tourism, coastal network, transport 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

The concept of optimizing the coastal transportation takes on a 
different meaning, depending on the aspect from which one sees 
improvement and the criteria they set. For a coastal shipping company, 
which wants to cover a certain island area, the optimal route would be one 
that could cover the market demand efficiently and effectively taking 
advantage of its entire fleet by scheduling the appropriate ship type to the 
respective route; even when a route yields the maximum possible 
economic results at a minimum cost. Many islands do not provide a 
commercial interest to coastal shipping companies’ owners because, on 
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one hand, they have few inhabitants and, on the other hand, they are not 
favourite tourist destinations. This is why the government intervenes with 
policies, such as subsidising the companies who will cover the connection 
of these islands with the mainland or with bigger islands’ so as to cover 
the minimal transportation needs of both the islands’ inhabitants and the 
travellers’. The algorithm that is introduced here, named NAUTILUS, was 
applied in the coastal transportations of Greece, for the coastal coverage 
of the Aegean Islands, according to the routes that took place from June to 
August 2009, for each island and the coastal ships fleet used. The routes 
which were created based on the NAUTILUS algorithm were compared 
with the routes which had taken place in the same period in the specific 
area, as regards the total mileage and, in effect, the overall travel time. 
 
THE GREEK COASTAL MARKET 

 
Greece is a country with 15.000 km of coastline and 115 inhabited 

islands out of a total of 3.500 islands and islets, 95 of which have some 
sort of regular connection with the mainland. The Greek coastal market is 
one of the biggest in Europe, with approximately 45 million passengers 
every year and with 25% of cargo transportation. The passenger ships of 
the country, which are above 1000 tons, comprise the 7% of the world 
fleet of passenger ships. There are 350 coastal shipping routes that serve 
the Greek islands with their connection to the mainland.  The Greek 
government subsidises 85 of them, as there is no commercial interest by 
the coastal shipping companies for these destinations. It is also a goal for 
the tourism industry to integrate contemporary technological ways into 
the decision making systems used, in order to utilize on time the 
information related to the market (Kanellopoulos, 2006). The demand for 
coastal shipping services is extremely seasonal, with 50% of the 
passengers travelling during the third trimester of each year, when there is 
a peak in the country’s tourist industry. The cargo transport by ferryboats 
is not equally seasonal because the islands they serve, have had 
considerable economic growth over the last 35 years, and, at the same 
time, their population had risen by 10% in 2007 compared to 1980. 
Undoubtedly, this growth is not independent from the level of the services 
supplied (Papanastasiou, 2006).  
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The network of Greek coastal transportation in the Aegean 
 
The Greek coastal transportation network has changed only a little 

whereas many other factors have changed. These factors are related to the 
demand and the service quality of the inhabitants as well as the visitors of 
the Aegean islands (Psaraftis, 2006). 
 
Basic characteristics of the present network 
 

The Law 2932/2001 was voted in order to harmonize the Greek status 
quo with the directives of European Union regulation 3577/92, which 
determines the “liberation” of the coastal shipping market. It delineates a 
network, which is referred to as indicative, but, essentially, it is the 
network that has been in operation until today with only a few changes 
and additions (Chlomoudis, 2007). 

The main structure of the present coastal shipping network is a serial 
connection, for the majority of the islands, with the port of Piraeus. This 
type of network impedes the planning of optimal connections and poses 
restraints to flexible and alternative routes. Thus, many routes take too 
long and are very tiresome. 
 
ABOUT THE PROBLEM OF OPTIMISING THE COSTAL 
SHIPPING OF THE AEGEAN 
 
General 
 

In a Decision System that processes the coastal transportation, the 
quest for an optimal route lies in a few basic factors. These factors differ, 
depending on the aspect from which the optimization criteria are 
determined. Therefore, a coastal shipping company seeks: a) To have all 
their ships active no matter what the season is, b) To have their ships able 
to cover routes with continuous and increased demand so that they can 
minimize the time they stop ships to operate, and c) To be able to select 
routes with greater yield.  
 
The factors influencing a ship route 
 

A ship route is influenced by: a) The departure port, b) the 
destination ports c) the travel time, d) the invariable and variable cost of a 
specific ship which covers a specific route, e) the number of passengers 
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and vehicles it can carry during the route, g) the services offered, h) the 
transport cost for a passenger or vehicle, i) the fleet of ships which are 
available, j) the maximum speed a ship can really travel at, k) seasonality 
and different demand, l) the weather conditions of each period and their 
influence on the route schedule, n) the cultural habits and traditions of 
each island which diversifies the demand each period. 
 
Limitations linked with the optimisation of a route 
 

There are some limitations regarding the optimisation of a route, and 
some of them are: a) The total distance covered cannot be unlimited, b) 
the coverage of an area which includes small and bigger islands, with 
different needs, c) the demand for coastal shipping services, which is not 
stable and can vary depending on the conditions of uncertainty, d) the 
demand of the seasons; in other words, the different models of scheduling 
that should be implemented depending the season, e) the category of the 
available ship and its special characteristics, such as its capacity, its 
speed, f) the “time windows” between a ship’s arrival at and departure 
from each destination port, g) the passengers and the infrastructure of 
each departure port and its service capabilities of any type and category of 
ship, as well as the passengers who are interested, h) the class of each 
destination port and its reception capability of any type and category of 
vessels, i) the fare which is determined each time for each destination and 
the services it covers. 
 
The subtleties of the Aegean coastal shipping in relation to 
other distribution systems  
 

The underlying subtleties of coastal transportation in relation to the 
typical problem of finding the shorter route (e.g. distribution problem or 
the Problem of a Travelling Salesman (TSP) is as follows: 

a) Regarding the islands for which there is no commercial interest, 
the government is forced to put them on the scheme of Public Service 
Routes. The result of this is a multiple framework, with islands even in 
the same area and, indeed, within a short distance from one another; some 
of them, and because of high demand, are covered by routes formed by 
the market and others, because of low demand, need to be covered by 
Public Service Routes (e.g. the Cyclades). 
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b) The implementation of each route should have a stable time 
sequence and regularity for each port, since the people that travel between 
different destinations should not waste time, waiting at the boarding port. 

c) The time each ship stops at each port has some limitations, 
depended on the infrastructure of the port, the number of embarking and 
disembarking passengers and vehicles and the ability to accommodate 
more than one ship at the same time. 

d) Each port is served by a specific ship of one or more companies, 
depending on the declarations of route that each company has registered 
for each port. 

e) There is a specific weekly route regularity for every ship and every 
port, which is determined either by the government (for the Public Service 
Routes), or by any shipping company. 

f) The fleet of ships of each company includes different ship types, 
thus, different capacity, size, services, speed, etc. 

Based on the above-mentioned peculiarities, the problems of coastal 
shipping are complicated enough, in order, to develop a heuristic 
algorithm named NAUTILUS, which can give us optimal solutions at 
polynomial times. 
 
IMPLEMENTATION OF THE HEURISTIC ALGORITHM FOR 
OPTIMAL ROUTING (NAUTILUS) 
 
Methodology  
 

The implementation of the NAUTILUS Algorithm was based on 
heuristic methods. The procedure followed is this: 

We registered all data concerning the ports, the islands, the distances, 
the demand (no. of passengers from 1994 to 2008), the coastal fleet, the 
type of each vessel, its transportation capacity, its speed, the traffic of 
ports and a series of other data we collected from the Greek Statistical 
Service, on a relational database. The comparison period that was chosen 
for all applications was the third trimester of the year 2009, for the coastal 
transportations of the Aegean Sea. 

The categories of optimization we dealt with were of four kinds: 
a) The quest for an optimal central departure port, based on the 

current routes that cover the islands of the Aegean Sea. We compared the 
current routes with Piraeus as the departure port, with routes where we 
used other mainland ports. 
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b) The quest for optimal routes with the minimum travel time as a 
criterion, for specific destinations with specific weekly frequency. We 
considered as a central departure port the one that resulted from the 
previous procedure for every area of the Aegean Sea. We implemented 
the NAUTILUS algorithm for the creation of optimal routes for the islands 
of Cyclades. These routes were compared with the routes of the third 
trimester of 2009. 

c) The quest for the optimal type of ship for specific destinations. 
Based on the lines and the routes which were created through the previous 
procedures and, also, in order to meet the demand for specific destinations 
that gave us the most appropriate type of ship for each route (capacity and 
speed of ship). 
Modelling the problem 
 

The problem of coastal shipping of the Aegean Sea is a hard one with 
a non-polynomial solution (NP - hard), in the sense that with the 
conventional algorithms of seeking the optimal route, its solution 
becomes especially difficult and in exponential times. With this data we 
transformed the problem so that we can have a polynomial solution. For 
the formation of the objective function, we define: 

• Κ, the total number of ships {1,2,3,…, Κ)                               
• qk, the capacity of each ship                                                    
• Ν, the ports in the search area {1,2,3,…,Ν)                             
• mi, the demand for each port                                                    
• cij, the cost of connection of two ports i and j                          
• tij, the time of each connection of port i with port j                 

We took under consideration, the following: 
• Each route departs from the central departure port (starting 

point). 
• The number of routes is the same as the number of ships. 
• The demand of every port is depended from the ship’s capacity. 
• Every ship of a certain route goes to each port only once. 
• The time for a ship to stop at each port is called the servicing 

time of the ship and the aim is to minimize it. In the NAUTILUS 
algorithm, we defined a value t equal to ¼ of an hour, which is a 
logical time for disembarking and embarking of passengers 
and/or vehicles. 

• The route must be completed within a specific time (<24 hours). 
• We define X={xijk} i,j = 1,2,3,…,N and k=1,2,3,…,K with i ≠ j                               
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• With xijk=1 if a ship k connects port i with port  j                  
• And xijk=0 different                                                                 
The problem is the minimization of the objective function  
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For the simplification of the problem and the application of the 
algorithm to the routes, which were implemented in the area of the 
Cyclades during the third trimester of 2009, we consider that the ships are 
of the same type, in other words, they have the same speed and capacity 
and can meet the demand. These considerations simply help us to present 
the algorithm in a better way, as after this they can be included in a 
second stage of optimization of the routes, which will be created in the 
first stage. For the formation of the new simplified objective function we 
define: 

• Pi , i=1,2,3,…,N the number of ports to cover                      
• Each Port has specific coordinates (xkpi,ylpi), i=1,2,3,…,N    
• pd, the first departure port of each route                                 
• pa, the final destination port of each route                              
• dij, the distance of the Pi Port from the Pj port                        
• xij the decision parameter                                                       
• where xij = 1 when the port i belongs to route j                     
• and     xij = 0 otherwise                                                          

The Objective function takes this form: 
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Our goal in its minimization  
Limitations : 
When all ports belong to the same route  

∑
j

ijx  = 1 , j=1,2,3,…,N                                                            

In order for the route to be financially sustainable, the demand for the 
ports is less than the maximum capacity of ships and more than the 
minimum. 

Based on this model, the optimization is implemented taking into 
account the stage that the total distance is travelled. Also, the total of 
optimal routes that were selected based on the total distance; one can 
define more parameters that were excluded in order to simplify the 
algorithm, such as the demand of each island in conjunction with the 
capacity and the speed of the ship. This way, we can have more 
optimization stages, which will result in the optimal routes with multiple 
optimisation criteria. 
 
Basic concepts and assumptions used  
 

• Departure port is the port that the route starts from (pd). 
• Destination port is the port where the journey will end, which 

cannot be the same as the departure port (pa). 
• The time that a ship remains at an intermediate port for 

disembarking-embarking (tw). 
• Total travel time is the time the trip takes (ts). 
• Connectivity value of three ports (a, b, c). We have two ports a, 

b, with a distance dab between them and we wish to intercalate a 
third port c, which has a distance dac from a and a distance dcb 
from b. The quotient of the division (dac+dcb)/dab is called 
connectivity value. This value is compared with a parameter, 
which takes values in the space [1.1,1.5], depending on whether 
we want a smaller or bigger divergence from the route defined 
by the connection AB. Thus, if the connectivity parameter takes 
the value 1.1 we have the so-called inflexible connectivity and in 
this case this route ac-cb diverges relatively little compared to 
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route ab, while if it takes the value 1.5 we have the so-called 
flexible connectivity and in this case route ac-cb diverges more 
than route ab. Obviously, fewer ports take part in the 1st case, 
while more in the 2nd one. We consider that the algorithm is 
applied to short sea distances (coastal shipping), because in 
longer ones we would need the length of the sea arches, which 
would require a different approach. 

 
 
Figure 1 Schema of two ports a, b, and the intercalation of a third 

c, according to the value of connectivity 
 

 
Scanning angle is the angle which is formed by the points of the two 

ports a and b after the intercalation of port c, in other words the angle acb. 
This angle takes values from 90o to 180o, that is, the top of the angle lies 
within the so-called scanning circle. A scanning circle is the part of the 
circle, which is formed every time in the procedure of connecting two 
ports a and b, and the intercalation of the third port c. The diameter of this 
circle is the distance dab, that is, the distance between ports a and b. The 
third port will be searched for in the circular area formed, the centre of 
which lies in the middle of distance dab and its ray is dab/2. This limitation 
gives a direction to the route from port a to port b, as it rejects 
connections which will be outside the circular area and prevents 

a 

b 

c 

1=<(dac+dcb)/dab <=1.5 
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“setbacks” in the routes. The limitation is secured by measuring the 
cosine of angle acb from the lengths of the sides of triangle abc, applying 
the cosine theorem for angle acb. In other words, we calculate value cos 
(acb) = [(ac)2 + (cb)2 – (ab)2] / 2(ac)(cb) and decide if we will accept the 
intercalation of port c, or not, if the value of the cosine is smaller than or 
equal to zero. This value assures that port c lies within the circular area, 
which is formed, based on the distance ab. The values that the scanning 
angle can take is in the space [90ο , 180ο ]; values which make sure that 
port c lies within the circle which has the distance ab as its diameter. 
 
 

Figure 2 The circular area for searching intercalated ports 
 

 
 
 
Steps of the NAUTILUS algorithm for optimal routes 
 

STEP ONE: Provide the departure port (pd), the destination port (pa), 
the search area, the connectivity parameter of three islands, the time the 
ship stops at the port (tw), the speed of the ship (vs). The original table of 

a 

b 

c 

c 

c 
cos (acb) =  

[(ac)2+(cb)2-(ab)2]/ 

2(ac)(cb) 
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optimal routes is the table, which has the ports of departure and 
destination. 

STEP TWO: Loading all the ports of the search area onto a table 
p[1…n] except for the ports in the table of optimal route, which are 
arranged based on the distance from the departure port. Selection of the pi 
port (FOR i=1 to n).  

STEP THREE: Check the connectivity parameter of this port (pi) 
with the ports of departure (pd) and destination (pa). If the value of 
connectivity of the three islands (di = (ddi+dia)/dda) is smaller than or 
equal to the connectivity parameter we inserted ds (that is, if condition di 
<= ds is valid). At the same time, estimate the travel time from the 
departure port to the port pi (t=t + twi + ti), taking into consideration the 
time the ship stays at each port (twi). If the condition is valid for port i 
then put this port (pi) into the table of optimal routes. Otherwise, go to 
STEP 2 and continue with the next port until you find a port for which the 
connectivity condition is valid. 

STEP FOUR: We check whether the new port belongs to the 
scanning area. We check if the intercalated port pi for which the value of 
connectivity is valid belongs to the circular area, which has the distance 
between the two, ports pd and pa as its diameter. If this is true, put port pi 
into the table of optimal routes. Otherwise, go to STEP B and continue 
with the next port until you find the port for which the connectivity 
condition is valid, and belongs to the scanning area. 

STEP FIVE: The same procedure is repeated for all the ports in the 
search area, checking for those for which the connectivity parameter is 
valid, thus forming the final lists of the ports of an optimal route. 

STEP SIX: Arrange the final lists of optimal routes based on the total 
time distance. 
 
RESULTS FROM THE IMPLEMENTATION OF THE NAUTILUS 
ALGORITHM 
 
Optimal Selection of Central Departure Ports 
 

As regards the optimal selection of central departure port, the Aegean 
Sea was divided into three areas: North-East, Central and South Aegean. 
For the North-East Aegean the optimal departure port proved to be the 
one of Kymi, (Table 1) while for the areas of Central and South Aegean, 
the optimal departure port proved to be the port of Lavrion (Table 2). The 
issue is that, firstly, the present infrastructure of these ports is insufficient 
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to assume such a role and, secondly, the access to these ports has many 
limitations (road and railway network, etc.). In order to assume this role 
in the future, the government needs to take strategic decisions, which will 
allow the funding of the necessary infrastructure construction for these 
ports. 
 

 Table 1 Comparison of travel time (Piraeus vs Kymi) 
 

Serial number Coastal shipping routes 
(July 27th, 2009) 

Difference (%) 
Piraeus vs Kymi 

1 Chios – Mytilene -46% 
2 Icaria – Samos -14% 
3 Mytilene -54% 

 
Table 2 Comparison of travel time (Piraeus vs Lavrio), Cyclades 

and Dodecanese: Lavrio 
 

Serial 
number 

Coastal shipping routes 
(July 27th, 2009) 

Difference 
(%) 

Piraeus vs 
Lavrio 

1 Paros, Naxos -35% 
2 Sifnos, Folegandros, Thera -22% 
3 Ios, Thera -25% 
4 Syros, Tenos, Mykonos -35% 
5 Paros, Naxos, Thera -38% 
6 Cythnos, Serifos, Sifnos, Kimolos, Melos -26% 
7 Paros, Naxos, Mykonos, Tenos -24% 
8 Serifos, Sifnos, Melos -24% 
9 Syros, Tenos, Mykonos -35% 
10 Paros, Naxos -35% 
11 Cythnos, Serifos, Sifnos, Kimolos, Melos, 

Folegandros, Sikinos, Ios, Thera, Anafi, 
Thera 

-13% 

12 Sifnos, Folegandros, Thera, Katapola -22% 
13 Syros, Mykonos, Tenos -32% 
14 Syros, Mykonos, Patmos, Leros, Calymnos, 

Kos, Rhodes 
-11% 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 7, Number 1, Spring-Summer 2012, pp. 351-366 

UDC: 338.48+640(050) 

363 

 

15 Thera, Ios -19% 
16 Paros, Naxos, Mykonos, Tenos -23% 
17 Paros, Naxos, Egiali, Astypalea -17% 
18 Serifos, Sifnos, Melos -24% 
19 Melos, Thera, Heraklion, Seteia, Cassos, 

Carpathos, Diafani, Halki, Rhodes 
-5% 

20 Syros, Kos, Rhodes -12% 
21 Paros, Naxos, Agios Kerykos, Fouri, 

Karlovasi, Vathi 
-15% 

22 Paros -42% 
23 Mykonos, Evdelos, Carlovasi, Vathi -16% 

 
 
Optimal routes for the Cyclades area 
 

The optimal routes created for the Cyclades area by using the 
NAUTILUS algorithm were compared to the real routes that are 
implemented based on the present system. The results are shown in Table 
3. 
 
Table 3 Optimal routes created for the Cyclades area by using the 

NAUTILUS algorithm 
 

Code Optimal routes miles Opt1 Opt2 
1 PIRAEUS-SERIFOS-KIMOLOS-

MELOS 
100 9% 10% 

2 PIRAEUS-PAROS-IOS 117 25%  
3 PIRAEUS-SIFNOS-KOUFONISI 114 76%  
4 PIRAEUS-SYROS-MYKONOS 95 11%  
5 PIRAEUS-IOS-THERA 128 0% 4% 
6 PIRAEUS-SYROS-ΤΗΝΟΣ 89 25%  
7 PIRAEUS-KIMOLOS-

FOLEGANDROS 
108 0% 8% 

8 PIRAEUS-NAXOS-AMORGOS 
KATAPOLA 

135 15%  

9 PIRAEUS-IOS-THERA-ANAFE 148 17%  
10 PIRAEUS-SIFNOS-KIMOLOS 91 49%  
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Selection of optimal ship type  
 

The recommended ship type for the central routes that connect the 
central ports with the basic hubs are the ones that are big, fast and of new 
technology. But, for the intermediate routes the smaller and fast ships are 
more preferable. Based on the hub and spoke model, the algorithm gave 
us the following results for the Aegean Sea: a) For the connection of the 
hub-ports of the Cyclades (Paros-Naxos, Syros-Myconos, Milos-Santoniri 
with the departure port the recommended optimal ship types are the big, 
modern and fast passenger-vehicle ships (30 knots speed, 2.000 
passengers, 150 cars and lorries 1.700m in length). b) The same ship type 
is recommended for the coverage of the islands of the North Aegean and 
the hubs of the Dodecanese (Rhodes, Kos) as well as the ports of Crete. c) 
For the connection of the islands of the Cyclades and the Dodecanese 
with the hubs of these areas, we recommend the smaller, fast ships (40 
knots, 850 passengers, 100 cars and lorries 120m in length). 
 
CONCLUSIONS 
 

The coastal transportation in Greece comprises a complex field of 
study, connected to historical, geophysical, cultural and political factors. 
Greece has one of the most powerful shipping and transportation 
industries in the world, and is a member of the European Union. It has 
taken decisive steps towards the modernization of the institutional 
framework, which concerns the function of coastal shipping. Needless to 
say that more steps have to be taken to that direction and one of them is 
the full delineation of the operation rules of the coastal market. Also, the 
Greek Government is responsible for the implementation of specific 
development projects regarding the infrastructure of ports and the whole 
system of coastal transportation. Government investments, in combination 
with the introduction of other measures, can provide the coastal shipping 
companies with motivation to modernize their fleet with each ship type 
that is required and to meet the special needs of the Greek islands. 

The optimization algorithm NAUTILUS, for optimal coastal routes, 
which was presented in this study, can help the coastal shipping 
companies significantly in order to select the most lucrative routes and 
schedule their ships more efficiently. The main characteristics of network 
evaluation will be the effective coverage of the demand, the existence of 
alternative solutions regarding the cost and duration of a trip, the 
utilization of each ship type for meeting the demand under special 
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circumstances and the appropriate handling of emergencies. Also, the 
selection of two new ports, as basic ports for connecting the mainland 
with the islands, which was documented by the NAUTILUS algorithm, is 
another suggestion of the present study; on condition that the necessary 
infrastructure is implemented and their connection with the rest of the 
national transportation system (road, railway, airports) is ensured. 

Issues for further study is the design and implementation of a 
complete system of coastal shipping scheduling, based on the suggested, 
in the present study, structure of the network. In addition, it is important 
to design and implement a software application for optimal routes based 
on the NAUTILUS algorithm, which will provide the Administrators with 
a powerful tool. 

Another sector that could employ the algorithm is the sector of 
selecting a homeport for the cruise companies acting in the Aegean Sea 
(Lekakou, 2009).  

Finally, it is a matter of great importance for the government to 
implement a Complete System of Decision Support for the sector of 
coastal transportations.  
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Malaysia is well-known for her ‘blue’ and ‘green’ tourism attractions. Malaysian 
government launched several tourism programs to encourage and attract 
international tourist arrivals into Malaysia. This study therefore attempts to 
forecast the tourism demand for Malaysia from ASEAN countries. The literature 
on forecasting tourism demand is huge comprising various types of empirical 
analysis. Some of the researchers applied cross-sectional data, but most of the 
tourism demand forecasting used pure time-series analytical models. One of the 
important time-series modelling used in tourism forecasting is ARIMA modelling. 
This study employs quarterly time series data of ASEAN tourist arrivals to 
Malaysia for the period from 1995:Q1 to 2009:Q4 to forecast future tourism 
demand for Malaysia. The forecasting performance is based on seasonal ARIMA 
model. The findings of this study revealed that seasonality model does not offer 
any valuable insights or provide reliable forecasts on tourism demand for 
Malaysia by ASEAN countries. This scenario occurs because of the fact that 
‘Malaysia is Truly Asia’.  
 
Keywords: one-period-ahead forecasting, SARIMA, ASEAN 

JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Malaysia is one of Asia’s most popular tourist destinations. Many 
studies were undertaken to assess international tourist perceptions of 
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Malaysia as a tourist destination. Lower real exchange rate and political 
stability made Malaysia as an affordable tourist destination. Malaysia is 
also well known for its ‘green tourism’ with attractive tropical 
environment; ‘blue tourism’ with beautiful beaches and islands; historical 
and culinary attraction; diverse culture; diverse ethnic food (see for 
example Josiam, Sohail & Monteiro, 2007); world-class hotels and 
resorts; and excellent shopping places. East Asia, which include Japan, 
Korea, China and Taiwan, including ASEAN (Association of Southeast 
Asian Nations) countries are Malaysia’s major tourist market, with a 
market share of 75% of the overall international tourist arrivals to 
Malaysia in 2010. Singapore, Indonesia and Thailand are three major 
tourism source markets for Malaysia, with a total share of 60% from the 
total international tourist arrivals to Malaysia in 2010. This phenomena 
concurs with ‘Malaysia is Truly Asia’ tagline promoted by Tourism 
Malaysia. In spite of the phenomenal growth in inbound tourism from 
ASEAN region, little research has been undertaken on these markets to 
evaluate their contributions to Malaysia’s inbound tourism industry. The 
international tourism can be estimated in terms of the number of 
international tourist arrivals. Meanwhile, domestic tourism generally is 
not considered for most of empirical analysis purposes. The World 
Tourism Organization predicted that there will be 1.6 billion international 
tourist arrivals worldwide by 2020 and that these tourists are also 
expected to spend over two trillion US dollars (WTO Report, 2010). 
Thus, the discussion of this paper is organised as follows. The second 
section of this paper will discuss the selected literature review. The third 
section focuses on methodology used. The fourth section touches on 
empirical findings and the final section concludes.   

 
LITERATURE REVIEW 
 

Along with the phenomenal growth in demand for tourism worldwide 
over the past two decades, there is also a growing interest in tourism 
research. The literature on modelling and forecasting tourism demand is 
numerous with various type of empirical analysis. Some of the 
researchers applied cross-sectional data, but most of tourism demand 
forecasting used pure time-series analytical models. One of the important 
time-series modelling used in forecasting tourism demand is ARIMA 
modelling, which is specified based on standard Box-Jenkins method, a 
famous modelling approach in forecasting demand. Many studies have 
applied this methodology, such as Chu (2008a), Lee, Song and Mjelde 
(2008), Coshall (2009), Wong et al. (2007), Akal (2004), Preez and Witt 
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(2003); and Kulendran and Witt (2001). The ARIMA model is proven to 
be reliable in modelling and tourism demand forecasting with monthly 
and quarterly time-series. Wong et al. (2007) used four types of models, 
namely seasonal auto-regressive integrated moving average model 
(SARIMA), auto-regressive distributed lag model (ADLM), error 
correction model (ECM) and vector-autoregressive model (VAR) to 
forecast tourism demand for Hong Kong by residents from ten major 
origin countries. The empirical results of the study shows that forecast 
combinations do not always outperform the best single forecasts which 
have been used frequently in previous studies. Therefore, combination of 
empirical models can reduce the risk of forecasting failure in practice. For 
example, Coshall (2009) used univariate time series approach, combining 
the ARIMA, volatility and smoothing models to forecast United 
Kingdom’s demand for international tourism. Generally, from this study 
we can conclude that the ARIMA volatility models tend to overestimate 
demand, and the smoothing models are inclined to underestimate the 
number of future tourist arrivals.  

Chu (2008a) modified ARIMA modelling to fractionally integrated 
autoregressive moving average (ARFIMA) in forecasting tourism 
demand. This ARFIMA model is ARMA based methods. Three types of 
univariate models were applied in the study with some modification in 
ARMA model to become ARAR and ARFIMA model. The main purpose 
of this study is to investigate the ARMA based models and its usefulness 
as a forecast generating mechanism for tourism demand for nine major 
tourist destinations in the Asia-Pacific region. This study is different from 
other tourism forecasting studies published earlier, because we can 
identify the ARMA based models behaviour and the difference between 
ARFIMA models with other ARMA based models. Again, Chu (2008b) 
studied the ARIMA based model using ARAR algorithm model in order 
to analyze and forecast tourism demand for Asia-Pacific region using 
monthly and quarterly data. This study reveals that the performance 
between forecasts generated by monthly and quarterly data is similar.  
Besides forecasting tourist arrivals, prediction of tourism revenue can also 
be done using empirical modelling. Akal (2004) used autoregressive 
integrated moving average cause-effect (ARMAX) modelling to forecast 
international tourism demand for Turkey. The ARMAX model is actually 
derived from the ARIMA approaches. The forecast estimations are an 
important benchmark for Turkey’s government to strengthen the tourism 
sector in order to transform it into a major contributing sector for 
economic development in the future.   
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Song, Wong and Chon (2003) introduced general-to-specific 
modelling approach to forecast international tourist arrivals from 16 
major countries to Hong Kong for the period from 2001 to 2008. The 
specification of econometric model used is known as auto-regressive 
distributed lag model (ADLM). This study shows that, several important 
factors that determine the demand for Hong Kong tourism include the 
cost of tourism in Hong Kong, the economic scenario in the origin 
countries, the costs of tourism in the competing destinations and the 
‘word of mouth’ effect. Again, ADLM measurement of tourism 
forecasting is suitable for multivariate modelling and by using this 
method we are able to determine various factors that cause tourist arrivals 
in the future. Greenidge (2001) used structural time-series modelling 
(STM) to evaluate tourism demand forecasting in Barbados. STM 
modelling has its own strength, where time-varying components can be 
incorporated in the regression equation to capture the movement of tourist 
arrivals using explanatory variables. Besides using basic structural 
modelling (BSM), STM model is also able to include general structural 
modelling (GSM) with seasonal effect. Loganathan, Ibrahim and Harun 
(2008) on the other hand, used standard Johansen-Juselius co-integration 
method to study the importance of the tourism industry in enhancing trade 
performance and economic development in Malaysia. Thus, these studies 
provide valuable insights into the stylized facts of tourism behaviour and 
provide reliable out-of-sample forecasts of tourism demand.   

Athanasopoulos and Hyndman (2008) modelled Australian domestic 
tourism demand using regression model, exponential smoothing via 
innovations state space model and innovations state space model with 
exogenous variables. Cross-sectional data was applied in this study, and 
the data was collected using computer-assisted telephone interviews from 
120,000 Australians aged 15 years and above. All the models used in the 
study highlighted the impact of world events on Australian domestic 
tourism. Such events are the increase in business travel immediately after 
the Sydney Olympic in the year 2000 and the significant increase in 
visiting relatives and friends after the 2002 Bali bombings. One 
interesting aspect that can be found from this study is that, all three 
statistical models used in this study outperform the Tourism Forecast 
Committee (TFC) results for short-term demand of Australian domestic 
tourism. Meanwhile, the long-term forecasts results from this study also 
indicate that the TFC forecasts may be too optimistic. Finally, from the 
forecasts outputs, this study found that the Australian domestic tourism is 
on the declining stage. Psillakis, Panagopoulos and Kanellopoulos (2009) 
forecasted tourism demand in accommodation industry in Greece using 
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implemented forecasting model and Box-Jenkins approach. Both 
approaches used in this study have its own strength, where the forecasted 
values indicate expected value of the predictor of a future time series 
value. Botti et al. (2007) also used a simple econometric model to study 
the demand for tourism in France, and concluded that tourism demand in 
France is dependent on available income and relative prices. 

Unlike most of the tourism forecasting studies discussed earlier, 
forecasting expo demand involves both qualitative technique and 
quantitative forecasting models (Lee, Song & Mjelde, 2008). The main 
reason to use both techniques is because of the limitation of data 
availability. Combining quantitative technique with willingness-to-visit 
(WTV) surveys, the number of visitors expected to visit international 
tourism expo to be held in Korea in 2012 is predicted. Preez and Witt 
(2003) compared two types of methods to analyze tourism forecasting. In 
their study, univariate and multivariate modelling were used separately to 
forecast tourism demand from four European countries to Seychelles. The 
findings of the study revealed that the univariate forecasting models 
outperform compare to multivariate models. The empirical result shows 
that ARIMA estimation exhibits better forecasting performance than 
univariate and multivariate state space modelling. According to Kim and 
Wong (2006), the volatility in tourism demand data can be influenced by 
the effects of new shocks such as economic crises, natural disaster or war. 
In tourism literature, modelling the volatility in tourism demand is 
important because it can capture the occurrence of unexpected events. 
Volatility of tourism demand is modelled using conditional volatility 
models, and the models that appears in tourism literature are univariate 
generalized autoregressive conditional heterokedasticity (GARCH), 
univariate asymmetric GARCH, vector autoregressive moving average 
GARCH (VARMA-GARCH); and VARMA asymmetry GARCH 
(VARMA-AGARCH) models (Chan, Lim &  McAleer (2005); Kim & 
Wong (2006); Shareef & McAleer (2005); Shareef & McAleer (2007).  

In middle of 1990s, dynamic specification such as vector auto-
regressive model (VAR), error correction model (ECM) and 
autoregressive distributed lag model (ADLM) began to appear in the 
tourism literature. VAR model is able to accommodate various types of 
independent variables to determine tourist arrivals and from there we are 
able to forecast future tourist arrivals. Besides that, VAR model enables 
innovative use of impulse response analysis in tourism context, besides 
providing results on co-integrating analysis and forecasting. Song and 
Witt (2004) used VAR model to forecast international tourist flows to 
Macau for the period from 2003 to 2008. The forecast generated by VAR 
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models suggest that Macau will face increasing tourism demand by 
residents from mainland China. The ECM model had also been used to 
measure tourism forecasting but in the recent past, ECM model had been 
modified into vector error correction model (VECM) which can test and 
impose weak exogeneity restrictions. Bonham, Gangnes and Zhau (2008) 
used VECM technique to identify reasonable long-run equilibrium 
relationship  and took into account Diebold-Mariano tests to demonstrate 
satisfactory forecasting performance for Hawaii. Beyond the forecasting 
approach used in terms of tourism demand, Akal (2010) investigated the 
economic implications of international tourism on Turkish economy. The 
increasing flows of international tourist according to the author will have 
many economic implications. In Turkey for instance, the dynamic flows 
of international tourists have increased accommodation facilities; create 
new employment in the tourism related industry; increased foreign direct 
investment in tourism related industry; and foreign currency has become 
major source of Turkish economy.  

The main purpose of this study is to provide a much more 
comprehensive examination on tourism forecasting using seasonal 
ARIMA modelling. However, existing literature on forecasting 
international tourism demand for Malaysia so far had not adopted 
seasonal auto-regressive integrated moving average (SARIMA) 
modelling. Therefore, this paper intends to fill this gap.   

 
DATA AND MODEL SPECIFICATION  
 

Data for this study was collected from Malaysia tourism arrivals 
dataset provided by the Ministry of Tourism Malaysia. The time-series 
data used in this study is quarterly data and it covers a period from 
1995:Q1 to 2009:Q4. This study focuses on the demand for tourism in 
Malaysia from ASEAN countries and forecast 4 quarters ahead, which is 
2010:Q1 to 2010:Q4.  In this study, we used seasonal ARIMA models to 
forecast one-period ahead of the series by applying Box-Jenkins 
approach. An ARIMA model is a generalization of an ARMA model. 
These models are fitted to time-series data either to better understand the 
data or to predict future points in the series (Chu, 2008a). The model is 
generally referred to as an ARIMA(p,d,q)4 model where p,d and q are 
integers greater than or equal to zero and refers to the order of the 
autoregressive, integrated and moving average aspects. In this study we 
applied Augmented Dickey-Fuller (ADF) and Phillip-Perron (PP) 
stationary tests to identify the level d in time series of international tourist 
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arrivals to Malaysia. The resulting univariate time series model can be 
written as follows: 
 
Φp(L)yt = Φq(L)ε t, t= p+1, p+2, ..... n   (1) 

 
with; 
 
Φp(L) = 1- Φ1L - .....- ΦpLp

 Φq(L) = 1- Φ1L - ..... - ΦqLq    (2)
  

Where, the last notational conventional is chosen such that the model 
in (1) amounts to the following regression model: 
 
Yt = Φ1yt-1 + .....+ Φpyt-p + ε t + φ1ε t-1 + ..... + φqε t-q  (3) 

 
Therefore, this model is called an autoregressive moving average 

model of order (p,q), or briefly ARMA(p,q). When the yt series replaced 
by t

d
1y∆ , we say that yt is described by an autoregressive integrated 

moving average model of order (p,d,q), or briefly ARIMA(p,d,q). This 
can be expressed as Box-Jenkins approach. The autocorrelation functions 
(ACF) of a time series yt can be define as 0kk / γγ=ρ . Where kγ  is the k 
order of auto-covariance of yt, that is  
 

( )( )[ ]µ−µ−=γ −kttk yyE , k =…..-2,-1,0,1,2….,n  (4) 
 

Given equation (3), it can be seen that autocorrelation holds when 
ρ0=1, ρ-k=ρk and that -1<ρk<1. Therefore, ACF can be useful to 
characterize ARIMA time series models. For example, taking into 
account a simple white noise series ɛ t  for which E(ɛ t)=0  and  ρk=0  for 
all k≠0, the AR(1) model is: 
 

( ) ,yy t1t1t ε+µ−φ=µ− −  t = 1,2,3…..,n   (5) 
 

Meanwhile, the ACF may not be particularly useful to identify 
whether an AR of specific order is a suitable model. In fact, the ACF is 
more useful in the case of MA(q) models. For the MA(1) process, it can 
be shown as follows with PACF at lag h: 
 
( ) ( ) ( )h22h

hh .....1/h θ++θ+θ−−=φ=α    (6) 
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Forecasting SARIMA processes is completely analogous to the 
forecasting of ARIMA processes. This can be expressed as 
ARIMA(p,d,q)4 for quarterly data. Where, ‘p’ indicates the order of 
autoregressive operator; ‘d’ are the differences; and ‘q’ are the orders of 
moving average operator of non-seasonal and seasonal components 
respectively. The first two steps in identifying SARIMA models for a data 
set are to find ‘d’ and to create  the differenced observations: 
 

( ) ( ) t
Dsd

t XB1B1y −−=      (7) 
 
In this study we used one-period-ahead forecasting using seasonal 

ARIMA modelling. In order to forecast SARIMA model, the mean 
absolute percentage error (MAPE) is a useful measure to compare the 
accuracy of forecasts between different forecasting models since it 
measures relative performance. If an error is divided by the corresponding 
observed value, we have a percentage error.  In many empirical studies it 
appears that, models that tend to do best for within-sample data do not 
necessarily forecast better in out-of-the sample. There is no strict rule for 
that, but empirical experience suggests that it would be better to select 
several models based on the Akaike Information Criterion (AIC) and 
evaluate these on the forecasted data. The last evaluation can be based on 
root mean square error (RMSE). The RMSE can be expressed as follows: 

 

( ) ( )











−−= ∑

=
++

m

1h

2
hnhn yŷm1RMSE    (8) 

 
Meanwhile, in previous literatures, mean absolute percentage error 

(MAPE) was used to determine suitable models. It worth mentioning, that 
MAPE is not very useful for very small observation (Franses, 1998).  The 
MAPE can be expressed as follows: 

 

( ) ( )











−−= ∑

=
+++

m

1h
hnhnhn y/yŷm1MAPE    (9) 

 
Therefore, ARIMA-SARIMA model selection in this study is based 

on AIC forecast evolution results, especially referring to the minimum 
value of RMSE and MAPE.  
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EMPIRICAL RESULTS  
 

Table 1 summarizes the outcome of the ADF (Augmented Dickey- 
Fuller) and PP (Phillip-Perron) tests on ASEAN tourist arrivals to 
Malaysia. The null hypothesis tested is that the variable under 
investigation has a unit root against the alternative that it does not. The 
lag-length is chosen using the AIC after testing for first and higher order 
serial correlation in the residuals. In Table 1, the null hypothesis cannot 
be rejected by both ADF and PP tests. However, after applying the first 
difference, both ADF and PP tests reject the null hypothesis. As the data 
is found to be stationary after performing ADF and PP tests in first 
differences, no further tests was performed. In this study we apply 
stationary tests with trend effects. Therefore, the null hypothesis is 
rejected in both ADF and PP tests at I(0):  

 
Table 1 Stationary Test with Trend for ASEAN Tourist Arrival 

 
 Level: I(0) First Difference: I(1) 

 ADF test (τ)  
 PP test  (Zτ)  

-1.096 (0) 
-0.732 [13] 

-9.686 (0)* 
-11.094 [13]* 

       Note: Lag length in ( ) and Newey-West value using Bartlett kernel in [ ] 
                Asterisks (*) denote statistically significant at 1% significance levels 

 
Once stationarity is established, examination of the autocorrelation 

function plot (ACF) and partial autocorrelation function (PACF) plot over 
several quarterly lags suggests that autoregressive (AR) and moving 
average (MA) terms should be included in the ARIMA model. Therefore, 
we used ACF and PACF for tourist arrivals to Malaysia and choose the 
combination of ARIMA(p,d,q) to obtain the most suitable SARIMA 
model for this study. The standard procedure for identification, 
estimation, diagnostic checking and over fitting in a Box-Jenkins analysis 
of time series was performed. The estimation method involved maximum 
likelihood parameter estimation to obtain initial estimates and then 
unconditional least-squares estimation to obtain final estimates. It is a 
fairly common occurrence that differencing a time series introduces 
moving average terms into the resulting ARIMA model. Two criteria 
commonly applied to select between time series models are the AIC and 
SBC (Schwarz Bayesian Criteria). Both criteria evaluate the fit versus the 
number of parameters and in this study we used AIC as the main criteria 
to choose the best combination of ARIMA model. Table 2 indicates 
diagnostic correlogram with ACF and PACF for ARMA(2,2).  
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Table 2 Regression Results and Diagnostic Tests for SARIMA 
Models 

 
 

Models 
 

Coefficient 
ARCH-LM 

Test(a) 
Ho: No serial 
correlation(b) 

Ho: 
Normality 

Test(c) 
SARIMA(1,1,1) 
Season-I 
Season-II 
Season-III 
AR(1) 
MA(1) 
AIC value 

 
0.08 (0.24) 
-0.03 (0.64) 
0.08 (0.21) 

0.74 (0.00)* 
-0.99 (0.00)* 

-0.68 

 
3.91 

(0.05) 

 
0.93 

(0.40) 

 
23.63 

(0.00)* 

SARIMA(1,1,2) 
Season-I 
Season-II 
Season-III 
AR(1) 
MA(1) 
MA(2) 
AIC value 

 
0.09 (0.21) 
-0.02 (0.68) 
0.09 (0.22) 

0.81 (0.00)* 
-1.13 (0.00)* 
0.14 (0.45) 

-0.64 

 
2.21 

(0.14) 

 
1.12 

(0.33) 

 
31.99 

(0.00)* 

ARIMA(2,1,2) 
Season-I 
Season-II 
Season-III 
AR(1) 
AR(2) 
MA(1) 
MA(2) 
AIC value 

 
0.08 (0.39) 
-0.02 (0.68) 
0.08 (0.40) 
-0.14 (0.56) 
0.56 (0.00)* 
-0.24 (0.38) 

-0.74 (0.01)* 
-0.68 

 
1.11 

(0.29) 

 
1.48 

(0.24) 

 
42.14 

(0.00)* 

Note: (a), (b) and (c) indicates Autoregressive conditional heteroscedasticity (ARCH) LM 
test, Breusch-Godfrey (BG) serial correlation test and Jarque-Bera (JB) normality 
test. Figures in ( ) indicates probability values. Asterisks (*) denote statistically 
significant at 1% significance levels. Season-1 (April-June), Season-2 (July-
September), Season-3 (October-December) 

 
The flow of ACF and PACF shows the autoregressive effects with 

first difference of the historical data. Table 2 indicates AIC values and the 
decision to select the most suitable model is by comparing the value of 
AIC to the ARIMA models used in this study. The smaller the value of 
AIC, the better is the fit in the ARIMA model used. Therefore 
ARIMA(2,1,2) is relevant because the value of AIC is smaller compared 
to ARIMA models. Besides that, diagnostics tests are applied in this study 
to determine whether the estimated models deviate from the assumptions 
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of standard linear regression model. Further, we tested for autoregressive 
conditional heteroscedasticity (ARCH), serial correlation using Breusch-
Godfrey (BG) test; and normality using Jarque-Bera (JB) test. As 
correlogram of squared residuals from ARMA(2,2) shows autocorrelation 
pattern in squared residuals which could be attributed to volatility 
clustering, to test the presence of ARCH effect, we compute ARCH-LM 
test.  

The results in Table 2 do not indicate any ARCH effects in all models 
estimated. The Breusch-Godfrey (BG) test of serial correlation indicates 
that serial correlation hypothesis cannot be rejected in all three SARIMA 
models. Meanwhile, normality test using Jarque-Bera (JB) indicates that 
normality in the errors is rejected in all SARIMA models. This indicates 
that all three models are not normally distributed because of some 
seasonal effects. One interesting results that can be derived from Table 2 
is that, although seasonal effects have been taken into account in every 
SARIMA models, the results does not display any significant seasonal 
dummy effects, either positively or negatively.  

To choose suitable SARIMA model for this study, we use the 
inequality coefficients technique. The inequality coefficient of 
SARIMA(2,1,2) model are marginally smaller than those of the 
SARIMA(1,1,1) and SARIMA(1,1,2). Therefore ARIMA(2,1,2) is the 
best SARIMA model for this study. For one-step-ahead forecasting which 
is applied in this study, the MA(2) model is found to be the best because 
the values of RMSE and MAPE are the lowest as in Table 3 below. 

 
Table 3 Summary of Forecast Evolutions of SARIMA Models 

 
 

Inequality Coefficient 
SARIMA Models 

SARIMA 
(1,1,1) 

SARIMA 
(1,1,2) 

SARIMA 
(2,1,2) 

RMSE  0.17 0.17 0.16 
MAE  0.13 0.13 0.12 
MAPE 302.39 311.97 292.88 
Theil Coefficient  0.71 0.70 0.68 

 
It is clear that the dummy variables which represent seasonality 

effects do not give any clear evidence for ASEAN tourist arrivals to 
Malaysia. Therefore, in order to forecast ASEAN tourist arrivals using 
one-period-ahead approach, this study used only ARIMA(2,1,2) model 
without any seasonal effect to identify the autoregressive (AR) and 
moving average (MA) effects. The ARIMA(2,1,2) model that had been 
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estimated for the sample period can be described as shown in the 
following equation with standard errors and t-values of the coefficients 
given in parentheses. Estimated AR(2) and MA(2) are found to be 
significant at 1%. It is clear that the AR(2) and MA(2) components are 
significant without any seasonal dummies because the dummy variables 
do not  determine  ASEAN tourist arrivals to Malaysia: 

 
∆lnTour t = 0.02 - 0.22∆lnTour t-1 + 0.68∆lnTourist t-2 - 0.08ɛ t-1 - 0.91 ɛ t-2 
t-stat         (7.74)*    (-1.79)                 (5.93)*             (-0.84)    (-9.77)* 
 

It worth mentioning that once we accept ARIMA(2,1,2) as a suitable 
model for this study, the model is used for forecasting purpose. We 
applied ARIMA(2,1,1) to forecast one-period ahead using historical data 
1995:Q1 to 2009:Q4 and forecast the short-term period 2010:Q1 to 
2010:Q4 of tourist arrivals to Malaysia. Figure 4 shows the forecasted 
ASEAN tourist arrivals to Malaysia using ARIMA(2,1,2) with one-period 
ahead forecasting method. Usage of quarterly data with short term 
forecasting, one-period-ahead procedure provides a slightly better forecast 
for Malaysia.  

 

 
 

Figure 5 One-Period Ahead Forecasted ASEAN Tourist Arrival  
(2010:Q1- 2010:Q4) 
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18.080 

18.152 

23.496 

15.756 16.652 
22.274 

39.212 

66.191 

28.551 
22.854 

18.914 

17.838 
0 

10000 

20000 

30000 

40000 

50000 

60000 

70000 

Jan Feb Mac Apr May Jun July Aug Sept Oct Nov Dec 

Lower (95%) Forecasted  Upper (95%) 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 7, Number 1, Spring-Summer 2012, pp. 367-381 

UDC: 338.48+640(050) 

379 
 

 
To conclude, this study found that SARIMA(2,1,2) is not able to 

capture seasonality effects in predicting ASEAN tourist arrivals to 
Malaysia because seasonality does not have an effect on the numbers of 
ASEAN tourist arrivals to Malaysia and there is only autoregressive and 
moving average effects that appeared using ARIMA(2,1,2). The empirical 
forecasting method used in this study produces best fit ARIMA and 
SARIMA model and from a planning perspective this should be a major 
research theme in the study of international tourism demand. Further, 
incorporation of forecasts into decision making processes would assist 
development and investment strategies in tourism industry in the future.  
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This paper deals with Turkey’s alignment with the EU norms in the area of 
tourism and consists of two main parts: Part one is an account of the European 
Union’s approach to the tourism policy and the recent developments observed. 
Part two attempts to assess the progress made by Turkey in the adoption of the 
Acquis pertaining to tourism that covers a broad range of topics such as the 
internal market policy, competition policy, public health and consumer protection 
policies, regional development policy and the environmental policy, etc. In order 
to limit the scope, the discussion expands on the main axis of Enterprise and 
Industrial Policy, which forms the subject matter of Chapter 20 of the Negotiating 
Framework for Turkey.  
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INTRODUCTION 
 

The EU-Turkey relations, that go back to early 1960s, have seen a 
series of important developments over the last decade. One of these 
developments is the official recognition of Turkey as “a Candidate State 
destined to join the Union on the basis of the same criteria as applied to 
the other Candidate States” (European Council, 1999:12). Another 
important development is the launch of accession talks with Turkey in 
line with the decision made at the Intergovernmental Conference held in 
Luxembourg on October 3, 2005. Since then, just as in all other fields, 
Turkey has been restructuring its national laws and regulations pertaining 
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to tourism, in order to adopt the Acquis compiled under 35 headings in the 
Negotiating Framework.  

Beginning with 2005 onwards, research on accession talks has gained 
importance in Turkey. Several studies have been conducted to explore the 
regulatory harmonization work under various chapters of the Acquis. Yet, 
the number of research looking into the regulatory harmonization in the 
field of tourism is few, such as by Tosun, et al. (2006), Pırnar and Miral 
(no date), Yılmaz (2008) Aykın and Yıldız (2008, 2009). This paper deals 
with Turkey’s alignment with the EU norms in the area of tourism and 
consists of two main parts. Part one is an account of the EU’s approach to 
the tourism policy and the recent developments observed. Part two 
attempts to assess the progress made by Turkey in the adoption of the 
Acquis pertaining to tourism that covers a broad range of topics such as 
the internal market policy, competition policy, public health and 
consumer protection policies, regional development policy and the 
environmental policy, etc. In order to limit the scope, the discussion 
expands on the main axis of Enterprise and Industrial Policy, which forms 
the subject matter of Chapter 20 of the Negotiating Framework for 
Turkey.  

THE EUROPEAN UNION’S APPROACH TO TOURISM POLICY  
 
Reflections of Tourism in the Maastricht Treaty 

 
Tourism is a significant economic activity in the EU. Highly 

dominated by small and medium sized enterprises, the European tourism 
industry is the main source of income and employment generation 
especially in rural areas. One third of the global accommodation capacity 
is registered in the EU, and one out of every three tourists in the world is 
of European nationality. Despite the prominence of tourism industry for 
the European economy, it was not until 2009 that tourism found room for 
itself among the EU policies.  

Though insufficient, a single sentence regarding tourism was 
introduced to the Treaty for the first time in Maastricht. The objectives to 
be achieved by the European Community were specified in Article 2 of 
the Maastricht Treaty, according to which the Community should have 
the task of promoting a harmonious, balanced and sustainable 
development of economic activities, by establishing a common market 
and implementing common policies or activities referred to in Article 3. 
Article 3(t) of the Treaty gave the Community liability to take relevant 
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measures in the sphere of tourism so as to attain the goals set in Article 2. 
Apparently, tourism was defined not as a target, but a tool in attaining 
Community targets in both articles of the Treaty.  

In order to serve the objectives set out in the Treaty, the EU 
institutions were implicitly given the right to carry out activities 
supporting the actions of the Member States and the local actors, 
coordinating the Community programs and policies and complementing 
the national tourism policies, provided that these activities did not violate 
the principle of subsidiarity, nor infringed the sovereignty of the Member 
States, and surely conformed with the clause of unanimity in voting. This 
used to be the dominating approach to the tourism policy at the European 
level.  

The subsidiarity principle combined with the far reaching unanimity 
clause ended up in a fragmented tourism policy in the EU. Priorities of  
the consumers and the environment enthusiasts as two of the stakeholders 
in tourism industry have been reflected upon tourism activities within the 
context of consumer protection policy (Article 153) and the 
environmental policy (Articles 174-176), respectively, while priorities of 
the enterprises have been dealt on three axis, i.e. (1) competition policy 
whereby the Community enjoys exclusive powers (Articles 81-97), (2) 
internal market policy whereby powers are shared between the 
Community and the Member States (Articles 14, 15, 26, 47(2), 49, 80, 93, 
95), and (3) industrial policy whereby powers are not conferred upon the 
Community, at all (Article 157).   

The Acquis on Industrial Policy consists of policy principles and 
policy recommendations formulated as a result of consultation and 
information exchanges, expressed in the form of communications, 
recommendations and Council resolutions (CEC, 2006b). However, this 
part of the Acquis does not entail sanctions. Furthermore, one could 
hardly argue that tourism entrepreneurs’ priorities have been effectively 
taken into consideration by the Treaty of Maastricht and its successors, 
which lacked a clearly defined tourism policy and strategy. However, the 
shortcomings of the former Treaties have been remedied with the 
introduction of the Treaty of Lisbon / Reform Treaty which brought 
prominent amendments to the former Treaty, even including a separate 
chapter on tourism.   
 
New Approach Developed by the Treaty of Lisbon 

 
Quests to establish a common tourism policy throughout the history 

of the EU began in the second half of the 1990s with the publishing of a 



Sibel Mehter Aykın & Sevcan Yıldız 

386 
 

Green Book (CEC, 1995) and continued with a number of strategy papers  
(CEC, 2001, 2003, 2006a, 2007, 2010). These attempts began to bear fruit 
towards the end of 2000s. Entered into force on November 1, 2009, the 
Treaty of Lisbon / Reform Treaty can be said to have eventually 
established a common European policy supporting the tourism 
entrepreneurs. 

Article 2(e) of the Treaty of Lisbon authorizes the EU institutions, 
under specified conditions, to take actions supporting, coordinating or 
complementing the actions of the Member States, without exceeding the 
competences conferred upon them. Yet, legally binding norms such as 
European laws and European framework laws, regulations and decisions 
enacted as per the related provisions of the Treaty should not aim at 
harmonizing the Member States’ laws and regulations (Treaty of Lisbon, 
Part I, Article 2(a/5)).  

Part XXI of the Reform Treaty is dedicated to tourism policy. 
According to Article 176(b/1) of the Treaty of Lisbon, the Union is given 
the right and the liability to complement the action of the Member States 
on tourism, in particular by promoting the competitiveness of the 
undertakings. In order to achieve this end, all the Union actions should 
aim at encouraging the creation of a favorable environment for the 
development of undertakings in the tourism sector, on the one hand, and 
promoting cooperation between the Member States, particularly by the 
exchange of good practice, on the other. Further, with Article 176(b/2) of 
the Treaty, the Council is authorized to take specific measures to achieve 
the objectives referred to in the first paragraph of Article 176, in 
accordance with the ordinary legislative procedure that should not result 
in harmonization. 

With the provisions given above, the Reform Treaty brought a 
revolutionary insight into the EU’s perspective on tourism. In the 1990’s, 
tourism used to be viewed as a tool to reach Community targets, but the 
Reform Treaty described it as an economic sector that should be 
supported by the EU to gain competitive power and relabeled it as a target 
per se. Hence, the EU institutions are, on the one hand, required to respect 
the existing diversity in the field of tourism, as well as differences in 
national laws and regulations; on the other hand, they are assigned the 
duty of complementing Member States’ actions to enhance the 
competitive power of tourism undertakings. In this respect, the EU is 
deemed responsible for establishing a favorable environment for the 
development of the industry and improving cooperation among Member 
States.  
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It seems likely that binding acts rather than policy recommendations 
will be formulated in line with the aforementioned provisions, soon. 
Nevertheless, for the integration of the Turkish tourism industry with that 
of the EU and the alignment of the laws binding for tourism, one should 
still trace the entire Acquis and its reflections in the Negotiating 
Framework for Turkey.   

 
REFLECTIONS OF TOURISM IN THE NEGOTIATIONS WITH 
TURKEY  

Recent Developments in the EU – Turkey Relations 

Official recognition of Turkey as a candidate state at the Helsinki 
European Council (December 10-11, 1999) marked a turning point in the 
EU – Turkey relations. It was concluded that a pre-accession strategy 
should be devised and Turkey should be given the right to enjoy the 
instrument for pre-accession assistance. It was further decided that the EU 
would prepare Accession Partnership for Turkey, and Turkey would 
prepare its National Program in return. Hence, Accession Partnership - a 
roadmap marking the areas that Turkey should take reformative actions - 
was approved by the Council on March 8, 2001 and had been submitted 
to the Turkish authorities. After the endorsement by the Council of 
Turkish Ministers, the National Program of Turkey - whereby the short, 
medium and long term actions were scheduled and all the human and 
financial resources were allocated in order to meet the priorities indicated 
in the Accession Partnership - entered into force as of March 19, 2001. 
Both the Accession Partnership and the National Program are binding for 
Turkey in view of accession to the EU.  

Certainly, the launch of accession talks with Turkey was the most 
important development in the EU - Turkey relations. Based on the 
Commission’s strategy paper (CEC, 2004) confirming that Turkey had 
fulfilled the Copenhagen political criteria and suggesting negotiations 
should be launched, at the Brussels European Council (December 16-17, 
2004), it was declared that the negotiations would begin as of October 3, 
2005. Further, the Commission was asked to prepare a Negotiating 
Framework for Turkey. As decided, accession negotiations officially 
started with the presentation of Negotiating Framework for Turkey at the 
Intergovernmental Conference convened in Luxembourg on October 3, 
2005. 

Accession Negotiations represent a process in which Turkey’s time 
schedule and resources for transposition of the Acquis into the national 
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law as well as enforcement and effective implementation of the Acquis 
are specified. Figure 1 illustrates the Negotiation Process consisting of a 
series of stages, such as official launch of the accession talks in line with 
the Negotiating Framework, twofold screening process followed by 
preparation of negotiation positions, actual negotiations followed by 
temporary closing of each chapter and final endorsement of the Accession 
Agreement and the ratification. Turkey is currently at different stages in 
each Chapter of the Negotiating Framework.  

Within the Negotiating Framework, Acquis to be adopted by Turkey 
was compiled under 35 Chapters as illustrated in Table 1. However, none 
of the Chapters were named tourism which became an object of curiosity 
for the tourism entrepreneurs in Turkey. Soon, it became clear that 
tourism would be dealt under Chapter 20 entitled “Enterprise and 
Industrial Policy” since the EU lacked a common tourism policy. 
Nevertheless, the Turkish Ministry of Tourism and Culture has been 
commissioned to carry out the alignment task regarding tourism and 
culture, and given that tourism is a horizontal policy area, the Ministry 
has been represented in most of the screening meetings, especially on 
Chapters entitled Free Movement of Workers, Right of Establishment and 
Freedom to Provide Services, Free Movement of Capital, Intellectual 
Property Law, Information Society and Media, Agriculture and Rural 
Development, Statistics, Enterprise and Industrial Policy, Education and 
Culture, Environment and Customs (Mehter Aykın and Yıldız, 2009). 

Despite the substantial progress made in the EU - Turkey relations, as 
conveyed in the Brussels Presidency Conclusions, “the negotiations are 
an open-ended process, the outcome of which cannot be guaranteed 
beforehand” (European Council, 2004:23). The underlying motive of this 
argument is embedded in the fact that the Acquis is constantly being 
reshaped to meet the changing conditions, thus urging the Candidate 
States to take relevant actions at once. Throughout the negotiation 
process, which has been ongoing for almost five years with Turkey, only 
one Chapter that is “Science and Research” has been closed temporarily 
(Secretariat General for EU Affairs, 2007).  
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Figure 1 The Negotiation Process 
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Table 1 Preliminary Indicative List of Chapter Headings 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source:  CEU, 2005:17  

 

1. Free movement of goods 
2. Freedom of movement for workers 
3. Right of establishment and freedom to provide services 
4. Free movement of capital 
5. Public procurement 
6. Company law 
7. Intellectual property law 
8. Competition policy 
9. Financial services 
10. Information society and media 
11. Agriculture and rural development 
12. Food safety, veterinary and phytosanitary policy 
13. Fisheries 
14. Transport policy 
15. Energy 
16. Taxation 
17. Economic and monetary policy 
18. Statistics 
19. Social policy and employment 
20. Enterprise and industrial policy 
21. Trans-European networks 
22. Regional policy and coordination of structural instruments 
23. Judiciary and fundamental rights 
24. Justice, freedom and security 
25. Science and research 
26. Education and culture 
27. Environment 
28. Consumer and health protection 
29. Customs union 
30. External relations 
31. Foreign, security and defence policy 
32. Financial control 
33. Financial and budgetary provisions 
34. Institutions 
35. Other issues 
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TURKEY’S ADOPTION OF THE ACQUIS PERTAINING TO 
TOURISM 
 

As a reflection of the EU’s approach foregrounding subsidiarity and 
respecting diversity, thus refraining the European institutions exercise 
exclusive power, tourism has been included in the scope of Chapter 20 of 
the Negotiating Framework. Driven by the renewed Lisbon strategy for 
growth and jobs as well as the sustainable development strategy, issues 
such as strengthening the market economy based on competition, 
supporting R&D and innovation, adapting to the changing posture, 
developing human resources, encouraging environment-friendly 
investments and technologies stand out as the Union’s priorities in the 
area of Enterprise and Industrial Policy.  

Introductory screening meetings for Chapter 20 took place on March 
27-28, 2006 with presentations made by the European Commission, 
followed by detailed screening meetings on May 4-5, 2006 with 
presentations by the Turkish side (Secretariat General for EU Affairs, 
2007). The process continued by drafting of the Screening Report by the 
European Commission (2006b) which admitted that Turkey had reached a 
satisfactory level of alignment with the Acquis, yet it needed to improve 
its capacity to assess industrial and sectoral competitiveness, as well as its 
capacity to apply impact assessment in order to enhance policy design. 
The existing ad hoc Committe on policy consultation with business was 
found to work permanently well. The policy documents pertaining to 
enterprise and industry were all welcomed by the European Commission, 
yet found weak as instruments of policy coordination and in terms of 
ensuring policy coherence. The SME definition applied in Turkey was 
found largely to be in line with that of the EU, and the updated strategy 
and action plan was welcomed by the European Commission. The need 
for further alignment with the Directive on combating late payment in 
commercial transactions and the Acquis on state aid in terms of business 
support mechanisms were also two other requirements foregrounded in 
the Screening Report, former being dealt under Chapter 6 on Corporate 
Law and the latter under Chapter 8 on Competition Policy. Turkey’s 
administrative capacity was found to be sufficient in the area of enterprise 
and industrial policy, yet the lack of a foreign investment agency caused 
concern, and the role of the State Planning Organisation as the central 
body for policy design and coordination raised questions with the fear to 
reduce the efficiency of measures due to lower sectoral competence and 
policy ownership issues (CEC, 2006:5). 
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Facing the challenges, adoption of a revised industrial policy to 
replace the one drafted by the State Planning Organisation was defined as 
the sole priority in the National Program of 2008, and the Ministry of 
Industry and Trade was commissioned to develop a strategy and action 
plan to this end. In the National Program (2008), commitments of Turkey 
on Chapter 20 necessary for legislative approximation and 
implementation were based on a three-stepped schedule lasting for three 
years (2009-2011). The first step envisaged strengthening administrative 
capacity of the Ministry in order to implement, improve, monitor and 
evaluate the updated industrial policy and strategy, which called forth 
building capacities of the existing departments and units - i.e. industrial 
strategy department, sectoral departments and internal stakeholders - on 
the one hand, and establishing new units in charge of industrial policy and 
strategy and management of industrial information system, on the other. 
The second step called forth implementation, improvement, monitoring 
and evaluation of the newly adopted industrial policy and strategy, while 
the final stage envisaged development and monitoring of an “Industrial 
Platform” with a view to enhancing the dialogue between the public 
institutions and the stakeholders from both private sector and the NGOs. 
A total of 4,056,700 Euro was allocated for the implementation of the 
aforementioned actions (National Program, 2008:221-223). Yet, the 
industrial policy document has not been renewed at all.  
 
CONCLUSION 
 

Over the last decade, Turkey has been restructuring its existing laws 
and regulations so as to comply with the European norms in the field of 
tourism. As a reflection of the EU’s traditional approach to the tourism 
policy, issues which are of interest to tourism enterprises are included in 
the scope of Chapter 20 of the Negotiating Framework, under which the 
Acquis consists mainly of policy principles and policy recommendations 
that are reflected in communications, recommendations and Council 
resolutions. Nevertheless, the entire European laws, European framework 
laws, regulations and decisions affecting tourism are not simply limited to 
the scope of Chapter 20, but rather dispersed among most of the 35 
Chapters of the Negotiating Framework. As a horizontal policy area 
having issues in common with many other policy areas, it would not be 
wrong to assert that Turkey will have de facto aligned with the European 
norms in the area of tourism, only after it has adopted the entire Acquis 
covering a broad range of issues such as the internal market policy, 
competition policy, public health and consumer protection policies, 
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regional development policy and the environmental policy, etc. As put in 
the Negotiating Framework, “Turkey's timely alignment with the Acquis 
and effective and efficient implementation of the European norms and 
rules will determine the pace of negotiations” (CEU, 2005:10). Thus, 
immediate adoption of a revised industrial policy embracing the tourism 
undertakings is of great importance for Turkey in view of membership to 
the EU. 
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BENEFIT-COST RATIO OF OPEN SPACE 
PRESERVATION FOR THE CAUSE OF 

ENVIRONMENT & TOURISM DEVELOPMENT IN AN 
INDIAN CITY 

 
 

Pradeep Chaudhry1 
Arid Forest Research Institute 

 
__________________________________________________________________ 
Governments in developing countries, generally, convert open spaces meant for 
greenery or some recreation project, to concrete forest for revenue maximization. 
In this way, long term gains of preserving such spaces for the benefits of residents 
or tourists are ignored. Nek Chand’s Rock Garden in the Chandigarh city of India 
is an environmental education spot visited by millions of tourists each year. City 
administration considered this project as violation of city’s master plan in the 
beginning but later on agreed to maintain this monument. Annual tourism value of 
this spot is very handsome but amount spent by city administration on its 
maintenance and expansion is still not adequate. Need for maintaining this 
important site by way of high benefit cost ratio (B/C ratio) has been emphasized 
in the article. 
 
Keywords: Domestic tourists, Rock Garden, Chandigarh, India, Developing 
countries 
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 

 
The Chandigarh city of India is well known for its public parks, 

gardens and planned landscaping. The city has the distinction of having a 
unique world acclaimed Rock Garden (Chaudhry and Tewari, 2010). It 
consists of art objects, fashioned from industrial and urban waste. This 
garden has become a heritage site of international importance which 
addresses the global problem of balancing industrial growth with 
sustainable development of the environment. Built by Nek Chand Saini, it 
emphasizes the fact that the developing and developed countries are 
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united by common concerns and problems by addressing a dilemma: the 
antagonism between a productive industry and a healthy & sustainable 
environment. The Rock Garden expresses this global problem through 
beauty, ingenuity and imagination (Lindquist, 1996). 

The creator of garden, Nek Chand Saini had a natural passion for 
collecting unusual shaped rocks/pebbles and discarded household objects 
obtained from debris of over twenty demolished villages. These villages 
were demolished for the creation of the new city of Chandigarh in 1950s. 
He regularly transported them on his bicycle to a forest area in the 
vicinity of the city boundary near Sukhana Lake. This process continued 
till 1973 when the Rock garden was accidentally discovered by Dr 
S.K.Sharma who headed an anti-malaria party on a vector reconnaissance 
duty in the forest area in which the garden is located. Soon thereafter late 
Dr. M. S. Randhawa (the first Chief Commissioner of Chandigarh) visited 
the spot and placed the matter before the Chandigarh Landscape advisory 
committee as its chairman at a meeting held on June 23rd, 1973 suggesting 
that this garden of rocks, stone and scrap was the most unusual site and it 
should be preserved in its present state, free from the interference of 
architects and town planners. Thus construction of Rock garden was 
regularized and inaugurated in 1976 (Chandigarh tourism, 2010). 

 
VALUATION OF THE RECREATIONAL BENEFITS 

 
Open green spaces in the big cities provide numerous benefits to 

living creatures in terms of improvements in the physical and 
psychological environment in the cities (Eliasson, 2000; Gomez et al., 
2001). They are essential for the residents, tourists and birds equally. 
Urban tourism is in full expansion due to world-wide urbanisation and 
internationalisation of our societies (Galdini, 2007). Residents living and 
tourists coming to the cities generally expect clean air, pleasing 
landscape, effective transportation and communication systems. Broadly 
speaking, there are two kinds of infrastructures, which provide these 
benefits. The engineered structures consisting of roads, sewers, pipes, 
wires etc called gray infrastructure   whereas trees, shrubs, bushes and 
open green spaces are regarded as green infrastructure (Wolf, 2003).  The 
green infrastructure is an emerging field, in developing countries 
particularly, where studies are needed to get better understanding on 
utility of managing open green spaces for the benefit of residents as well 
as tourists.  

Tourism recreational benefit is one of the intangible benefits 
provided by a particular environmental or natural resource. These benefits 
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are generally ignored or underestimated while deciding about the fate of 
open green spaces for other purposes e.g. construction of concrete 
buildings on these areas. In India, the Supreme Court has been recently 
very active dealing with the cases of environmental and natural resources 
degradation (SCI, 2002). Therefore valuation of such non market benefits, 
in monetary terms, is very essential for considering this valuation figure 
in benefit-cost analysis of the projects which need diversion of such areas 
for commercial purposes. In developing countries, such kinds of studies 
are generally lacking. In India, one such kind of studies was conducted 
during 2002-06 in Chandigarh city (Chaudhry and Tewari, 2006; 
Chaudhry et al., 2008). This planned city, along with Gandhinagar city, 
was established after country’s independence in 1947. Both residents 
(2358 families) and domestic tourists (904 families) were covered. Travel 
Cost Methodology (TCM) was applied on tourists for estimating 
recreational value of city’s open spaces like public parks, gardens, wild 
life sanctuary, urban forests etc. Contingent Valuation Methodology 
(CVM) was applied on residents of the city for assessing willingness to 
pay (WTP) by them for the cause of betterment of existing parks/gardens 
and for the creation of new ones, which ultimately provides a broad 
estimate of recreational value of these areas from residents’ view point. 

 
DISCUSSIOIN AND CONCLUSION 

 
Nek Chand’s Rock Garden of Chandigarh city is the most prominent 

gardens of the city as revealed during the study and nearly seventy 
percent of the tourists rated this garden as number one tourist spot of the 
city. This garden is not known for its vegetative character but for effective 
utilization of urban and industrial non biodegradable waste items in 
creating beauty from the waste. The site can be regarded as an excellent 
example of live ‘Environmental Education’ project for the tourists paying 
a visit. In the study, a conservative annual tourism recreational value of 
Rs. 64.68 millions was estimated for this modern heritage site (Chaudhry 
and Tewari, 2008). The Chandigarh administration is spending a 
handsome amount of sum every year on the maintenance and expansion 
of this project. Table-1 provides these details, sought by the author under 
Right to Information (RTI) Act, 2005 from the city administration 
(Executive Engineer, 2008). The said act is a milestone for securing 
information from government offices in India, which otherwise generally 
not provided on one or other excuse. Here, it can be observed that on an 
average Rs 36 lakhs (3.60 million) annually are being spent on the annual 
maintenance and expansion of this monument, whereas the estimated 
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annual tourism value of the site is Rs. 64.68 millions. This results in a 
B/C ratio of about 18, which seems to be a very attractive proposition 
from any view point of environmental and tourism economics. This ratio 
may come down slightly by considering hidden environmental economic 
costs, which are difficult to measure. Therefore, Chandigarh 
administration must go ahead full steam on this modern heritage 
monument of environmental education.  Urban sustainability increasingly 
requires abatement of pollution and addition of positive features in cities 
landscape, notably trees, green spaces depicting ecological values to all 
living creatures. Projects like Rock Garden of Chandigarh city not only 
ameliorate the scarcity of healthy environment but also provide 
environmental education to visitors, especially young students for 
utilizing waste in a creative manner. Several forms of tourism were 
assumed to be ‘appropriate/responsible’ causing the least change to the 
tourist resource and the most likely to be sustainable, e.g. natural area 
tourism including a number of activities such as hiking, mountain-
climbing, fishing, hunting, camping, etc. (Baros and Denes Dàvid, 2007). 
A visit to Rock Garden, Chandigarh is the least tourist resource damaging 
activity among all above mentioned activities due to the nature of 
pathways, gates, pedestals and display platforms for exhibits at this site. 
Thus this visit rightly qualifies as a form of nearly ‘sustainable tourism’. 
It is hoped that enlightened & informed politicians, bureaucrats and 
planners would take note of the findings of this study to enhance overall 
reputation of their respective cities. 

 
Table 1 Expenditure details of Rock Garden, Chandigarh for the 

last 7 years 
 

Year Expenditure on 
maintenance of 

Rock Garden (Rs.) 

Expenditure on 
expansion of Rock 

Garden (Rs.) 

Total 
expenditure 

(Rs.) 
2000-01 25,71,012 47,03,105 72,74,117 
2001-02 8,28,093 10,54,353 18,82,446 
2002-03 9,59,506 15,51,717 25,11,223 
2003-04 7,19,644 30,65,914 37,85,558 
2004-05 11,66,565 18,93,763 30,60,328 
2005-06 17,05,631 12,09,272 29,14,903 
2006-07 25,70,686 12,58,563 38,29,249 

 Average total expenditure (Rs. 36 lakhs)    36,08,261 
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EXAMINING THE RISK DISCOURSE IN TERROR 
MOVIES. Tourism and Risk after WTC attack. 

 
 Korstanje Maximiliano E.1  

University of Palermo Argentina  
 
 
World Trade Centre’s attacks not only set precedents respecting to a new way of 
making terrorism but also paralyzed the mass-transport for more than one day. 
This generated a serious challenge for tourist industry to the extent of calling the 
attention of many scholars. On another hand,  11/09 acted as a conduit for the 
remake of many movies and films based on the vulnerability of American tourists 
when are out of home. Under such a context, the present research focuses on the 
analysis of discourse of four famous terror-related movies. The main thesis of this 
project is that September 11 attacks paved the ways for the advent of a new genre 
of terror movies based on sadism, ethnocentrism and the construction of a 
radicalized-otherness.   
 
Keywords: United States, World Trade Center, Terrorism, Terror Movies, 

Vulnerability.  
 
JEL Classification: L83, M1, O1 
 
INTRODUCTION 
 

Over 40 years the risk, a term originally coined by cognitive 
psychology has expanded its paradigms towards other fields of Science 
and sub-disciplines such as anthropology, sociology and even geography. 
Afterwards the attacks to New York in 2001, the theory of risk perception 
started to be applied on travels and tourism issues (Kelly, 1997; Hall, 
2002; Floyd, Gibson, Pennington-gray and Thapa, 2003; Qiu-Zhang, 
2005; Floyd and  Pennington-Gray, 2004; Heggie and Heggie, 2004; Kuto 
and Groves, 2004; Goldblatt and Hu, 2005; Kozak, Crotts and Law, 2007; 
Abdel-Azim, 2010). Even though these investigations are illustrative and 
valuable, to some extent, there is an overabundance of mathematical 
algorithms and quantitative correlations which do not correspond with the 
qualitative meaning of risk.  

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

 
 



Korstanje Maximiliano E. 

404 
 

 
The goals of this research are: a) exploring the connection between 

terror movies, hospitality and risk perception from a qualitative 
perspective (analysis of content), b) assessing the impact of 11/9 in these 
types of movies, and c) to describe the pervasive nature of hospitality. 
Even though, this study is part of a broader project (a book) where  more 
than 29 terror movies have substantially examined, because of space only 
the discourse of four movies will be described in details: the Strangers, 
Texas Chainsaw, The hills have eyes and Hostel. 
 
LITERATURE REVIEW 
 

One of other troublesome aspects of risk theory is the conceptual 
differentiation between what risk and threat mean. The former is currently 
understood from many perspectives ranging from a probability a threat 
occurred towards a form of perceiving the dangers. As the previous 
argument given, N. Luhmann considers risks as cognitive units enrooted 
in the core of language whose ends are aimed at intellectualizing the 
uncertainty.  Not only risk is often determined by the possibility to be 
avoided but by a previous decision-making process made top-down by an 
elite. To put this in brutally, victims who face dangers are not the same 
who made the decisions. Following this argument, of course, terrorist 
attacks, a natural disaster, crime or the downfall of a commercial airplane 
should not be considered risks but threats or dangers (Luhmann, 2006). 
Assumptions of this caliber contrast with other studies which focus on 
risk as a probabilities or mere quantitative construes. With this in mind, 
we recognize that risks and threats are represented in different ways 
ranging from literature towards horror-movies.  

Even though, in the film industry there was antecedents of villains 
hurting tourists as the case of Shaw 1, 2, 3 or Halloween, Friday 13, and 
The Wolf Man, recently the existent horror movies are characterized by 
an appalling degree of sadism, more violent and explicit, that affected 
seriously the sensibility of viewers (Zizek, 2009).  Our main thesis is that 
September 11 played a crucial role in shaping the discourse of new terror 
movies; this event opened a new discourse where deserts, emptied spaces 
and sparse populated zones emulate the landscape of Arab world.  

Undoubtedly, terrorism is one of the staunch enemies of tourism 
because it represents a serious danger for international tourist-destination 
image (Mohamed, 2008). This means that the nature of politic 
relationships between involved social actors seems to be more than 
important to determine the development of this activity. Although, these 
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destinations are drawn as safe paradises, religious fundamentalism, 
terrorism, and political instability appeal to leisure for beating or 
presenting a claim against Government (Henderson, 2008).    

In this conjuncture, Peattie, Clarke and Peattie calls into question 
respecting two different relevant points that determine the risk research: 
safety and security at destinations (Peattie, Clarke and Peattie, 2005). In 
this vein, Dominguez, Burguette and Bernard argue that tourists 
experience a considerable degree of risk in leisure travels than business 
(Domínguez, Burguette and Bernard, 2003). Other studies focused on 
people who reside in rural areas feel less fear and risk than other who 
dwell on urban mega-cities. Social trust is of paramount important for 
questions related to security. An empirical investigation conducted by 
Yuan demonstrated that social bondage and travelling with relative or 
friends substantially reduce the risk perception (Yuan, 2005).  

In addition, Lepp and Gibson argue that travels seem to be 
circumscribed to two contrasting tendencies, the sensation or novelty 
seeking and risk aversion. Nationality of tourists as well as type of 
psychological personality plays a crucial role at time of determining the 
perception of risk (Lepp and Gibson, 2008).  As the previous argument 
given, Leslie and Wilson consider some segments seek in risk the 
adrenaline of adventure. For example, backpackers are characterized by 
travelling of the beaten track looking always for new sensations (Leslie 
and Wilson, 2006). Unfortunately, these types of tourists are vulnerable 
targets for criminals and psychotics.  

Rather, Chauhan and Khanna, valorize the role of tourism as an 
ambassador of peace and cross-cultural understanding. Starting from the 
premise that travels brings person in contact from an educative and 
pedagogic perspective, authors argue that tourism would be useful to 
foster understanding among social actors in contexts of ethnic conflicts 
and war-state (Chauhan and Khanna, 2009). Quite aside from the 
historical linkage between terrorism and tourism (mobility), in the next 
section we will examine how the current horror movies nourish an 
ethnocentric discourse that rests on shaky foundations.   

 
ANALYSIS OF DISCOURSE 
 

Movies, films and documental TV Programs not only reflect the gaze 
of directors and players, but also the mind of a whole society. Social 
anthropology discovered from many years ago that movies are associated 
to the construction of narratives and archetypes which exerts considerable 
influence in public opinion. In addition, the analysis of discourse is a 
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fruitful instrument of qualitative-research and of course there is no better 
place to employ it than the movies directed by Eli Roth Hostel 1 and 
Hostel 2. The synopsis of these movies shows how a bunch of sadist 
millionaires paid considerable amounts of money to torture with their 
hands to foreign tourists in Slovakia, an eastern European country. This is 
the destination of many Western teenagers who are in quest of sex, 
hedonism and new exciting experiences. Kidnapped and hosted in a cold 
mansion, the missing tourists are slowly flagellated to death by 
millionaires who consume a tour-package sold by this criminal 
organization which operates in the region for long time. The discourse of 
Hostel can be disclosed as follows:  

a) An evident over-valorization of American tourists over other 
tourists (ethnocentrism), b) tourists are being seduced by beautiful women 
or men at hostel where tourists are lodged. Sex and hedonism play a 
pivotal role in the previous decision-making that will determine the travel 
c) tourists are classified in predators (torturers) and preys (victims) who 
seek new sensations.  

Based on true events, other more than interesting film is The 
Strangers starred by Liv Tyler and Scott Speedman. This thriller does not 
involved directly to tourists but just a couple (Kristen Mckay and James 
Hoyt) in a crisis who after a weeding reception decide to return a remote 
summer vacation home owned by James´s parents. Once there, the couple 
is psychologically tormented by three strangers whose faces are masked. 
To the end of pictures, these strangers get out their mask but their identity 
remained uncovered. Kristen and James are brutally assassinated with a 
kitchen knife by these “strangers” who ultimately abandoned the house in 
a truck. At a first glance, Kristen and James find themselves in a sparsely 
populated area without any kind of assistance. Most certainly, unlike 
other similarly films, this does not present females as a vulnerable genre.  

It is important to note that the vulnerability of victims is associated to 
the fact they are not familiar with the surrounding landscapes. What can 
be here discussed are the vulnerability of guests as well as their lack of 
protection. The binomial host/guest are not enough to understand how 
others (precisely who are not indentified, known as the stranger) 
jeopardized the ontological security of temporary dwellers defying the 
principle of hospitality.  

Similar observations can be found in other films such as The Texas 
Chainsaw (a remake of the original film opened in 1974 (starred this time 
by Jessica Biel) or The Hills have Eyes. In these movies a bunch of 
youths who were driving towards sparsely populated zones in United 
States meet with a little town where a family of mutated psychopaths (in 
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most cases psychically deformed by former nuclear tests conducted by the 
US Government) exert acts of extreme cruelty against visitors. In general, 
these movies were set in isolated zones as hills, mountains, or desserts 
where the involving victims are helpless. One of the most shocking 
images in the Hills have Eyes is the kidnapping of a baby from the arms 
of his mother.  

 
CONCLUSION 

 
With the benefits of hindsight, one realizes that horror movies 

argument is constructed on a discourse centered on: a) a group of friends 
who launched to visit sparsely populated zones where the presence of 
State is scant; b) an array of mutated murders who fiercely kills 
vulnerable tourists with a downright impunity (preferably beautiful 
women, children or teenagers) and c) mutants are a result of previous 
government nuclear proofs which maintained occulted by the public 
opinion. In parallel with terrorism and 11/9 studies, these examined 
movies emphasize on the value of American tourist as main targets of 
monsters. Whenever the principle of hospitality cannot be honored, risks 
becomes in panic. Other important point to mention is the tension 
between local/global, familiar/unfamiliar, self-hood/otherness in the 
whole of discourses related to terror movies. By using analysis of 
discourse or other qualitative method, relevant findings can be followed 
for the advance of risk-related research. 
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Currently, the continuous expansion of urban areas is forcing people to move 
further into the countryside in search for  open space. This results in decreasing 
of undisturbed natural areas which are slowly disappearing. This imbalance in 
the market, at least in Central Europe, leads to an increase in number of large 
protected areas preserved as recreational backgrounds for cities. The objective of 
this research was to assess the impact of tourism  during one year on the selected 
fauna in the Bohemian Forest National Park (Šumava in Czech). Based on 
outdoor research, the stays signs of game were  classified as well as particular 
activities of visitors were  specified in the focused area to analyze the impact rate 
of visitors on the surrounding area.  
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INTRODUCTION 
 

The natural environment plays an important role in modern day life 
in that it provides a place where people can relax and rejuvenate (Mourek, 
2003). The Bohemian Forest has a long tradition of recreational use 
dating back to the 19th century (Moss et al., 1999). The Bohemian Forest 
has been relatively unaffected by the negative impact of 
civilization/development and maintains its original beauty, offering 
people a place to experience Bohemia as it was thousands of years ago. 
Garrod  (1998) says that tourism cannot be always perceived only as a 
commercial activity without any significant impact on natural and social-
cultural environment into which it is situated. The high-impact travel 
industry does not respect the social-cultural effects and negative impact 
on the environment. The minimum-impact travel industry’s mission is to 
minimize the effects on the local area natural environment. There are also 
attempts at implementation of local sources and prevention of their 
expansion (Pásková and Zelenka, 2002). Recently, we have met with the 
promotion of ecotourism, and in the Czech Republic, it is understood as 
responsible use of natural areas. Its objective is to minimize the negative 
impact of the travel industry on the environment and society. Ecotourism 
contributes to the financing of protected areas and are a valuable source of 
income for the local population (Mourek, 2003, Pearce and Douglas. 
1992). 

The existence of The Bohemian Forest National Park and Protected 
Landscape Area with accepted local self-governments supported by the 
“Development Concept of Travel Industry in the Bohemian Forest“ 
provides assumptions for support of such forms of tourism which are 
regarded as a soft tourism. A relatively large part of the model area of the 
Bohemian Forest is under the supervision of state authority in the field of 
landscape protection which partly ensures that forms of tourist usage of 
the area will remain preserved in compliance with the Plan of Care for the 
Bohemian Forest National Park and this is in compliance with the 
integrated tourism (Bartoš et al., 2004).  The integrated tourism uses local 
resources (natural places of interest, cultural-technical and historical 
landmarks, traditions, etc.) and permanent residents are involved in this 
local economy as much as possible (Spilanis and  Karayiannis, 2009). In 
fact, this is a development of certain forms of tourism which are in 
compliance with local culture and life-style. These forms are 
environmentally-friendly, unlike mass tourism where the area is exploited 
without any respect to the will and needs of the inhabitants (Cudlínová et 
al., 2003, Liu, 2003). 
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The objective of this research is the assessment of the impact of 
visitation rates to the selected fauna in the Bohemian Forest National Park 
in selected months of the vegetation season and off-season. Based on the 
outdoor research the stay signs of game occurring in the focused area 
have been classified along with the individual activities of visitors. This 
research was conducted in cooperation with the Bohemian Forest 
National Park and out of this project; several Master´s theses have been 
made. The principal question was to measure the amount of impact from 
the park´s visitors on the surrounding fauna in the selected focused area.  
 
METHODOLOGY 

 
The focused area for conducting  the research was the tourist trail, 

Zhůří – Turner´s Cottage in the central part of the Bohemian Forest and it 
is 3.5 km long. It is the most preferred trail in the summer months. 

Twenty patterns were selected for observation of the impact of 
tourism on the selected animal species. Each of them was 50x50 meters 
large. Ten patterns were located along the trail and ten of them were more 
distant from the trail (approximately up to 200 - 400m). We used the 
indirect method for observation of signs of animal presence. This method 
is especially suitable for obtaining an estimated  number of big hoofed 
mammals in low animal population densities. The advantage is that it 
includes information from a longer time-line, and thus provides a more 
complex picture of the usage of the focused area. We used footprints, 
droppings and bite marks on vegetation as signs of animal occurrence. 
This survey was performed from July 2008 to March 2009. 

We have used the Liddle´s methodology (1997) for the assessment of 
the impact of tourism on animals.  

 
RESULTS 
 

The following species were observed: Red Deer (Cervus elephus L.), 
Roe deer (Capreolus capreolus L.), European hare (Lepus europaeus 
Pall.) and wild boar (Suc scofa L.). The trail leads through forests with 
prevailing spruce (Picea excelsa), herbal level (Vaccinium myrtillus, 
Luzula sp..), and then also mowed meadow (Trisetum flavescens, 
Anthoxanthum odoratum).  

The specific locations near the trail and far from the trail were 
assessed 
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Table 1 Stay signs of the red deer 
 
Stay signs of animals low-* medium -** strong*** 

Localities along the trail Localities distant from the trail 

Mont

h 

Dropping

s 

Footprint

s 

Bite

s on 

tree

s 

Mont

h 

Dropping

s 

Footprint

s 

Bite

s on 

tree

s 

VII  *  VII *** *  

VIII.  *  VIII. * *  

IX. * * * IX. * **  

X.  *  X. ** **  

XI. * *  XI. * * * 

XII.    XII.    

I.   * I.   * 

II.    II.   * 

III.    III.    

The stay signs of the red deer assessed according to the droppings are 
categorized as-low (up to 5 droppings), medium 5-10, and strong 10 and 

more. According to animal footprints, the stay signs up to 10 are 
considered low, 15 as medium, 15+ as strong. Regarding bite marks on 
trees, 2 cases are  considered low, 2-4  are  medium and 4+ are  strong. 

 
        During the outdoor survey, we found the highest presence of the Red 
Deer in July and October to be in areas far from the trail. The highest 
impact along the trail was in September. When the snow levels rose, the 
population decreased as deer species migrated to lowland regions and 
used the game preserves for the winter season. 
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Table 2 Stay signs of the roe deer 
 
Stay signs of game low-* medium-** strong*** 

Localities along the trail Localities distant from the trail 

Month Droppings Footprints Bites 

on 

trees 

Month Droppings Footprints Bites 

on 

trees 

VII ** **  VII ** ***  

VIII. ** **  VIII. * **  

IX. * *  IX. *** ***  

X. ** **  X. ** **  

XI. ** *  XI. ** ** * 

XII. *  * XII.  ** * 

I.  *  I.   * 

II.    II.  * * 

III.  * * III. * * * 

Regarding droppings we assessed the roe deer´s droppings as low (up to 30 
droppings), 30-50 as medium and 50+ as strong. The footprints up to 10 are  
regarded as low, 15 as medium and 15+ as strong. And bites we assessed as 

follows - 2 cases as low, 2-4 as medium and 4+ as strong. 
 

We have found the roe deer´s highest number of footprints and 
droppings in more distant localities in July, August and October. On the 
other hand, bite marks were found more in winter months. The cause of 
the occurrence of bite marks, in majority of cases, is the number of 
animals, structure of population, capacity of environment, intraspecific 
and interspecific competition and disturbance. The stress and disturbance 
may be related not only to high recreational use of landscape, but also to 
bad hunting practices and when the animals cannot sufficiently satisfy 
their need for food (grazing cycles) and search for alternative sources of  
food in calmer localities (e.g. bites of young growth). 
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Table 3 Stay signs of the European hare 
 
Stay signs of animals low-* medium-** strong*** 

 
Localities along the trail Localities distant from the trail 
Mont
h 

Dropping
s 

Footprint
s 

Bite
s on 
tree
s 

Mont
h 

Dropping
s 

Footprint
s 

Bite
s on 
tree
s 

VII ** *  VII ** *  
VIII. *   VIII. **   
IX. *   IX. *   
X. *   X. **   
XI. *   XI. *   
XII.  *  XII. * *  
I.    I.    
II.  *  II.    
III.    III.  *  
Regarding droppings we assessed the  European  hare´s droppings as low 

(up to 30 droppings), 30-40 as medium and 40+ as strong.  The  
footprints we regarded up to 5 as low, 10 as medium and 15+ as strong. 

 
Regarding the European hare, we  found its slightly higher presence 

in locations more distant from the trail. In the last few decades the number 
of European hare has been decreasing. The European hare is a very 
sensitive bioindicator of the environment in the focused locality. 
Monoculture plants  in forestry became completely unpopular for game 
(especially inner area of larger units). The variety of herbs was reduced, 
and thus the amount of food available and at the same time the possibility 
of shelter. A suitable habitat for the European hare depends on many 
factors such as food availability, shelter and disturbance. Its number is 
reduced by uncontrolled tourism, the disturbance from animals in the 
area, less suitable places to reproduce especially in the spring season. 
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Table 4 Stay signs of the wild boar 
 

Stay signs of game low-* medium-** high*** 

Localities along the trail Localities distant from the trail 

Mont

h 

Dropping

s 

Footprint

s 

Bite

s on 

tree

s 

Mont

h 

Dropping

s 

Footprint

s 

Bite

s on 

tree

s 

VII * * * VII * * ** 

VIII. *  * VIII. * * * 

IX. *  * IX. *   

X. * *  X. * * * 

XI.    XI. *   

XII. * *  XII. * *  

I.  * * I.  *  

II.   * II.   * 

III.    III.    

Regarding the wild boar´s droppings we assessed it as low (up to 5 
droppings), (5-10 droppings) as medium, and (10+droppings) as strong. 

The footprints we regarded up to 5 as low, 10 as medium and 15+ as 
strong. 

 

Tourist Industry´s Burden 
Tourism and related recreational activities cause serious types of 

disturbances to animals. The seriousness is expressed by an easy scale 
between 0-5, meaning 0 = zero, insignificant type of disturbance, 1 = very 
low, 2 = low, 3 = medium, 4 = high, 5 = very high (type of animals’ 
disturbance). The level of impact for our observed locality is assessed as a 
total breach of peace and quiet (1) and seriousness of disturbance of 
animals is assessed as low (2). We concluded that cycling (Dvorakova, 
2006)  has the most significant impact on game. In our case we could see 
cycling activity in the upper part of the trail near Zhůří despite the fact 
that it is prohibited there. Taylor and Knight (2003) were searching in 
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their study for the mutual impact of game and trail users (hikers and 
cyclists). They note that cyclists, during equivalent time frames, cover 
much longer distances than hikers, disturbing a higher number of wild 
animals.  
 
CONCLUSION 
 

On average, we registered the visitor rate between 30-60 tourists per 
day in nice weather and during holidays. The individual activities of 
visitors were hiking, hiking with a dog, harvest of forest fruit and 
mushrooming, and in the part of the trail called ”Hluboká“ also cycling 
and cross-country skiing. In the off-season the trail was not used, mainly 
because of the high level of snow from November to March and 
impossibility to keep the snow off the trail. . The trail is intended 
especially for hiking, and cycling is prohibited there.  In the growing 
season during the summer holidays (July, August) a higher concentration 
of animals, especially the red deer and the roe deer, was recorded in more 
distant locations. The total impact of tourism on our selected animal 
species has not been significant yet. On a scale based on vulnerability, we 
would classify it at a slightly negative level and specifically in the upper 
part of the trail from Zhůří, where cyclists appeared despite the ban. We 
have assessed the impact of visitors as low and it does not endanger the 
ecological sustainability of the study area. 
 
 
REFERENCES 
 
Cudlínova, E., Bartoš, M., Kušová, D. & Tešitel, J. (2004). Support regional 

development scale dimension of sustainability (a case study from CR) In 
Integrated tourism in the Bohemian Forest and its investigation in the 
European context, Current research Šumava, No.2, pp.301-305. 

 Dvořáková-Líšková, Z., Hanzal, V. & Červený, J. (2006). Impact of rural tourism 
on wild animal welfare. Paper presented at the 2nd International 
Conference on Agricultural and Rural Development. Nitra, Slovakia: 28. 
November – 1. December 2007. 

Garrod, B. (1998). Beyond the rhetoric of sustainable tourism? Tourism 
management, Vol. 19, No.3, pp.199-212. 

Liddle, M. (1997). Recreation Ecology: The Ecological Impact of Outdoor 
Recreation and Ecotourism. London, Chapman & Hall. 

Liu, Z. (2003). Sustainable tourism development: a critique. Journal of 
Sustainable Tourism, Vol. 11, pp.459-475. 

Moss, L.A.G, Teitsel, J., Zemek, F., Bartos, M., Kusova, D. & Herman, M. 
(2000). Tourism in bioregional context: approaching ecosystemic practice 



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 7, Number 7, Spring-Summer 2012, pp. 411-420 

UDC: 338.48+640(050) 

419 
 

in the Sumava, Czech Republic. In P.M. Godde, M.F. Price & F.M. 
Zimmermann (Eds.), Tourism and development in mountain regions, New 
York: Cabi. 

Mourek, D. (2000). Tourism and Environment, Prague. In Collective of  authors. 
(Eds.), Economic integration and environmental sectors, Prague: Center 
for the Environment, Charles University. 

Paskova, M. & Zelenka, J. (2002). Tourism – Glossary. Prague, Ministry of 
regional development.  

Pearce, G. & Douglas. (1992). Alternative Tourism: Concepts, Classifications and 
Questions. In V. Smith (Eds.) Tourism Alternatives: Potentials and 
problems in the development of tourism (pp.16-19), Philadelphia: 
University of Pennsylvania Press. 

Spilanis, I.P. & Karayiannis, O.P. (2009). Tourism and Environment: Pressures of 
tourism related construction activity on the natural environment of host 
areas-attempting a survey in the Cyclsdes. Tourismos: An International 
multidisciplinary Journal of Tourism, Vol. 4, No.4, pp.17-34. 

Taylor, A.R. & Knighr, R.A. (2003). Wildlige responses to Recreation and 
Associated Visitor Perceptions. Ecological Applications, No. 13, pp.12-
18. 

 
 
ACKNOWLEDGEMENTS 
 

This article was funded by the Ministry of Education of the Czech 
Republic COST 1P05OC160 and MSM 6007665806, P402/10/p344. 
 
 
SUBMITTED: NOV 2010 
REVISION SUBMITTED: MAY 2011 
ACCEPTED: JUN 2011 
REFEREED ANONYMOUSLY 
 
 
Zuzana Dvořáková Líšková (zu.li@seznam.cz) is a Assistant professor 
at South Bohemian University, Department of Structural Policy and 
Regional Development / Department of Landscape management, 
Studentská 13, 370 05 České Budějovice – Czech republic.  
 
Miloslva Lapka (miloslavlapka@centrum.cz) is Assistant professor at 
South Bohemian University, Department of Structural Policy and 
Regional Development Studentská 13, 370 05 České Budějovice – Czech 
republic.  
 

mailto:miloslavlapka@centrum.cz


Zuzana Dvořáková Líšková, Miloslav Lapka, Eva Cudlínová, Petr Dvořák & Dagmar 
Škodová Parmová 

420 
 

Eva Cudlínová (evacu@centrum.cz) is a professor at South Bohemian 
University, Department of Structural Policy and Regional Development 
Studentská 13, 370 05 České Budějovice – Czech republic.  
 
Petr Dvořák (dvorakp@frov.jcu.cz) is a Assistant professor at South 
Bohemian University, Institute of Aquaculture, Zátiší 728/II, 389 25 
Vodňany 
 
Dagmar Škodová-Parmová (parmova@ef.jcu.cz) is Assistant professor 
at South Bohemian University, Department of Structural Policy and 
Regional Development Studentská 13, 370 05 České Budějovice – Czech 
republic.  

 

mailto:evacu@centrum.cz
mailto:dvorakp@frov.jcu.cz
mailto:parmova@ef.jcu.cz


TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM 
Volume 7, Number 1, Spring-Summer 2012, pp. 421-424 

UDC: 338.48+640(050) 

421 
 

BOOK REVIEW 
 

Stories of Practice: Tourism Policy and Planning1 
Diane Dredge and John Jenkins, editors (2011). Ashgate 

Publishing Limited  
 

This book is an engaging read. It is composed of edited papers, each 
describing a case study involving some aspect of tourism policy and 
planning. The papers raise a large number of issues that arose during case 
study work. For this review I asked the question: How do these analyses 
guide future policy development and tourism planning?  

The book appears to assume that tourism policy and planning is 
separate from the larger field of policy making and planning. The fields of 
transportation, urban, and environmental planning are seldom mentioned. 
In Chapter 2 the editors suggest that tourism planning and policy draws 
from many disciplines, which is reasonable. Oddly, the field of planning 
is left off the list of those disciplines. This concept is further illustrated 
when only two of author biographies explicitly mention a formal 
educational background in planning. Additionally, planning theories are 
seldom mentioned, such as that rational comprehensive model, the 
transactive model, or adaptive management. This, I feel, is an accurate 
description of the entire tourism policy and planning literature. It has 
developed largely disconnected from that of the other major planning 
fields. 

Several authors use the bogeyman of neolibelization to justify 
planning decisions. However, there is inconsistency in the definition of 
the term amongst authors. For example, Shone states that neoliberal 
means “rolling back the central state (p. 167)” and transferring power to 
local government. However, he then points out that the local government 
owns and manages a major tourism destination, the Hanmer Hotsprings in 
New Zealand.  The profit earned from this activity is used elsewhere in 
the municipality. This does not seem to me to be an example of what I 
know as neoliberal development. If those hotsprings were sold to private, 
profit making companies, it might be an example. Hall and Wilson 
describe the excessive power of a sport lobby, in this case rugby in New 

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

 
 



Paul F.J. Eagles 
 

422 
 

Zealand, to influence municipal and university decision-making as being 
an example of neoliberal ideas in action. Contrastingly, Clarke and Raffay 
provide a fascinating example of the development of a destination 
management organization in a city in Hungary. This society is still in the 
throes of developing a private sector, after years of centralized planning 
under communism. It seems to me that the movement from communism 
to a free market economy could have termed a neoliberal activity, but the 
authors to do not see fit to use this concept to describe the situation. 

Many papers concentrate on the role of local people in tourism 
planning. This role varies from central to marginal. The general 
assumption is that a local community is more valued and should have 
more influence than other stakeholder groups. Grybovych, Hafermann 
and Mazzoni describe a successful effort of community involvement in 
tourism development planning for the small town of Ucluelet on 
Vancouver Island in British Columbia, Canada. They describe a powerful 
local community lobby that is able to reject the first developer’s proposal. 
The second developer agreed not to “sell any single-family dwelling lots 
to the general public, until it has been made exclusively available to 
Ucluelet residents (p. 93)”. They do not comment that such a citizen-
imposed policy is probably illegal under Canadian law. This problem with 
this prejudicial policy might be further highlighted if the phrase 
describing local residents was replaced by phrases such as Roman 
Catholics, Immigrant Women, or Chinese-Canadians. This tale 
inadvertently tells the tale of local power gone mad. 

The power of existing local interests can make the introduction of 
larger societal concerns problematic. Wegner and Macbeth describe how 
local tour operators in a the Shark Bay World Heritage Site in Western 
Australia are so entrenched in their selfish economic interests that they 
use personal intimidation techniques  against park management staff who 
are entrusted with the larger societal interest of environmental 
conservation in a national park. This paper also outlines the excessive 
power of one local group, in this case making conservation management 
challenging. 

The case studies seldom mention Non-Government Organizations 
and their roles. The papers also do not mention private sector competition, 
with two or more companies battling for market share. The conflicts 
discussed tend to be between governments and private citizens. 

The papers imply that there is tourism potential everywhere, even in 
areas of considerable poverty, civil unrest and environmental destruction. 
The paper by Dutra, Haworth and Taboada leads this reader to conclude 
that maybe East Timor is poor place of tourism. 
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The papers seldom describe that legal situation surrounding the 
tourism plans. The papers imply that the law is of little importance and all 
concern should be placed on government policy. I find this is a common 
perception by those trained in Geography, as many of the authors are. 

Only two of the papers describe planning efforts by those who had 
central planning roles. Vargas Sanchez and Dredge describe a branding 
effort tied to place identity in the Andalucía region of Spain. This is a 
refreshing paper that describes a planning effort that worked.  Hull and 
Huijbens describe participatory planning for tourism in a rural area of 
Iceland. This paper appears to use a rational-comprehensive planning 
model, but it only describes the development of a plan as its 
implementation has yet to happen. The plan appears to be solid, but most 
plans look good before the vagaries of implementation. However, most of 
the papers were written by outside observers, who imply that they resent 
being in a position of little power. 

What did I learn on policy and planning from reading the book? 
1. Tourism planning ultimately deals with creating experiences for 

travellers, but a huge number of institutional and cultural barriers 
create deflections from achieving this goal.  

2. Tourism is frequently used by governments to counter economic 
declines in other sectors, such as agriculture (New Zealand), 
banking (Iceland), manufacturing (Spain), and fishing (East 
Timor). It appears to fulfil this goal. 

3. Tourism planning is very expensive in time and money due to 
the complexity of participatory efforts at all levels, including all 
local villages. 

4. Tourism planning involves conflict resolution. The book 
typically describes conflict between some level of government 
and local people, but other stakeholder conflicts can occur. 

5. Tourism planning is value based. The values are highly contested 
and it is the role of planning authorities to speak for the weak 
against the powerful. 

6. Tourism planning must involve tourism marketing concepts. 
7. The hosts and guests approach should continue to underpin 

planning. Both the supply and the demand aspects must be 
considered in all policies. 

This book raises more problems than solutions. In most cases, the 
reader is left to decide what planning processes should be used when a 
similar situation arises in the future. As a result, it is not suitable for 
novice tourism planners, such as undergraduate students. It is much better 
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suited for those with abundant training and experience who have the 
ability to discern value from the case studies. 
 
Paul F.J. Eagles 
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BOOK REVIEW 
 

Securing and Sustaining the Olympic City – Reconfiguring 
London for 2012 and Beyond1 

Pete Fussey, Jon Coaffee, Gary Armstrong and Dick Hobbs, 
editors (2011). Ashgate Publishing Limited 

 

The London Olympics are nearly upon us and this addition to the 
expanding Olympic text oeuvre takes an interesting and somewhat 
alternative approach to the subject. The work of four UK based authors, 
the book features a cross disciplinary review combining urban geography 
and sociology with criminology and terrorist studies. 

London’s successful bid to host the Games was of course 
memorably and tragically followed by the terrorist bombings in the city 
centre on 7th July 2005. Since then, security has been one of the most 
profound and controversial aspect s of the Games’ planning. This book’s 
emphasis is based around a detailed scrutiny of the security issues facing 
mega events using the London Olympics as its case study.  The global 
media reach of the Olympics is such that the event commands a 
heightened risk of terrorist threat while criminality is also expected to be 
above normal levels due to voluminous, unsuspecting crowds of visitors 
and the continued economic recession. These issues are explored in the 
light of their implications on mega event planning, event cost and 
implementation, community effects and social legacy.  

The first part of the book sets the scene. It is rewarding reading 
indeed, providing a generously researched and often highly entertaining 
prelude for the detailed exploration of the security issues in Part Two. 
One excellent chapter compares the legacies of previous games, and 
assesses overall success based upon their originally expressed objectives. 
A revealing chapter also reviews the shifting cultural and demographic 
characteristics of the “outer” East End of London where the Olympic 
Park is sited, setting its regeneration in the context of its post-war 
history. A further chapter appraises the fascinating Olympic bid process, 

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

 
 



Simon Curtis 
 

426 
 

with all its myriad political manoeuvring, and recounts the tale of how 
the budget inflated rapidly after the bid success. 

The second part of the book is its ultimate rationale and is devoted to 
a detailed analysis of the overlooked and under-researched area of mega 
event security. The security bill for the Games has of course famously 
more than quadrupled since 2005. Key themes which emerge include the 
standardisation of security planning for mega events and the complex 
technologies of twenty first century “control creep” event surveillance.  
One of the greatest dangers of course is the possibility that the focus of 
attention on the Olympic Park will actually displace the core terrorist 
threat to elsewhere in the city.  

The depth of empirical research and critical diagnosis is impressive 
and the book succeeds resolutely in its objective of presenting the most 
comprehensive review of the issue to date; this is its defining feature and 
the characteristic which will set it apart from the body of Olympic and 
mega event literature. 

 However its attempt to link the “total security” operation to the long 
term legacy and physical infrastructure of the Olympic Park is, in my 
view, less convincing. Security infrastructure impacts on urban design 
and can indeed contribute to an exclusive form of post-event 
gentrification of place, but such urban design is a generic feature of 
global urban regeneration.  The notion that post Olympics residential 
development in and around Stratford will create a sterilised and 
fragmented community in the long term due to the security needs of a 
major event will be a controversial one. This however is a minor quibble 
in the context of a book which is refreshingly bold. 

Books written on mega events before they have happened are of 
course cursed by the speed with which pre-event planning takes place 
and are always in danger of being perceived as outdated.  Since this book 
was published in mid 2011, the budget for security at the London 
Olympics has increased again (now to well over £1 billion) and there will 
now be a greater level of military involvement than originally 
anticipated. On a positive note, the venues are complete (on time and on 
budget) and venue legacy plans have been announced, impressing many 
of the sceptics. Details of the Olympic torch route are now known and, 
with the exception of ticketing technology hiccups and concerns over 
transport congestion, the mood around the Games is changing. Even the 
satirical BBC spoof documentary series “Twenty Twelve” was unable to 
distract the UK public from its growing sense of confidence about the 
London Olympics. However, while the planning of the London Games 
has moved on, the book will be of great value to the planners of the 
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forthcoming Glasgow Commonwealth Games and future mega sporting 
events. 

This is perhaps not the perfect text for those looking for an overall 
review of the themes surrounding London 2012. There is little discussion 
over major issues such as ticketing, venue infrastructure or long term 
tourism legacy. And indeed sport, the raison d’etre and ultimately the 
most important aspect of the Games, is given scant attention. But this 
was not the book’s objective. It is a high quality text which I have no 
hesitation in recommending to academics, researchers and practitioners 
in the fields of mega event planning and urban regeneration. Post 
graduate students will also find this to be rewarding reading if studying 
planning, regeneration or event management. It is not afraid to be 
political and provocative, and is blessed with imperious research 
credentials. 

 
Simon Curtis 

 
 

Simon Curtis is a Senior Lecturer, University of Westminster, Centre for 
Tourism Research, London. 
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BOOK REVIEW 
 

Tourism and Sustainable Development: Reconsidering a 
Concept of Vague Policies1 

Jörn W. Mund, editor (2011). Erich Schmidr Verlag 
 

This is yet another book to add to the current corpus of knowledge on 
tourism and sustainable development. Hence, the question I asked myself 
when reviewing this book is how different can this book be in trying to 
move us away from today’s political rhetoric in the use of the term 
“sustainability”. The book is mainly targeted at seasoned researchers and 
also policy makers that has always struggled in operationalizing the 
model of sustainability due to the vagueness of the concept. Hence, the 
premise behind the book is simply that the concept of sustainable tourism 
has been used superficially by all stakeholders including researchers and 
practioners.  The author, J.W. Mundt, has been critical and contemptuous 
is his view of the concept of sustainability. 

The tourism industry’s interest in appearing to be “green” or 
“sustainable” has increased in exponential proportions over the past few 
year. After the failed climate summit in Copenhagen in 2009, the hopeful 
Cancun conference in 2010 and the more successful Durban summit 
recently in 2011, Mankind has to face the following reality that the 
concept of sustainability has no significance if the following crisis cannot 
be resolved by the very reason why such concept was introduced in the 
first place: 

 
1. Feeding a global population predicted to be half as big again as 

at the turn of this century. 
2. Eliminating poverty and inequality whilst providing an 

acceptable quality of life for all. 
3. Harnessing sufficient energy to power our economies without 

damaging environmental consequences. 
4. Halting the decline in biodiversity and learning to leave in 

harmony with other species. 
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J.W. Mundt attempts to contribute to a deeper understanding of the 
concept of sustainability by providing a closer look at the original 
definition and reviewing its conceptual history which helps to untangle 
the terminological confusion that are used by many to their advantage or 
sometimes disadvantage. Nonetheless, this book gives us a fresh 
perspective in the sense it is little eclectic and certainly not the usual 
standard text in the area of tourism and sustainability. Thus, it is indeed a 
good read for all. 

A multidisciplinary and inter-disciplinary approach is adopted by the 
author in discussing the complex interactions that surround sustainability. 
Only three out of the eight chapters elaborated in detail the links, in 
relation to tourism. Due to this, readers are exposed to the wider areas 
around the topic. Eight chapters are laid out with two “Excursus” in 
Chapter 3 and 5 [Note: Ex·cur·sus ( k-skûr s s). n. pl. ex·cur·sus·es is a 
lengthy, appended exposition of a topic or point].  

Chapter 1 acts to give an overview of the current state as an 
introduction or preface (which is visibly mission in this book). The 
evolution and interpretation across history is explored. Nonetheless, the 
chapter lacks discussion on the evolution of sustainability in the context 
of tourism. Interestingly, the chapter ends with a discussion on the 
academic market for sustainable tourism. In the ‘publish or perish’ 
paradigm that rules much of the academic world, the attractiveness of 
‘sustainability’ related research topics appears to be fashionable rather 
than a manifestation of the perceived overall importance of the issue 
especially the on-going global debate on climate change.  

Chapter 2 elaborates in detail the concept of sustainably successfully. 
This include discussions on the original concept of sustainability defined 
in the Brundtland Report (1987) in comparison with the modern 
understanding of the term, ‘weak and strong sustainability rules’ and the 
most interesting part of the chapter on ‘development is not growth’. This 
discussion is continued into chapter 3 (Excursus 1) where a digression of 
the discussion is outlined on topics such as ‘markets of violence’, ‘the 
dubious character of aid’, ‘pillarisation of society’, and the end of the 
section with topics such as the popularised ‘pro-poor tourism’ which is 
seen as another ‘green-washing’ or marketing tool for development 
agencies and non-governmental organisation in order to gain more money 
using the issue of ‘alleviating poverty via tourism’.  

Moving on to the very academic chapter 4, sound discussion on the 
‘three pillars’ approach of sustainability is well outlined in figures to 
show the relationship between environment, society and economy. 
Nonetheless, the chapter appears to further focus on ‘social sustainability’ 
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with lacking in discussion on the other two dimensions of sustainability 
(environment and economy). The understanding of the social 
sustainability concept is further debated here as it appears the term may or 
may not denote, “the social preconditions for sustainable development or 
the need to sustain specific social structures and customs”. Against this 
background, the chapter make a plea for a more accurate utilisation of 
terms by going back to the basics to avoid the whole concept of 
sustainability in danger to be discredited and maybe even abandoned.     

The second digression (Excuses II) of chapter 5 focusses the 
discussion to another popular terminology that has evolved from 
sustainability, ‘corporate social responsibility (CSR)’ and ‘non-
government organisation (NGO)’. The author has been critical on this two 
under researched areas. For NGOs, CSR is the means by which to 
demand higher standards of corporate behaviour with the fundamental of 
sustainability at the backdrop. At a glance, the plethora of NGOs actively 
promoting sustainability issues and demanding CSR give an impression 
of plurality of concepts and opinion. However, a closer look reveals pretty 
much the same rhetoric. 

Chapter 6 highlights the current global debate in the very complex 
issue of ‘climate change’. This is followed by Chapter 7 and 8 which 
provide us with some empirical and descriptive dialogue on the tourism 
industry and sustainability, which should have been the core of the book 
rather than “leaving the best (the essential) for the last”. In these two 
chapters, the author has well contextualised the issues of sustainability 
that was well elaborated in the previous six chapters, to the tourism 
industry. As quoted, indeed “tourism is probably the most visible symbol 
of both globalisation and pollution”. Chapter 7 also interesting discussed 
thought provoking topics such as, ‘culture is culture because of change’ 
and ‘the same is different’, where tourism is often seen as a “dynamic 
force homogenizing societies and commodifying cultures across the 
globe”, with cultures generally open to continuous change. 

Finally, an interesting way to conclude the book (Chapter 9) with 
rationalisation of the book structure and the sub-section on “Taylorisation” 
of Academia’ where the focus of the discussion was on the German-
speaking countries, seem out of place in the discussion of the book. 

In summing up, the book is interesting but not what you expect to get 
looking at just the title, “Reconsidering a Concept of Vague Policies”.  
The book only focusses on the tourism scene in two chapters towards the 
end and lack projection of what to expect in the years to come. 
Nonetheless, the book is worth reading as it is written in not a typical 
book that you expect on ‘sustainability’. Indeed it is an interdisciplinary 
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and overarching critique of the modern concept of sustainability and its 
application in the globalised tourism industry. 
 
Vikneswaran Nair 
 
 
Vikneswaran Nair (vicky.nair@taylors.edu.my) is an Associate 
Professor at the Taylor’s University, School of Hospitality, Tourism and 
Culinary Arts, No. 1, Jalan Taylor’s, 47500 Subang Jaya, Selangor, 
Malaysia. 
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BOOK REVIEW 
 

Modern Mass Tourism1  
Julio Aramberri, editor (2010). Emerald Group Publishing Limited 

 
This is a very interesting book in enhancing our understanding of 

today’s modern mass tourism’ roots. The author relates the roots of 
modern mass tourism with the born of human being with reference to 
theories in the field of sociology. In this respect, the book is against to our 
conventional understanding of modern mass tourism. It is generally 
taught that modern mass tourism was born after the second world war. 
However, this book broadens our understanding of the term of mass 
tourism, its activities in today’s global world and the history of it.  

The book provides answers to one’s questions regarding to activities 
occurring as a result of the existence of mass tourism: “is mass tourism 
manna from heaven or evil from hell?”, “how do we need to see it?”, “has 
it emerged as a consequence of the needs and wants of the modern 
society? Or has it been available since the existence of the human being in 
the world?”. To answer these questions,  one of course needs to evaluate 
modern mass tourism from different perspectives, particularly from the 
sociological one as Aramberri does in this particular book. 

When we read the book, we get an impression that modern mass 
tourism is like a fire it burns everything it touches upon. In other words, if 
you hold it you will burn you, however, if you leave it you cannot survive 
because of the cold. In today’s global world, many developing countries 
rush into modern mass tourism for their economic and social well-beings. 
“Does it really worth for those countries to involve in?”, “what is the 
opportunity cost of involving in tourism particularly for developing 
countries”, “who gets the big piece from international tourism?”, “are we 
reading the statistical data of the UNWTO on the right way? Or are those 
statistical data misleading us”, “does modern mass tourism create its own 
slaveries?”. The academics need to teach tourism on balance emphasizing 
its pros, of course, without ignoring its cons. These are the issues 
Aramberri mentions in his book with a particular emphasis on the roots of 
modern mass tourism. 

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

 
 



Kurtulus Karamustafa 

434 
 

Broadly speaking, as we know, modern mass tourism has the 
following main characteristics: (a) the participation of a large number of 
people in tourism; and (b) the holiday is standardized, rigidly packaged 
and inflexible. These characteristics indicate that mass tourism requires 
large scale tourism development and the involvement of international 
travel intermediaries, like travel agencies and tour operators which 
generally put individual components into one standardized package. Since 
mass tourism is standardized and inflexible, destinations can substitute for 
each other. For instance, for today’s mass tourists there may be no 
difference between Greece and Turkey. Even if there are some cultural 
and linguistic differences, these two countries offer the same sun, sea and 
sand, and to some extent similar cultural backgrounds, as a packaged 
holiday product. Large scale mass tourism development means increased 
dependence on international travel intermediaries and market conditions 
in the generating countries. In this case, dependence refers to the 
marketing dependence of the providers of the tourism services in as host 
country on international tour operators. In strictly economic terms, large 
scale tourism may arguably provide some economic advantages to a host 
economy, such as mainly foreign exchange earnings and employment 
opportunities. However, since it involves participation of a large number 
of people and large scale tourism development, its sociocultural and 
environmental effects can be a burden to a host community. Therefore, it 
is argued that tourism development should be sustainable (Croall, 1997; 
Middleton and Hawkins, 1998; Mowforth and Munt, 1998; Wahab and 
Pigram, 1997). Thus, we face a vague concept of sustainable tourism 
which is impossible to analyze in a study of this kind. Particularly, for a 
developing country, sustainable tourism may require hard political 
choices and may not be feasible since the country concerned may not 
have a well-established economic structure (Tosun and Jenkins, 1998). 
This is to say that debt-ridden, eager to earn foreign exchange and create 
employment opportunities, particularly most developing countries may 
have little option but to support large scale rapid tourism development 
without any sense of opportunity costs. In addition, tourism development 
may still require foreign expertise and investment as long as particularly 
many developing countries have financial, technological and managerial 
deficiencies. In addition, tourists from the developed countries may still 
use foreign airlines, tour operators, and travel agencies as long as these 
international corporations provide an acceptable level of services with 
reasonable prices. Therefore, since there will be a large number of 
different interest groups in tourism development, the application of 
sustainable tourism development, like its origin (sustainable 
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development), is rhetorical and non-operational. Unfortunately, these are 
the issues lacking in this book.  

Including its introduction and afterword (concluding) sections, the 
book has nine chapters. The first chapter called as “The Scissors Crisis in 
Tourism Research”, with reference to the incident of the Scissors Crisis in 
early Soviet history, it deals with the pros and cons of the global tourism 
activities. The second chapter titled as “The Global Tourism System” that 
critically deals with the global tourism activities based on statistics. The 
third chapter titled as “Postmodern Matrix” that evaluates the tourism and 
related phenomena in the context of postmodernist philosophy. The fourth 
chapter called as “The Accidental Tourism Researcher” dealing with a 
sociologist’s, Professor Dean MacCannel’s, studies on tourism. His 
writings deal with the social and cultural aspects of tourism, art, 
architecture, design and planning. He is the author of numerous books and 
research articles in the field of tourism. The fifth chapter titled 
“Liberation Theologies”, The sixth chapter “Paleface Does South Asia”, 
The seventh chapter titled as “Down the Path of Philosophy”, the eighth 
chapter titled as “The Languages of Tourism”, and the ninth chapter titled 
as “Alternatives to Modern Mass Tourism”. This is an interesting book 
and radically against the conventional wisdom; helping us to enhance our 
understanding on modern mass tourism. There were some other academic 
works evaluating tourism from unusual angles (Harrison, 1988; Nash, 
1989).  The word “modernity” referred to the capitalist way of life. In this 
sense, it would be more appropriate, perhaps, to title the book as “Modern 
Mass Tourism and Dependency”. If it is “modern mass tourism”, do we 
know anything about the conventional mass tourism? if it existed, would 
it be different from its modern counterpart as the author calls it.  

I believe this book can be very useful for the academicians studying 
tourism development, particularly from the dependency perspective with 
a focus on consequences. Although it may not be appropriate and may not 
provide a clear understanding for novices in the field of tourism, it may 
broaden the understandings of the master’s and doctorate students.   
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BOOK REVIEW 
 

Places of the Imagination: Media, Tourism and Culture1 
Stijn Reijnders, editor (2011). Ashgate Publishing Limited 

 
It is with mixed feelings of fear, trepidation and excitement that one 

approaches a book that ‘may’ cover the area in which one is currently 
writing. Fear that they have said exactly what you are trying to say (but 
better), trepidation that their work may refute your own labours, and 
excitement that someone else has come to the same place through very 
different pathways. I often wonder about the ‘collective consciousness’ 
and what it can really achieve. While I am aware of Reijnders’ work and 
interest in the media and tourism, and he is aware of my own fascination 
with film and television, we are yet to discuss the paths we have taken. 
Clearly though, one element we have in common is a love of the material 
we study. 

So, what is this monograph about? It primarily presents a European 
perspective to the relationship between TV and tourism, based on a 
funded research project, which has provided Reijnders with the 
opportunity to study certain aspects of this relationship in some depth. In 
the Introduction, Reijnders notes that ‘...one of the most important 
questions ... is the meaning that that media tourism has for the tourists 
themselves’ (p.7). It is this ‘meaning making’ that also fascinates me in 
terms of how audiences of a movie make meaning and then as tourists 
what they do with that meaning. Where Reijnders and I depart is in our 
theoretical approaches (yet the more I read, the more convinced I become 
that he has taken an excellent and relevant approach...) which for me was 
the great appeal of this monograph. Reijnders also moves beyond simply 
presenting more case studies about tourists following a popular film  - a 
state into which much of the current literature into film/TV/media related 
tourism has fallen. 

What is of particular significance and interest is the development of a 
‘new concept: lieux d’imagination’ (p.13) based on the work of French 
Historian Pierre Nora and American anthropologist John Caughey. Nora 
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proposed that ‘people need physical places to give form to their memory’ 
(p.14) which Reijnders extends to consider the fictional places created via 
film. He also applies Caughey’s (1984) notion that we live in two distinct 
worlds:  the real and the imaginary (fantasies, daydreams, stories) which 
occasionally collide. I am not convinced that Caughey’s premise sits with 
Reijnders’ prposal of ‘places of imagination’ as described through Nora’s 
work; however Reijnders is also somewhat critical of Caughey’s 
separation of the real and imagined worlds. 

Based on these two theories, Reijnders’ primary proposition is that 
‘the phenomenon of media tourism derives its power and popularity from 
the symbolic contrast between imagination and reality’ (p.17). This is 
where we differ – I am more of Baudrillard’s school of hyper-reality 
where reality and fantasy become one. However, this is simply a personal 
position and one that no doubt will change, and did fluctuate while 
reading this work. Already, I was finding that the book was engaging and 
challenging me. 

After establishing the theoretical framework, Reijnders goes on to 
investigate the role of landscape/s in three detective series, a movie series 
and through literary and film touring. The TV detective series studied are 
Inspector Morse (Oxford, UK), Wallander (Ystad) and Baantjer 
(Amsterdam), while the movies he examines are the James Bond 
franchise, and finally Dracula. This theming creates a certain cohesion to 
the book enabling Reijnders to examine his theoretical premise through 
them. Reijnders is clearly a fan of all the films and TV series he has 
studied, which is crucial to such work – it is very hard to study the 
touristic elements of films one hates, unless that is the actual thesis of the 
research. I know I will never study slasher movies in any detail! 

There is not the space in this review to discuss his work in detail, but 
the book itself is not over long (just over 100 pages of text plus a most 
informative Appendix), well written and one can either read it from cover 
to cover or dip in and out of it according to one’s interests and needs. The 
Index is particularly good in this respect. 

What also made this an enjoyable book to read was that Reijnders 
recounts his own experiences in the field as well as that of those he 
studies in a personal and personable manner, which is integral to this 
methodology. While I wanted to avoid listing the Table of Contents, his 
chapter headings are informative and point to what is in this work and 
how he is approaching it, using phrases such as ‘On the Track of 007’, 
‘Stalking the Count’ and ‘The Guilty Landscape of the TV Detective’. In 
the concluding section on the TV detective tours, Reijnders illustrates one 
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of the connections with Caughey’s notions of the distinct worlds of reality 
and fantasy: 

They [the tourists] look for points of recognition amidst the 
everyday street life, which might serve as an entryway to 
another, imagined world... [T]he ‘materiality of the 
locations and the associated objects played an important 
role int he tourists’ experience. (p.51) 

Reijnders argues his case well, and I leave it to others to form their 
own opinions and perspectives on this most interesting and engaging 
work, which certainly contributes significantly to the development of 
knowledge in the field of film, TV and tourism. 
 
Sue Beeton, La Trobe University 
 
 
Sue Beeton (S.Beeton@latrobe.edu.au) is an Associate Professor in 
Tourism Dept of Marketing, Tourism and Hospitality La Trobe Business 
School Faculty of Business, Economics and Law La Trobe University, 
Victoria 3086, Australia. 
 
 



  



441 
 

FORTHCOMING EVENTS 
 
 
2nd Advances in Hospitality and Tourism Management & 
Marketing, Corfu, Greece, 30 May - 3 June 2012. For more information 
visit: http://www.ahtmmc2012.gr 
 
10th 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 
 
I-CHRIE Annual Conference, Providence, Rhode island, USA, 1-4 
August 2012. For more information visit: http://www.chrie.org 
 
62nd 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 
 
Consumer Behavior in Tourism Symposium 2012, Free University of 
Bozen-Bolzano, Brunico, Italy, 10-13 December 2012. For more 
information visit: http://cbts2012.unibz.it/en/default.html 
 
EurCHRIE 2012 Conference, “Hospitality for a Better World”, 
Lausanne, Switzerland, 25-27 October 2012. For more information visit: 
http://www.eurochrie.org/conferences/ 
 
ENTER 2012, “e-Tourism Opportunities & Challenges for the Next 20 
Years”, Innsbruck, Austria, 22-25 January 2012. For more information 
visit: http://www.ifitt.org/congresses/website/enter2013 
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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 



445 
 

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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TOURISMOS 
An International Multidisciplinary Journal of Tourism 

 
 
 
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). 
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Manuscript Length 
 
Research Papers should be not longer than 6000 words and not shorter 
than 4000. Research Notes should be not longer than 2000 words and not 
shorter than 1000. Case Studies should be not longer than 3500 words and 
not shorter than 2500. Book Reviews should be not longer than 1500 
words and not shorter than 1000. Conference Reports should be not 
longer than 2000 words and not shorter than 1000. Industry Viewpoints 
should be not longer than 1500 words and not shorter than 500. 
Forthcoming Events should be not longer than 500 words. Manuscripts 
that do not fully conform to the above word limits (according to the type 
of the article) will be automatically rejected and should not be entered 
into the reviewing process. 
  
Manuscript Style & Preparation 
 
• All submissions (research papers, research notes, case studies, book 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

• 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. 
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Accessed the 12th of January 2005, at 14:55. (note: always state 
clearly the full URL of your source). 

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

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